The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

Table of Contents

SUMMARY OF MAIN FINDINGS 30
ADMINISTRATIVE ORGANIZATION OF THE MARKETING EFFORT 30
THE COLLEGE MARKETING BUDGET 32

USE OF TRADITIONAL MARKETING MEDIUMS IN COLLEGE MARKETING 32
USE OF EMERGING INTERNET MARKETING MEDIUMSIN COLLEGE

MARKETING 33
TRENDS IN PUBLISHING THE COLLEGE VIEWBOOK 34
TRENDS IN THE USE OF DIRECT MAIL IN COLLEGE MARKETING 35
MARKETING THROUGH THE COLLEGE WEBSITE 36
USE OF BLOGS IN COLLEGE MARKETING 37
COLLEGE SPENDING ON WEB MARKETING 37
SPENDING ON SEARCH ENGINE PLACEMENT 38
SPENDING ON EMAIL BROADCASTS 38
COLLEGE USE OF THE PAID ADVERTISIG SERVICES OF GOOGLE, YAHOO &

OTHER SEARCH ENGINES 38
PERCENTAGE OF THE COLLEGE MARKETING BUDGET SPENT ON ONLINE

ADVERTISING 39
SPENDING ON PUBLIC RELATIONS & ADVERTISING AGENCIES AND OTHER

MARKETING ORIENTED CONSULTANCIES 39
USE OF SURVEYING 42
USE OF BILLBOARDS 42
TRENDS IN NEWSPAPER ADVERTISING 42

1. CHAPTER ONE: ADMINISTRATIVE ORGANIZATION OF THE COLLEGE MARKETING
EFFORT 43
1.1. Does the College Have a Public Relations Department?...........ccccoevvvvvviiiinnenn. 43
1.2. Does the College Have a Public Relations Department?, Broken Out by Public

or Private Status of the College.........cuvviiiiiiiiiiiie 43
1.3. Does the College Have a Public Relations Department?, Broken Out by Level of
Full Time Equivalent ENrollment............ccooviiiiiiiiiiiiiiieeeceeeevies e 43
1.4. Does the College Have a Public Relations Department?, Broken Out by Type of
L0701 11T o [P 43
1.5. Does the College Have a Public Relations Department?, Broken Out by
Percentage of Applicants to the College Who Live Within 75 Miles of the
LOF= 11 0] 011 LS TP 43
1.6. Does the College have a Marketing Department?........ccccccccvvveviiiiiiieieeeeeeen, 44
1.7. Does the College Have a Marketing Department?, Broken Out by Public or
Private Status of the College.........cooooiiiii e 44
1.8. Does the College Have a Marketing Department?, Broken Out by Level of Full
Time Equivalent ENrolIMeNnt .........coooiiiiiiiiiiis e e e 44
1.9. Does the College Have a Marketing Department?, Broken Out by Type of
L0 ]| 1= =PRSS 44
1.10. Does the College Have a Marketing Department?, Broken Out by Percentage of
Applicants to the College Who Live Within 75 Miles of the Campus................. 44
1.11. Does the College Have a Department of Enrollment Management or its Near
[0 81}V 7= 1 =T o PSSP 45
1.12. Does the College Have a Department of Enrollment Management or its Near
Equivalent?, Broken Out by Public or Private Status of the College.................. 45
1.13. Does the College Have a Department of Enrollment Management or its Near
Equivalent?, Broken Out by Level of Full Time Equivalent Enroliment ............. 45
1.14. Does the College Have a Department of Enrollment Management or its Near
Equivalent?, Broken Out by Type of College.........cccevviiiiiiiiiiiiiiiiiiieeeceeeiiiiiinn, 45



The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

1.15.

1.16.

1.17.

1.18.

1.19.

1.20.

1.21.

1.22.

1.23.

1.24.

1.25.

1.26.

1.27.

1.28.

1.29.

1.30.

1.31.

1.32.

1.33.

1.34.

1.35.

Does the College Have a Department of Enroliment Management or its Near
Equivalent?, Broken Out by Percentage of Applicants to the College Who Live

Within 75 Miles of the CampPUS.........ouuuiiiiiiiie e 45
Percentage of Colleges that have a Separate Marketing Administrative Entity for
Undergraduate EQUCALION ...........ouuuiiiiiiiiieiiieeiiiiie e 46

Percentage of Colleges that have a Separate Marketing Administrative Entity
for Undergraduate Education, Broken Out by Public or Private Status of the

L0 ]| 1=T o PSPPSR 46
Percentage of Colleges that have a Separate Marketing Administrative Entity
for Undergraduate Education Broken Out by Level of Full Time Equivalent

ENrOIIMENT. .. e 46
Percentage of Colleges that have a Separate Marketing Administrative Entity
for Undergraduate Education?, Broken Out by Type of College........................ 46

Percentage of Colleges that have a Separate Marketing Administrative Entity
for Undergraduate Education, Broken Out by Percentage of Applicants to the

College Who Live Within 75 Miles of the Campus...........cccccccviiiiiii, 46
Percentage of Colleges that have a Separate Administrative Marketing Entity for
the Graduate School of ArtS & SCIENCES .....covviiiiiiiiiiiii e 47

Percentage of Colleges that have a Separate Administrative Marketing Entity for
the Graduate School of Arts & Sciences, Broken Out by Public or Private Status
Of the COllEQE.....ceeeeeee e 47
Percentage of Colleges that have a Separate Administrative Marketing Entity for
the Graduate School of Arts & Sciences, Broken Out by Level of Full Time
Equivalent ENrollment .........cooiiiiiiii e e 47
Percentage of Colleges that have a Separate Administrative Marketing Entity for
the Graduate School of Arts & Sciences, Broken Out by Type of College......... 47
Percentage of Colleges that have a Separate Administrative Marketing Entity for
the Graduate School of Arts & Sciences, Broken Out by Percentage of

Applicants to the College Who Live Within 75 Miles of the Campus................. 47
Percentage of the Colleges in the Sample that Have Law Schools with Separate
Administrative Marketing ENtitieS ........cccoooiiiiiiiieeeeee e 48

Percentage of the Colleges in the Sample that Have Law Schools with Separate
Administrative Marketing Entities, Broken Out by Public or Private Status of the
107011 1To [P 48
Percentage of the Colleges in the Sample that Have Law Schools with Separate
Administrative Marketing Entities, Broken Out by Level of Full Time Equivalent

ENFOIMENT. ... 48
Percentage of the Colleges in the Sample that Have Law Schools with Separate
Administrative Marketing Entities, Broken Out by Type of College.................... 48

Percentage of the Colleges in the Sample that Have Law Schools with Separate
Administrative Marketing Entities, Broken Out by Percentage of Applicants to

the College Who Live Within 75 Miles of the Campus ...........cccevvvvviiiiiiieeeeeinnnns 48
Percentage of the Colleges in the Sample that Have Medical Schools with
Separate Administrative Marketing EntitieS ..o, 49

Percentage of the Colleges in the Sample that Have Medical Schools with
Separate Administrative Marketing Entities, Broken Out by Public or Private
Status Of the COllRGE......ooe i 49
Percentage of the Colleges in the Sample that Have Medical Schools with
Separate Administrative Marketing Entities, Broken Out by Level of Full Time
Equivalent ENrollment .........cooiiiiiiii e e 49
Percentage of the Colleges in the Sample that Have Medical Schools with
Separate Administrative Marketing Entities, Broken Out by Type of College....49
Percentage of the Colleges in the Sample that Have Medical Schools with
Separate Administrative Marketing Entities, Broken Out by Percentage of
Applicants to the College Who Live Within 75 Miles of the Campus................. 49



The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

1.36.

1.37.

1.38.

1.39.

1.40.

1.41.

1.42.

1.43.

1.44.

1.45.

1.46.

1.47.

1.48.

1.49.

1.50.

1.51.

1.52.

1.53.

1.54.

Percentage of the Colleges in the Sample that Have Adult Education
Departments with Separate Administrative Marketing Entities............cccccccee.... 50
Percentage of the Colleges in the Sample that Have Adult Education
Departments with Separate Administrative Marketing Entities, Broken Out by
Public or Private Status of the College ...........oovvviiiiiiiiiiie e, 50
Percentage of the Colleges in the Sample that Have Adult Education
Departments with Separate Administrative Marketing Entities, Broken Out by
Level of Full Time Equivalent ENrollment ................eeevveimimieimmerieiiiieiieeeeeeeeeeeees 50
Percentage of the Colleges in the Sample that Have Adult Education
Departments with Separate Administrative Marketing Entities, Broken Out by
TYPE OF COllBOE ...ttt e e e et e e e e e eeeeees 50
Percentage of the Colleges in the Sample that Have Adult Education
Departments with Separate Administrative Marketing Entities, Broken Out by
Percentage of Applicants to the College Who Live Within 75 Miles of the

L= 011 0] U L= T RSO PT TP TSUPP 50
Percentage of the Colleges in the Sample that Have Distance Learning
Programs with Separate Administrative Marketing Entities ............cccccccvveeen.n. 51

Percentage of the Colleges in the Sample that Have Distance Learning
Programs with Separate Administrative Marketing Entities, Broken Out by Public
or Private Status of the COllege........ccooeiiiiiiiiiii e 51
Percentage of the Colleges in the Sample that Have Distance Learning
Programs with Separate Administrative Marketing Entities, Broken Out by Level
of Full Time Equivalent ENrollMent..............oovvvviiiiiiiiiiiiiieeeeeeeeeeeeeeeeeeeee, 51
Percentage of the Colleges in the Sample that Have Distance Learning
Programs with Separate Administrative Marketing Entities, Broken Out by Type
(0] @01 1= o TSRS 51
Percentage of the Colleges in the Sample that Have Distance Learning
Programs with Separate Administrative Marketing Entities, Broken Out by
Percentage of Applicants to the College Who Live Within 75 Miles of the

L= 011 0] 0 L= TSP P PP TSUPP 51
Percentage of Colleges with other Separate Administrative Marketing Entities
for Departments or Schools not Previously Cited .........ccccccvveeiieeeei, 52

Percentage of Colleges with other Separate Administrative Marketing Entities
for Departments or Schools not Previously Cited, Broken Out by Public or
Private Status of the College..........oouuiiiiiiiiii e 52
Percentage of Colleges with other Separate Administrative Marketing Entities
for Departments or Schools not Previously Cited, Broken Out by Level of Full
Time Equivalent ENrolIMeNnt .........coooviiiiiiiiis e eeeees 52
Percentage of Colleges with other Separate Administrative Marketing Entities
for Departments or Schools not Previously Cited, Broken Out by Type of

L0701 ]1To [P 52
Percentage of Colleges with other Separate Administrative Marketing Entities
for Departments or Schools not Previously Cited, Broken Out by Percentage of

Applicants to the College Who Live Within 75 Miles of the Campus................. 52
Percentage of Sample Participants that Primarily Handle the College’s
Undergraduate Marketing Efforts ... 53

Percentage of Sample Participants that Primarily Handle the College’s
Undergraduate Marketing Efforts, Broken Out by Public or Private Status of the
L0701 ]1To [P 53
Percentage of Sample Participants that Primarily Handle the College’s
Undergraduate Marketing Efforts, Broken Out by Level of Full Time Equivalent

ENFOIMENT. ... 53
Percentage of Sample Participants that Primarily Handle the College’s
Undergraduate Marketing Efforts, Broken Out by Type of College.................... 53



The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

1.55.

1.56.

1.57.

1.58.

1.59.

1.60.

1.61.

1.62.

1.63.

1.64.

1.65.

1.66.

1.67.

1.68.

1.69.

1.70.

1.71.

1.72.

1.73.

1.74.

1.75.

1.76.

1.77.

Percentage of Sample Participants that Primarily Handle the College’s
Undergraduate Marketing Efforts, Broken Out by Percentage of Applicants to
the College Who Live Within 75 Miles of the Campus ...........coevvvvviiiiiiieeeeinnnns 53
Percentage of Sample Participants that Handle Marketing for Graduate Schools
54
Percentage of Sample Participants that Handle Marketing for Graduate Schools,
Broken Out by Public or Private Status of the College ...........cccccvvvvevvrevreennnnnnn. 54
Percentage of Sample Participants that Handle Marketing for Graduate Schools,
Broken Out by Level of Full Time Equivalent Enrollment............cccccvvvvevivennn... 54
Percentage of Sample Participants that Handle Marketing for Graduate Schools,
Broken Out by Type Of COllEge .......covviveiiiiiiiiiieeeei e 54
Percentage of Sample Participants that Handle Marketing for Graduate Schools,
Broken Out by Percentage of Applicants to the College Who Live Within 75

Miles Of the CamPUS .......uuuiiiiiiie e e e e eraeanas 54
Percentage of Sample Participants that Handle Marketing for Adult or
Continuing Education Programs..............ceeveiiiiiiiiiiiiieiiieeeeeeeee e 55

Percentage of Sample Participants that Handle Marketing for Adult or
Continuing Education Programs, Broken Out by Public or Private Status of the
10701 ]1To [P 55
Percentage of Sample Participants that Handle Marketing for Adult or
Continuing Education Programs, Broken Out by Level of Full Time Equivalent

ENFOIMENT. ... 55
Percentage of Sample Participants that Handle Marketing for Adult or
Continuing Education Programs, Broken Out by Type of College .................... 55

Percentage of Sample Participants that Handle Marketing for Adult or
Continuing Education Programs, Broken Out by Percentage of Applicants to the

College Who Live Within 75 Miles of the Campus..........cccceevvveiiiiiiiiiiiicinieeeee, 55
Percentage of Sample Participants that Handle Marketing for the College’s
Distance Learning PrOgram ......c.ooeevuiuiiiinieeeeieeeeiiiee e e e e e eeeesaean e e e e eeassennnnnns 56

Percentage of Sample Participants that Handle Marketing for the College’s
Distance Learning Program, Broken Out by Public or Private Status of the

L0 ]| 1= =PRSS 56
Percentage of Sample Participants that Handle Marketing for the College’s
Distance Learning Program, Broken Out by Level of Full Time Equivalent

ENrOIIMENT. .. e 56
Percentage of Sample Participants that Handle Marketing for the College’s
Distance Learning Program, Broken Out by Type of College ..........ccccvvvveeeereen. 56

Percentage of Sample Participants that Handle Marketing for the College’s
Distance Learning Program, Broken Out by Percentage of Applicants to the

College Who Live Within 75 Miles of the Campus..........cccceeevveiiiiiiiiiiiiiiniee e, 56
Percent of Sample Participants that Handle Marketing for the College Law
SCNOO0. ettt e e e e e e e e e e et e e et e e e e e e e e e e e e e e e e 57
Percentage of Sample Participants that Handle Marketing for the College
MediCal SCNOOI ......coiiiiiii e 57
Percentage of Sample Participants that Handle Marketing for the College
Medical School, Broken Out by Public or Private Status of the College............ 57
Percentage of Sample Participants that Handle Marketing for the College
Medical School, Broken Out by Level of Full Time Equivalent Enrollment........ 57
Percentage of Sample Participants that Handle Marketing for the College
Medical School, Broken Out by Type of College ...........ccvvviveiiiiiiiiiiiiieeiieeeenen, 57

Percentage of Sample Participants that Handle Marketing for the College
Medical School, Broken Out by Percentage of Applicants to the College Who

Live Within 75 Miles of the Campus ........cccooiiiiiiiiiiiieeee e 58
Percentage of Sample Participants that Handle the Marketing Effort for All
Departments and Schools of the College ...........ouuviiiiiiiiiiiiici, 58



The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

1.78. Percentage of Sample Participants that Handle the Marketing Effort for All
Departments and Schools of the College, Broken Out by Public or Private
Status Of the COllEGE......cco e 58
1.79. Percentage of Sample Participants that Handle the Marketing Effort for All
Departments and Schools of the College, Broken Out by Level of Full Time
Equivalent ENrollment .........cooiiiiiii e 58
1.80. Percentage of Sample Participants that Handle the Marketing Effort for All
Departments and Schools of the College, Broken Out by Type of College....... 58
1.81. Percentage of Sample Participants that Handle the Marketing Effort for All
Departments and Schools of the College, Broken Out by Percentage of
Applicants to the College Who Live Within 75 Miles of the Campus................. 59
1.82. Percentage of Sample Participants that Handle Marketing for College
Departments not Previously Specified...........ccccooiiiiiiiiiiiiiiiiiiieeeeeeeeeeeeee 59
1.83. Percentage of Sample Participants that Handle Marketing for College
Departments not Previously Specified, Broken Out by Public or Private Status of
L4 @] 1= o T USSR 59
1.84. Percentage of Sample Participants that Handle Marketing for College
Departments not Previously Specified, Broken Out by Level of Full Time
Equivalent ENrollmMent ..........oiiii it 59
1.85. Percentage of Sample Participants that Handle Marketing for College
Departments not Previously Specified, Broken Out by Type of College ........... 59
1.86. Percentage of Sample Participants that Handle Marketing for College
Departments not Previously Specified, Broken Out by Percentage of Applicants
to the College Who Live Within 75 Miles of the Campus ..........cccceeeeeeeeeeennnnnn. 60
CHAPTER TWO: THE COLLEGE MARKETING BUDGET 61
2.1. Percentage of Colleges in the Sample that Have a Distinct Budget for Marketing
........................................................................................................................ 61
2.2.  Percentage of Colleges in the Sample that Have a Distinct Marketing Budget,
Broken Out by Public or Private Status of the College ...........ccccvvvvevieeiieennnnnnn. 61
2.3. Percentage of Colleges in the Sample that Have a Distinct Marketing Budget,
Broken Out by Level of Full Time Equivalent Enrollment............cccccvvveevivennn.e. 61
2.4. Percentage of Colleges in the Sample that Have a Distinct Marketing Budget,
Broken Out by Type Of COllEgE .......covviveiiiii e 61
2.5. Percentage of Colleges in the Sample that Have a Distinct Marketing Budget ,
Broken Out by Percentage of Applicants to the College Who Live Within 75
Miles Of the CamPUS ........coooiii i e e e e e ee e e 61
2.6. Mean, Median, Minimum and Maximum College Marketing Budget (In $)......... 62
2.7. Mean, Median, Minimum and Maximum College Marketing Budget (In $),
Broken Out by Public or Private Status of the College ...........ccccoovveiiiviiiiiinnnnnn. 62
2.8. Mean, Median, Minimum and Maximum College Marketing Budget (In $),
Broken Out by Level of Full Time Equivalent Enroliment................coeovvvvvvinnnnnn. 62
2.9. Mean, Median, Minimum and Maximum College Marketing Budget (In $),
Broken Out by Type Of COllEge .......covviveiiiiii e 62
2.10. Mean, Median, Minimum and Maximum College Marketing Budget (In $),
Broken Out by Percentage of Applicants to the College Who Live Within 75
Miles Of the CamPUS .........ooooiiiii e e e ee e e 63
CHAPTER THREE: TRADITIONAL MARKETING MEDIUMS USED BY COLLEGES 64
3.1. Percentage of Colleges in the Sample that Use Direct Mail to Promote the
1070} 11T [P 64
3.2.  Percentage of Colleges in the Sample that Use Direct Mail to
Promote the College, Broken Out by Public or Private Status of the College ...64
3.3.  Percentage of Colleges in the Sample that Use Direct Mail to Promote
the College, Broken Out by Level of Full Time Equivalent Enrollment.............. 64
3.4. Percentage of Colleges in the Sample that Use Direct Mail to Promote the
College, Broken Out by Type of College .......ccovviiiiiiiiiiiiiiiieeeee e 64



The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

3.5.

3.6.

3.7.

3.8.

3.9.

3.10.

3.11.

3.12.

3.13.

3.14.

3.15.

3.16.

3.17.

3.18.

3.19.

3.20.

3.21.

3.22.

3.28.

3.24.

3.25.

3.26.

3.27.

3.28.

3.29.

Percentage of Colleges in the Sample that Use Direct Mail to Promote the
College, Broken Out by Percentage of Applicants to the College Who Live

Within 75 Miles of the CampPUS........couvuiiiiiiie e 64
Percentage of Colleges in the Sample that Use Telephone Solicitation to Market
TNE COllEOE. ...t e aaaaaae 65
Percentage of Colleges in the Sample that Use Telephone Solicitation to Market
the College, Broken Out by Public or Private Status of the College.................. 65
Percentage of Colleges in the Sample that Use Telephone Solicitation to Market
the College, Broken Out by Level of Full Time Equivalent Enrollment.............. 65
Percentage of Colleges in the Sample that Use Telephone Solicitation to Market
the College, Broken Out by Type of College ........ooovvviiiiiiiiiiiiiiiiiiieiii e 65

Percentage of Colleges in the Sample that Use Telephone Solicitation to Market
the College, Broken Out by Percentage of Applicants to the College Who Live

Within 75 Miles of the CampPuUS........couvuiiiiiiieie e 65
Percentage of Colleges in the Sample that Use Newspaper Advertising to
Market the College.........ooo oo e ee e 66

Percentage of Colleges in the Sample that Use Newspaper Advertising to
Market the College, Broken Out by Public or Private Status of the College...... 66
Percentage of Colleges in the Sample that Use Newspaper Advertising to
Market the College, Broken Out by Level of Full Time Equivalent Enrollment ..66
Percentage of Colleges in the Sample that Use Newspaper Advertising to
Market the College, Broken Out by Type of College.........cccuvvvvieiireiiiieiireennnnnn. 66
Percentage of Colleges in the Sample that Use Newspaper Advertising to
Market the College, Broken Out by Percentage of Applicants to the College

Who Live Within 75 Miles of the Campus..........couvviiiiiiiiiiiieic e 66
Percentage of Colleges in the Sample that Use Magazine Advertising to Market
TNE COllEOE. ... e e e e e aaaae 67
Percentage of Colleges in the Sample that Use Magazine Advertising to Market
the College, Broken Out by Public or Private Status of the College.................. 67
Percentage of Colleges in the Sample that Use Magazine Advertising to Market
the College, Broken Out by Level of Full Time Equivalent Enrollment.............. 67
Percentage of Colleges in the Sample that Use Magazine Advertising to Market
the College, Broken Out by Type of College ........cooevvviiiiiiiiiiiiiiiiiiiii e 67

Percentage of Colleges in the Sample that Use Magazine Advertising to Market
the College, Broken Out by Percentage of Applicants to the College Who Live

Within 75 Miles of the CampPuUS........couvuiiiiiiieie e 67
Percentage of Colleges in the Sample that Use Television Advertising to Market
TNE COllEOE. ...t et e e e e aaaae 68
Percentage of Colleges in the Sample that Use Television Advertising to Market
the College, Broken Out by Public or Private Status of the College.................. 68
Percentage of Colleges in the Sample that Use Television Advertising to Market
the College, Broken Out by Level of Full Time Equivalent Enrollment.............. 68
Percentage of Colleges in the Sample that Use Television Advertising to Market
the College, Broken Out by Type of College ........coovvvvveiiiiiiiiiiiiiiie, 68

Percentage of Colleges in the Sample that Use Television Advertising to Market
the College, Broken Out by Percentage of Applicants to the College Who Live

Within 75 Miles Of the CampPuUS........couuuiiiiiiiieie e 68
Percentage of Colleges in the Sample that Use Billboard Advertising to Market
TNE COllEOE. ... aaaaaae 69
Percentage of Colleges in the Sample that Use Billboard Advertising to Market
the College, Broken Out by Public or Private Status of the College.................. 69
Percentage of Colleges in the Sample that Use Billboard Advertising to Market
the College, Broken Out by Level of Full Time Equivalent Enroliment.............. 69
Percentage of Colleges in the Sample that Use Billboard Advertising to Market
the College, Broken Out by Type of College ........coovvvviiiiiiiiiiiiiiiiiiiiieeeeeeeeees 69



The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

3.30.

3.31.

3.32.

3.33.

3.34.

3.35.

Percentage of Colleges in the Sample that Use Billboard Advertising to Market
the College, Broken Out by Percentage of Applicants to the College Who Live

Within 75 Miles of the CampPUS.........ouuuiiiiiiiie e 69
Percentage of Colleges in the Sample that Use Radio Advertising to Market the
L0701 ]1To [P 70
Percentage of Colleges in the Sample that Use Radio Advertising to Market the
College, Broken Out by Public or Private Status of the College....................... 70
Percentage of Colleges in the Sample that Use Radio Advertising to Market the
College, Broken Out by Level of Full Time Equivalent Enrollment.................... 70
Percentage of Colleges in the Sample that Use Radio Advertising to Market the
College, Broken Out by Type of College ........coovviieiiiiiiiiiiiie e 70

Percentage of Colleges in the Sample that Use Radio Advertising to Market the
College, Broken Out by Percentage of Applicants to the College Who Live

Within 75 Miles of the CampPUS........couvuiiiiiiiieiieee e 70
CHAPTER FOUR: USE OF EMERGING ELECTRONIC & INTERNET MARKETING MEDIUMS
BY COLLEGES 71
4.1. Percentage of Colleges in the Sample that Use Opt-In Email to Market the

10701 ]1To [P 71
4.2.  Percentage of Colleges in the Sample that Use Opt-In Email to Market the

College, Broken Out by Public or Private Status of the College.............c.......... 71
4.3. Percentage of Colleges in the Sample that Use Opt-In Email to Market the

College, Broken Out by Level of Full Time Equivalent Enrollment.................... 71
4.4. Percentage of Colleges in the Sample that Use Opt-In Email to Market the

College, Broken Out by Type of College ......covvvvveiviiiiiiiiiiiiee, 71
4.5. Percentage of Colleges in the Sample that Use Opt-In Email to Market the

College, Broken Out by Percentage of Applicants to the College Who Live

Within 75 Miles of the CampPUS........couvuiiiiiiiieie e 71
4.6. Percentage of Colleges in the Sample that Use Website Sponsorships, Banner

Ads or other Web Ads to Market the College .........ccccvvviviiiiiiiiiiiiiiiiiiieeeieeeeee, 72
4.7. Percentage of Colleges in the Sample that Use Website Sponsorships, Banner

Ads or other Web Ads to Market the College, Broken Out by Public or Private

Status Of the COlRGE......coe e 72
4.8. Percentage of Colleges in the Sample that Use Website Sponsorships, Banner

Ads or other Web Ads to Market the College, Broken Out by Level of Full Time

Equivalent ENrollment .........cooiiiiiiii e ee e 72
4.9. Percentage of Colleges in the Sample that Use Website Sponsorships, Banner

Ads or other Web Ads to Market the College, Broken Out by Type of College .72
4.10. Percentage of Colleges in the Sample that Use Website Sponsorships, Banner

Ads or other Web Ads to Market the College, Broken Out by Percentage of

Applicants to the College Who Live Within 75 Miles of the Campus................. 72
4.11. Percentage of Colleges in the Sample that Make Payments to Search Engines

for Higher Search Result Placement as a Way to Market the College............... 73
4.12. Percentage of Colleges in the Sample that Make Payments to Search Engines

for Higher Search Result Placement as a Way to Market the College, Broken

Out by Public or Private Status of the College.........ccccccvvvviiieeiiiiiii, 73
4.13. Percentage of Colleges in the Sample that Make Payments to Search Engines

for Higher Search Result Placement as a Way to Market the College, Broken

Out by Level of Full Time Equivalent Enrollment............ccccovvviiiiiiiiiiiiiiinineeeen, 73
4.14. Percentage of Colleges in the Sample that Make Payments to Search Engines

for Higher Search Result Placement as a Way to Market the College, Broken

Out by Type Of COllEQE .. .o 73
4.15. Percentage of Colleges in the Sample that Make Payments to Search Engines

for Higher Search Result Placement as a Way to Market the College, Broken
Out by Percentage of Applicants to the College Who Live Within 75 Miles of the
LOF= 10 0] 01U L TP 73



The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

4.16.

4.17.

4.18.

4.19.

4.20.

4.21.

4.22.

4.23.

4.24.

4.25.

4.26.

4.27.

4.28.

4.29.

4.30.

4.31.

4.32.

4.33.

4.34.

4.35.

Percentage of Colleges in the Sample that Use Website Search Engine
Optimization Strategies Other than Direct Payments to Search Engine Providers
as a Way to Market the College .......ooooevviieiiiiii e 74
Percentage of Colleges in the Sample that Use Website Search Engine
Optimization Strategies Other than Direct Payments to Search Engine Providers
as a Way to Market the College, Broken Out by Public or Private Status of the

L0 ]| 1=T o =PSRRI 74
Percentage of Colleges in the Sample that Use Website Search Engine
Optimization Strategies Other than Direct Payments to Search Engine Providers
as a Way to Market the College, Broken Out by Level of Full Time Equivalent
ENrOIIMENT. .. e e 74
Percentage of Colleges in the Sample that Use Website Search Engine
Optimization Strategies Other than Direct Payments to Search Engine Providers
as a Way to Market the College, Broken Out by Type of College...................... 74
Percentage of Colleges in the Sample that Use Website Search Engine
Optimization Strategies Other than Direct Payments to Search Engine Providers
as a Way to Market the College, Broken Out by Percentage of Applicants to the

College Who Live Within 75 Miles of the Campus..........cccceevvveiiiiiiiiiiiiiiineeeee, 75
Percentage of Colleges in the Sample that Use Podcasts as a Way to Market
TNE COllEOE. ...t aaaaaan 75
Percentage of Colleges in the Sample that Use Podcasts as a Way to Market
the College, Broken Out by Public or Private Status of the College.................. 75
Percentage of Colleges in the Sample that Use Podcasts as a Way to Market
the College, Broken Out by Level of Full Time Equivalent Enrollment.............. 75
Percentage of Colleges in the Sample that Use Podcasts as a Way to Market
the College, Broken Out by Type of College ........ovvvevviiiiiiiiiiiiiiiiiee, 75

Percentage of Colleges in the Sample that Use Podcasts as a Way to Market
the College, Broken Out by Percentage of Applicants to the College Who Live

Within 75 Miles of the CampPUS........couvuiiiiiiiieice e 76
Percentage of Colleges in the Sample that Maintain a Blog for Purposes of
StUAENt RECTUIIMENT ....ooiiiiiiiiiiiiie et 76

Percentage of Colleges in the Sample that Maintain a Blog for Purposes of
Student Recruitment, Broken Out by Public or Private Status of the College ...76
Percentage of Colleges in the Sample that Maintain a Blog for Purposes of
Student Recruitment, Broken Out by Level of Full Time Equivalent Enrollment76
Percentage of Colleges in the Sample that Maintain a Blog for Purposes of
Student Recruitment, Broken Out by Type of College ...........cccoeeeeeeeeeiiinnnnnenn. 76
Percentage of Colleges in the Sample that Maintain a Blog for Purposes of
Student Recruitment, Broken Out by Percentage of Applicants to the College

Who Live Within 75 Miles of the Campus..........couvviiiiiiiiiiiici e 77
Percentage of Colleges in the Sample that Make Recruitment Visits to High
School GUIdanCe COUNSEIONS........uuiiiiiiiiiiiieiiieee e 77

Percentage of Colleges in the Sample that Make Recruitment Visits to High
School Guidance Counselors, Broken Out by Public or Private Status of the
L0 ]| 1= =PRSS 77
Percentage of Colleges in the Sample that Make Recruitment Visits to High
School Guidance Counselors, Broken Out by Level of Full Time Equivalent

ENFOIMENT. ... 77
Percentage of Colleges in the Sample that Make Recruitment Visits to High
School Guidance Counselors, Broken Out by Type of College........................ 77

Percentage of Colleges in the Sample that Make Recruitment Visits to High
School Guidance Counselors, Broken Out by Percentage of Applicants to the
College Who Live Within 75 Miles of the Campus..........cccccccvvviiiiiii . 78

5. CHAPTER FIVE: TRENDS IN PUBLISHING THE COLLEGE VIEWBOOK 79



The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

5.1.

5.2.

5.3.

5.4.

5.5.

5.6.

5.7.

5.8.

5.9.

5.10.

5.11.
5.12.

5.13.

5.14.

5.15.

5.16.

5.17.

5.18.

5.19.

5.20.

5.21.

5.22.

Does The College Publish A Viewbook That Describes The College To
Prospective APPlICANTS?......coie i 79
Does The College Publish A Viewbook That Describes The College To
Prospective Applicants?, Broken Out By Public Or Private Status Of The

10701 11T [P 79
Does The College Publish A Viewbook That Describes The College To
Prospective Applicants?, Broken Out By Level of Full Time Equivalent

ENFOIMENT. ... 79
Does The College Publish A Viewbook That Describes The College To
Prospective Applicants?, Broken Out By Type Of College .......ccccooeevvvvvvvvinnnnnn. 79

Does The College Publish A Viewbook That Describes The College To
Prospective Applicants?, Broken Out By Percentage Of Applicants To The

College Who Live Within 75 Miles Of The Campus.........cccccccvvivviiiiiiiiieeeeeenn, 79
Mean, Median, Minimum and Maximum Number of Copies of the Viewbook
Distributed iN the Past YA .........uu i 80

Mean, Median, Minimum and Maximum Number of Copies of the Viewbook
Distributed in the Past Year, Broken Out by Public or Private Status of the
10701 11T o [P 80
Mean, Median, Minimum and Maximum Number of Copies of the Viewbook
Distributed in the Past Year, Broken Out by Level of Full Time Equivalent

[ a1 o] |13 0= o ) S RSP PSRT 80
Mean, Median, Minimum and Maximum Mean, Median, Minimum and Maximum
Number of Copies of the Viewbook Distributed in the Past Year, Broken Out by
TYPE OFf COllBGE. .. ittt e e e e e e e e e e e e e e e e e e e e aaeeeaees 80
Mean, Median, Minimum and Maximum Mean, Median, Minimum and Maximum
Number of Copies of the Viewbook Distributed in the Past Year, Broken Out by
Percentage of Applicants to the College Who Live Within 75 Miles of the

1021 011 01U L= TSP PPPTT TP 81
How the Colleges in the Sample Print the ViewbooK............ccccoevviiiiiiiiiiiiinnnnnn. 81
How the Colleges in the Sample Print the Viewbook, Broken Out by Public or
Private Status of the College.........cooooiiiii e 81
How the Colleges in the Sample Print the Viewbook, Broken Out by Level of Full
Time Equivalent ENrolIMent .........coooiiiiiiiiiiii e 81
How the Colleges in the Sample Print the Viewbook, Broken Out by Type of

10701 ]1To [P 82
How the Colleges in the Sample Print the Viewbook, Broken Out by Percentage
of Applicants to the College Who Live Within 75 Miles of the Campus............. 82
Mean, Median, Minimum and Maximum Approximate Printing Cost Per
VieWboOoK Printed (IN $) ..oc.veeeieeeiiieiiie e 82

Mean, Median, Minimum And Maximum Approximate Printing Cost Per

Viewbook Printed (In $), Broken Out By Public Or Private Status Of The College
82

Mean, Median, Minimum And Maximum Approximate Printing Cost Per

Viewbook Printed (In $), Broken Out By Level Of Full Time Equivalent

ENFOIMENT. ... e 83
Mean, Median, Minimum And Maximum Approximate Printing Cost Per
Viewbook Printed (In $), Broken Out By Type Of College ..........ccccccevviiviiennen. 83

Mean, Median, Minimum And Maximum Approximate Printing Cost Per
Viewbook Printed (In $), Broken Out By Percentage Of Applicants To The

College Who Live Within 75 Miles Of The Campus..........ccccccvvivvieiiieiiieeneeenn, 83
Does The College Also Have A PDF Or Other Downloadable Electronic Version
OF The VIEWDOOK? ....eeeiiieiiiitiiee ettt e e 83

Does The College Also Have A PDF Or Other Downloadable Electronic Version
Of The Viewbook?, Broken Out by Public or Private Status of the College....... 84

10



The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

5.23. Does The College Also Have A PDF Or Other Downloadable Electronic Version
Of The Viewbook?, Broken Out By Level Of Full Time Equivalent Enrollment..84
5.24. Does The College Also Have A PDF Or Other Downloadable Electronic Version
Of The Viewbook?, Broken Out By Type Of College .......ccccoeveeeviiiiiiiiiiiiiennnnnn, 84
5.25. Does The College Also Have A PDF Or Other Downloadable Electronic Version
Of The Viewbook?, Broken Out By Percentage Of Applicants To The College
Who Live Within 75 Miles Of The CampuS.............uuurriiriiiiiiiiiiiieeeeieeeeeeeeeeeeeees 84
5.26. Does The College Have A Version Of The Viewbook Posted On Its Website?.84
5.27. Does The College Have A Version Of The Viewbook Posted On Its Website?,
Broken Out By Public Or Private Status Of The College ........ccccovvvviiviieviiinnnnnn. 85
5.28. Does The College Have A Version Of The Viewbook Posted On Its Website?,
Broken Out By Level Of Full Time Equivalent Enrollment................cccevvvvinnnn. 85
5.29. Does The College Have A Version Of The Viewbook Posted On Its Website?,
Broken Out By Type Of College ......cuuvuuiiiiiiiiiiiiiieiee e 85
5.30. Does The College Have A Version Of The Viewbook Posted On Its Website?,
Broken Out By Percentage Of Applicants To The College Who Live Within 75
Miles Of The CamPUS ......cooeiiiiiii it eeeeeeeeeeees 85
5.31. Does the College Have a DVD Version of the Viewbook?.............ccc..cceeeeeiens 85
5.32. Does the College Have a DVD Version of the Viewbook?, Broken Out by Public
or Private Status of the COllege.........cooeiiiiiiiiiii e 86
5.33. Does the College Have a DVD Version of the Viewbook?, Broken Out by Level
of Full Time Equivalent ENrollmMent..............oovvvviiiiiiiiiiiiieeeeeeeeeeeeeee e, 86
5.34. Does the College Have a DVD Version of the Viewbook?, Broken Out by Type
(0] @01 1= o TSRS 86
5.35. Does the College Have a DVD Version of the Viewbook?, Broken Out by
Percentage of Applicants to the College Who Live Within 75 Miles of the
LOF= 10 0] 01U LS TP 86
5.36. Does The College Have A Podcast Version Of The Viewbook?............cc........ 86
5.37. Does the College have a Palm Pilot Version of the Viewbook?........................ 86
5.38. Trend in the Number of Viewbooks Printed............cccooouiiiiiiiiiiiiiiiiice 87
5.39. Trend in the Number of Viewbooks Printed, Broken Out by Public or Private
Status Of the CollEgE.....uuiiiiiieiieeeiiee e 87
5.40. Trend in the Number of Viewbooks Printed, Broken Out by Level of Full Time
Equivalent ENrollmMent ..........ooiii it 87
5.41. Trend in the Number of Viewbooks Printed, Broken Out by Type of College....87
5.42. Trend in the Number of Viewbooks Printed, Broken Out by Percentage of
Applicants to the College Who Live Within 75 Miles of the Campus................. 88
5.43. Mean, Median, Minimum and Maximum Number of PDF Viewbooks
Downloaded in the Past YEaI..........ccuiiiiiiiiiiiieee et 88
5.44. Mean, Median, Minimum and Maximum Number of DVD Viewbooks Distributed
in the Past Year, No Breakout levels title ..o 88
5.45. Mean, Median, Minimum and Maximum Number of DVD Viewbooks Distributed
in the Past Year, Broken Out by Public or Private Status of the College .......... 88
CHAPTER SIX: TRENDS IN COLLEGE DIRECT MAIL MARKETING EFFORTS 89
6.1. Mean, Median, Minimum and Maximum Number of Households to Which
Promotional Materials Were Sent in the Past Year...........ccccoocviieiiiiiiiiiiinnnnen. 89
6.2. Mean, Median, Minimum and Maximum Mean, Median, Minimum and Maximum
Number of Households to Which Promotional Materials Were Sent in the Past
Year, Broken Out by Public or Private Status of the College............................ 89
6.3. Mean, Median, Minimum and Maximum Mean, Median, Minimum and Maximum
Number of Households to Which Promotional Materials Were Sent in the Past
Year, Broken Out by Level of Full Time Equivalent Enrollment ....................... 89
6.4. Mean, Median, Minimum and Maximum Number of Households to Which

Promotional Materials Were Sent in the Past Year, Broken Out by Type of
L0701 ]1To [T 89



The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

6.5. Mean, Median, Minimum and Maximum Number of Households to Which
Promotional Materials Were Sent in the Past Year, Broken Out by Percentage
of Applicants to the College Who Live Within 75 Miles of the Campus............. 90
6.6.  Trend Over the Past Year in the Volume of Postal Mailings for Marketing the
L0701 ]1To [P 90
6.7. Trend Over the Past Year in the Volume of Postal Mailings for Marketing the
College, Broken Out by Public or Private Status of the College........................ 90
6.8.  Trend Over the Past Year in the Volume of Postal Mailings for Marketing the
College, Broken Out by Level of Full Time Equivalent Enrollment.................... 90
6.9. Trend Over the Past Year in the Volume of Postal Mailings for Marketing the
College, Broken Out by Type of College ........coovvieiiiiiiiiiiiiieeeecee e, 91
6.10. Trend Over the Past Year in the Volume of Postal Mailings for Marketing the
College, Broken Out by Percentage of Applicants to the College Who Live
Within 75 Miles of the CampPuUS........couuuiiiiiiieie e 91
6.11. Opinion Of The Role Of Postal Direct Mail In The College's Marketing Efforts .91
6.12. Opinion Of The Role Of Postal Direct Mail In The College's Marketing Efforts,
Broken Out By Public Or Private Status Of The College ........ccccccuvveeeviveiieennnnn. 91
6.13. Opinion Of The Role Of Postal Direct Mail In The College's Marketing Efforts,
Broken Out by Level of Full Time Equivalent Enroliment................coovvvvvvinnnnnn. 91
6.14. Opinion Of The Role Of Postal Direct Mail In The College's Marketing Efforts,
Broken Out by Type Of COllEge .......oovviveiiiiiiiiiieeeee e 92
6.15. Opinion Of The Role Of Postal Direct Mail In The College's Marketing Efforts,
Broken Out by Percentage of Applicants to the College Who Live Within 75
Miles Of the CamPUS ..........oooiiiii e e e e e e e e 92
6.16. Mean, Median, Minimum and Maximum Spending on Mailing Lists for the
College Direct Mail Promotional Recruitment Effort (in $).......ccccccovvvviieenneenn 92
6.17. Mean, Median, Minimum and Maximum Spending on Mailing Lists for the
College Direct Mail Promotional Recruitment Effort (in $), Broken Out by Public
or Private Status of the COllEge........ccoeeiiiiiiiiii e 92
6.18. Mean, Median, Minimum and Maximum Spending on Mailing Lists for the
College Direct Mail Promotional Recruitment Effort (in $), Broken Out by Level
of Full Time Equivalent ENrollmMent.............coovvviviiiiiiiiiieeeeeeeeeeeeeeeee e, 93
6.19. Mean, Median, Minimum and Maximum Spending on Mailing Lists for the
College Direct Mail Promotional Recruitment Effort (in $), Broken Out by Type of
L0701 11T [P 93
6.20. Mean, Median, Minimum and Maximum Spending on Mailing Lists for the
College Direct Mail Promotional Recruitment Effort (in $), Broken Out by
Percentage of Applicants to the College Who Live Within 75 Miles of the
L= 011 0] U - TSP 93
CHAPTER SEVEN: MARKETING THROUGH THE COLLEGE WEBSITE 94
7.1. Does The College Website Include A Virtual Tour Of The Campus?................ 94
7.2. Does The College Website Include A Virtual Tour Of The Campus?, Broken Out
By Public Or Private Status Of The College ..........ccoovviiiiiiiiiiiiiiiiieeeeeeeeiiinn, 94
7.3. Does The College Website Include A Virtual Tour Of The Campus?, Broken Out
By Level Of Full Time Equivalent ENrollment ............ccccccuvvveeiiiiiimiiierieeeieeeeeeen, 94
7.4. Does The College Website Include A Virtual Tour Of The Campus?, Broken Out
By TYpe Of College ... oo e e e e e e 94
7.5. Does The College Website Include A Virtual Tour Of The Campus?, Broken Out
By Percentage Of Applicants To The College Who Live Within 75 Miles Of The
LOF= 10 0] 011 LS TP 94
7.6. Percentage Of Colleges In The Sample That Allow Applications To Be Filed
Through The College WEDSITE...........uuiiiiiiiiiiiiiiiiiiieeeeeeeeeeeeeeee e 95
7.7. Percentage of Colleges in the Sample that Allow Applications to be Filed

Through the College Website, Broken Out by Public or Private Status of the
1070} ]1To [P 95



The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

7.8.

7.9.

7.10.

7.11.

7.12.

7.13.

7.14.

7.15.

7.16.

7.17.

7.18.

7.19.

7.20.

7.21.

7.22.

7.23.

7.24.

7.25.

7.26.

7.27.

Percentage of Colleges in the Sample that Allow Applications to be Filed
Through the College Website, Broken Out by Level of Full Time Equivalent

ENrOIIMENT. .. e 95
Percentage of Colleges in the Sample that Allow Applications to be Filed
Through the College Website, Broken Out by Type of College..............cceeeeene 95

Percentage of Colleges in the Sample that Allow Applications to be Filed
Through the College Website, Broken Out by Percentage of Applicants to the

College Who Live Within 75 Miles of the Campus..........ccccccccvviiiiiii . 95
Percentage of Colleges in the Sample that Answer Questions About the
Application Via EMail ..........coiiiiiiiiiiiiii e 96

Percentage of Colleges in the Sample that Answer Questions About the
Application Via Email, Broken Out by Public or Private Status of the College ..96
Percentage of Colleges in the Sample that Answer Questions About the
Application Via Email, Broken Out by Level of Full Time Equivalent Enroliment
96

Percentage of Colleges in the Sample that Answer Questions About the
Application Via Email, Broken Out by Type of College .........ccccvvvvvveviieiireennnnnnn. 96
Percentage of Colleges in the Sample that Answer Questions About the
Application Via Email, Broken Out by Percentage of Applicants to the College

Who Live Within 75 Miles of the Campus..........couuviiiiiiiiiiiiici e 96
Percentage of Colleges in the Sample that Offer Instant Messaging or
Interactive Chat to Potential Enrollees Visiting the College Web Site................ 97

Percentage of Colleges in the Sample that Offer Instant Messaging or
Interactive Chat to Potential Enrollees Visiting the College Website, Broken Out
by Public or Private Status of the College ........ccooovviiiiiiiiiiiiiee 97
Percentage of Colleges in the Sample that Offer Instant Messaging or
Interactive Chat to Potential Enrollees Visiting the College Website, Broken Out
by Level of Full Time Equivalent Enrollment.................coo oo 97
Percentage of Colleges in the Sample that Offer Instant Messaging or
Interactive Chat to Potential Enrollees Visiting the College Website, Broken Out
DY TYPE Of CORGE ... 97
Percentage of Colleges in the Sample that Offer Instant Messaging or
Interactive Chat to Potential Enrollees Visiting the College Website, Broken Out
by Percentage of Applicants to the College Who Live Within 75 Miles of the

LOF= 11 0] 011 LS TP 97
Percentage of Colleges in the Sample that Enable Applicants to Receive
Admission Decisions through the College Website ............ccccvviiiiiiiiiiiiiieennnnen. 98

Percentage of Colleges in the Sample that Enable Applicants to Receive
Admission Decisions through the College Website, Broken Out by Public or
Private Status of the College...........uuvviiiiiiiiiiec e 98
Percentage of Colleges in the Sample that Enable Applicants to Receive
Admission Decisions through the College Website, Broken Out by Level of Full
Time Equivalent ENrolIMeNnt .........ooooiiiiiiiiiie e 98
Percentage of Colleges in the Sample that Enable Applicants to Receive
Admission Decisions through the College Website, Broken Out by Type of

L0 ]| 1= =PRSS 98
Percentage of Colleges in the Sample that Enable Applicants to Receive
Admission Decisions through the Website, Broken Out by Percentage of

Applicants to the College Who Live Within 75 Miles of the Campus................. 98
Mean, Median, Minimum And Maximum Percentage Of The Total Applications
Received By The College That Come Through The College Website .............. 99

Mean, Median, Minimum And Maximum Percentage Of The Total Applications
Received By The College That Come Through The College Website, Broken
Out By Public Or Private Status Of The College.........cccccoveeevieiiiiii, 99

13



The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

7.28.

7.29.

7.30.

7.31.

7.32.

7.33.

7.34.

7.35.

Mean, Median, Minimum And Maximum Percentage Of The Total Applications
Received By The College That Come Through The College Website, Broken
Out By Level Of Full Time Equivalent Enrollment............ccccoevviiiiiiiiiiiiiiiineeeen, 99
Mean, Median, Minimum And Maximum Percentage Of The Total Applications
Received By The College That Come Through The College Website, Broken
OUt BY TYPE Of COlBGE ....vvveviiiiiiiiiieiiieeeeeeeee ettt a e e e e e e e e e e e e 99
Mean, Median, Minimum And Maximum Percentage Of The Total Applications
Received By The College That Come Through The College Website, Broken
Out By Percentage Of Applicants To The College Who Live Within 75 Miles Of
THE CAMPUS ..ottt e e e e e e e e e ea et s e e e e e eeeeeesara e aeaeaaaeees 100
Does The College Website Include 'Personalization’' Features That Enable
Visitors To The Website To Register Their Concerns And Preferences So That
The Website 'Recognizes' Them At Their Next Visit And Presents To Them
Website Features Geared To Their INTErestS? ........ccccceiiiiiiiniiiniiiiiiieeieeeeee 100
Does The College Website Include 'Personalization' Features That Enable
Visitors To The Website To Register Their Concerns And Preferences So That
The Website 'Recognizes' Them At Their Next Visit And Presents To Them
Website Features Geared To Their Interests?, Broken Out By Public Or Private
Status Of The COllEgE......cov v 100
Does The College Website Include 'Personalization’' Features That Enable
Visitors To The Website To Register Their Concerns And Preferences So That
The Website 'Recognizes' Them At Their Next Visit And Presents To Them
Website Features Geared To Their Interests?, Broken Out By Level Of Full
Time Equivalent ENrolMENT ............uuueiiiiiiiiiiiiieieiiiieeeeeeeeee e e e e e e e e e aaaaeaeaens 100
Does The College Website Include 'Personalization’' Features That Enable
Visitors To The Website To Register Their Concerns And Preferences So That
The Website 'Recognizes' Them At Their Next Visit And Presents To Them
Website Features Geared To Their Interests?, Broken Out By Type Of College
101
Does The College Website Include 'Personalization' Features That Enable
Visitors To The Website To Register Their Concerns And Preferences So That
The Website 'Recognizes' Them At Their Next Visit And Presents To Them
Website Features Geared To Their Interests?, Broken Out By Percentage Of

Applicants To The College Who Live Within 75 Miles Of The Campus........... 101
CHAPTER EIGHT: BLOGS & COLLEGE MARKETING 102
8.1. Has The College Ever Systematically Studied What Was Being Said About It On

2] o0 £ P S PUSPPRPPRPRTTIN 102
8.2. Has The College Ever Systematically Studied What Was Being Said About It On

Blogs?, Broken Out By Public Or Private Status Of The College.................... 102
8.3. Has The College Ever Systematically Studied What Was Being Said About It On

Blogs?, Broken Out by Level of Full Time Equivalent Enroliment................... 102
8.4. Has The College Ever Systematically Studied What Was Being Said About It On

Blogs?, Broken Out By Type Of College .......ooovvviiiiiiiiiiiieieiiiiin e 102
8.5. Has The College Ever Systematically Studied What Was Being Said About It On

Blogs?, Broken Out By Percentage Of Applicants To The College Who Live

Within 75 Miles Of The CampPuS........ccoiiiiiieiieiaeeee e 102
8.6.  Within the Next Year Does the College Plan to Systematically Study What is

Being Said ADOUL it 0N BlOGS?.....cccvviiiiiiiieeeeeeeeeen e 103
8.7.  Within the Next Year Does the College Plan to Systematically Study What is

Being Said About it on Blogs?, Broken Out by Public or Private Status of the

L0 ]| 1=T o =R UURRRRR 103
8.8.  Within the Next Year Does the College Plan to Systematically Study What is

Being Said About it on Blogs?, Broken Out by Level of Full Time Equivalent
[ a1 o] |12 0= o) SR SUPPPPRTPRTN 103

14



The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

8.9.

8.10.

8.11.

8.12.

8.13.

8.14.

8.15.

8.16.

8.17.

8.18.

8.19.

8.20.

8.21.

8.22.

8.23.

8.24.

8.25.

Within the Next Year Does the College Plan to Systematically Study What is
Being Said About it on Blogs?, Broken Out by Type of College...................... 103
Within the Next Year Does the College Plan to Systematically Study What is
Being Said About it on Blogs?, Broken Out by Percentage of Applicants to the
College Who Live Within 75 Miles of the Campus........cccoovvveeiiiiiiiiiiiiieeeeee, 103
Does The College Publish Its Own Blog Aimed At Providing Information To
Applicants And Potential ApplicantS? ........ccooiciiiiiiiiiiiiiee e 104
Does The College Publish Its Own Blog Aimed At Providing Information To
Applicants And Potential Applicants?, Broken Out by Public or Private Status of
TNE COllEOE. ... e 104
Does The College Publish Its Own Blog Aimed At Providing Information To
Applicants And Potential Applicants?, Broken Out By Level Of Full Time
Equivalent ENrollment ...........oooiiiiiiii s 104
Does The College Publish Its Own Blog Aimed At Providing Information To
Applicants And Potential Applicants?, Broken Out By Type Of College.......... 104
Does The College Publish Its Own Blog Aimed At Providing Information To
Applicants And Potential Applicants?, Broken Out By Percentage Of Applicants
To The College Who Live Within 75 Miles Of The Campus...........cccceeeeeeeenn.. 104
To Your Knowledge Is Anyone On The College Enrollment, Marketing, Public
Relations Or Admissions Staff Assigned The Role Of Responding To
Comments About The College Or Otherwise Providing Information About The
(00]|[=To T= T o I =1 (0T o =T =37 105
To Your Knowledge Is Anyone On The College Enroliment, Marketing, Public
Relations Or Admissions Staff Assigned The Role Of Responding To
Comments About The College Or Otherwise Providing Information About The
College To Bloggers?, Broken Out By Public Or Private Status Of The College
105
To Your Knowledge Is Anyone On The College Enrollment, Marketing, Public
Relations Or Admissions Staff Assigned The Role Of Responding To
Comments About The College Or Otherwise Providing Information About The
College To Bloggers?, Broken Out By Level Of Full Time Equivalent Enrollment
105
To Your Knowledge Is Anyone On The College Enrollment, Marketing, Public
Relations Or Admissions Staff Assigned The Role Of Responding To
Comments About The College Or Otherwise Providing Information About The
College To Bloggers?, Broken Out By Type Of College ..........ccoevvvvviviiinnnnennn. 105
To Your Knowledge Is Anyone On The College Enrollment, Marketing, Public
Relations Or Admissions Staff Assigned The Role Of Responding To
Comments About The College Or Otherwise Providing Information About The
College To Bloggers?, Broken Out By Percentage Of Applicants To The College
Who Live Within 75 Miles Of The CampuS.........cccuuiiiiiiiiiiieiiiiiiie e 106
Mean, Median, Minimum and Maximum Staff Time in Hours Per Month Spent
ResSpoNding t0 BlOGQEIS. .. uuuuiiieiiieiiiiiiiisi ettt e e e et n e e e e e eeeeeanne 106
Mean, Median, Minimum and Maximum Staff Time in Hours Per Month Spent
Responding to Bloggers, Broken Out by Public or Private Status of the College
106
Mean, Median, Minimum and Maximum Staff Time in Hours Per Month Spent
Responding to Bloggers, Broken Out by Level of Full Time Equivalent
ENrolIMeNt. ... e 106
Mean, Median, Minimum and Maximum Staff Time in Hours Per Month Spent
Responding to Bloggers, Broken Out by Type of College.........cccc.cceeevvvveennnes 106
Mean, Median, Minimum and Maximum Staff Time in Hours Per Month Spent
Responding to Bloggers, Broken Out by Percentage of Applicants to the College
Who Live Within 75 Miles of the Campus..........cccccccuuiiiiiiiiiiiiieiiiiiieeeeeee. 107

9. CHAPER NINE: SPENDING ON WEB MARKETING 108

15



The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

9.1.

9.2.

9.3.

9.4.

9.5.

9.6.

9.7.

9.8.

9.9.

9.10.

9.11.

9.12.

9.13.

9.14.

9.15.

9.16.

9.17.

9.18.

9.19.

9.20.

9.21.

9.22.

9.23.

Mean, Median, Minimum and Maximum Spending for Web Banner Ads in the

PASt YEAT (IN $) ..eeveeieiiie ettt sttt e et e nneee s 108
Mean, Median, Minimum and Maximum Spending for Web Banner Ads in the
Past Year (in $), Broken Out by Public or Private Status of the College.......... 108

Mean, Median, Minimum and Maximum Spending for Web Banner Ads in the
Past Year (in $), Broken Out by Level of Full Time Equivalent Enroliment .....108
Mean, Median, Minimum and Maximum Spending for Web Banner Ads in the
Past Year(in $) , Broken Out by Type of College.........cccceeiiiiiiiiniiiiiiiieeene 108
Mean, Median, Minimum and Maximum Spending for Web Banner Ads in the
Past Year (in $), Broken Out by Percentage of Applicants to the College Who

Live Within 75 Miles of the CampuS .......ccoooeviiiiiiiiiieeeeeeeeee e 109
Mean, Median, Minimum and Maximum Spending on Website Sponsorships in
the Past YEAr (N $) ..ueeeeeie ittt 109

Mean, Median, Minimum and Maximum Spending on Website Sponsorships in
the Past Year (in $), Broken Out by Public or Private Status of the College ...109
Mean, Median, Minimum and Maximum Spending on Website Sponsorships in
the Past Year (in $), Broken Out by Level of Full Time Equivalent Enrollment109
Mean, Median, Minimum and Maximum Spending on Website Sponsorships in
the Past Year (in $), Broken Out by Type of College...........ooecviiiieiiiiiniinnnn. 110
Mean, Median, Minimum and Maximum Spending on Website Sponsorships in
the Past Year (in $), Broken Out by Percentage of Applicants to the College

Who Live Within 75 Miles of the Campus...........ccccccuuiiiiiiiiiiiiiiiiiiieeeeeeee. 110
Mean, Median, Minim Mean, Median, Minimum and Maximum Spending on
Search Engine Placement Enhancement (in $).........ccooceeeiiiieiniiiee i 110

Mean, Median, Minimum and Maximum Spending on Search Engine Placement
Enhancement (in $), Broken Out by Public or Private Status of the College...110
Mean, Median, Minimum and Maximum Spending on Search Engine Placement
Enhancement (in $), Broken Out by Level of Full Time Equivalent Enroliment
111
Mean, Median, Minimum and Maximum Spending on Search Engine Placement
Enhancement (in $), Broken Out by Type of College ..........ccccevviieeiiiinnenne. 111
Mean, Median, Minimum and Maximum Spending on Search Engine Placement
Enhancement (in $), Broken Out by Percentage of Applicants to the College

Who Live Within 75 Miles of the Campus..........ooeuviiiiiiiiiecee i 111
Mean, Median, Minimum and Maximum Spending on Opt-In Email Broadcasts
for Marketing PUrpoSes (iN $) ........oeviieiiiiiiiiiieae e 111

Mean, Median, Minimum and Maximum Spending on Opt-In Email Broadcasts
for Marketing Purposes (in $), Broken Out by Public or Private Status of the

L0 ] 1= =R UURRRRR 112
Mean, Median, Minimum and Maximum Spending on Opt-In Email Broadcasts
for Marketing Purposes (in $), Broken Out by Level of Full Time Equivalent

ENrolIMeNt. ... e 112
Mean, Median, Minimum and Maximum Spending on Opt-In Email Broadcasts
for Marketing Purposes (in $), Broken Out by Type of College....................... 112

Mean, Median, Minimum and Maximum Spending on Opt-In Email Broadcasts
for Marketing Purposes (in $), Broken Out by Percentage of Applicants to the

College Who Live Within 75 Miles of the Campus........cccoovvveiiiiiiiiiiiieiieeeeee, 112
Mean, Median, Minimum and Maximum Spending on Previously Unspecified
Forms of Online Marketing (in $) ......ccoooviiiiiiiiiii e 113

Mean, Median, Minimum and Maximum Spending on Previously Unspecified
Forms of Online Marketing (in $), Broken Out by Public or Private Status of the

L0 ] 1 1= TR RRRRR 113
Does the College Regularly Send Email Messages About New Programs to
ATUMNI? e e e e s e e e e e anb e s 113

16



The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

9.24.

9.25.

9.26.

9.27.

9.28.

9.29.

9.30.

9.31.

9.32.

9.38.

9.34.

9.35.

9.36.

9.37.

9.38.

9.39.

9.40.

9.41.

9.42.

9.43.

9.44.

9.45.

9.46.

Does The College Regularly Send Emails About New Programs To Alumni?,
Broken Out by Public or Private Status of the College ...........cccccvvvvvvviirnnnnee. 113
Does The College Regularly Send Emails About New Programs To Alumni?,
Broken Out By Level Of Full Time Equivalent Enrollment................ccceeevvennee 113
Does The College Regularly Send Emails About New Programs To Alumni?,
Broken Out By type of College .......ccoooiiiiiii e 113
Does The College Regularly Send Emails About New Programs To Alumni?,
Broken Out By Percentage Of Applicants To The College Who Live Within 75

Miles Of The CamPUS ......cooieiiiiiiieees et eeeeeeees 114
Does The College Use Any Of The Paid Advertising Services Offered By
€000 ] [T 114
Does The College Use Any Of The Paid Advertising Services Offered By
Google?, Broken Out By Public Or Private Status Of The College.................. 114
Does The College Use Any Of The Paid Advertising Services Offered By
Google?, Broken Out By Level Of Full Time Equivalent Enrollment ............... 114
Does The College Use Any Of The Paid Advertising Services Offered By
Google?, Broken Out by Type of College........coooeeiiiiiiiie 114

Does The College Use Any Of The Paid Advertising Services Offered By
Google, Broken Out By Percentage Of Applicants To The College Who Live

Within 75 Miles Of The CampPUS.........uuviiiiiiiiiiiiiicees e e e eeeeaeees 115
Does The College Use Any Of The Paid Advertising Services Offered By
YARNOO? .. 115
Does the College Use Any of the Paid Advertising Services Offered by Yahoo?,
Broken Out by Public or Private Status of the College ...........cccccvvvvivvrirnnnnnee. 115
Does the College Use Any of the Paid Advertising Services Offered by Yahoo?,
Broken Out by Level of Full Time Equivalent Enrollment..............cccccvvvvvvneneee. 115
Does the College Use Any of the Paid Advertising Services Offered by Yahoo?,
Broken Out by Type of College .......coooiiiiie e 115

Does The College Use Any Of The Paid Advertising Services Offered By
Yahoo?, Broken Out By Percentage Of Applicants To The College Who Live

Within 75 Miles Of The CampPuS........cooiiiiiiiiiiieiececccciieeeeeee e 116
Does The College Use Any Of The Paid Advertising Services Offered By
AMENICA ONIINE? ... e e e e e et r e e e e e e eeeeaenes 116

Does The College Use Any Of The Paid Advertising Services Offered By MSN?
116
Does The College Use Any Of The Paid Advertising Services Offered By Any
Search Engine Not Previously Cited? ..........cooovviiiiiiiiiie e 116
Does The College Use Any Of The Paid Advertising Services Offered By Any
Search Engine Not Previously Cited?, Broken Out By Public Or Private Status
L0 I T 01T TSR 116
Does the College Use Any of the Paid Advertising Services Offered by Any
Search Engine Not Previously Cited?, Broken Out by Level of Full Time

Equivalent ENrollment ..........ooiiii i e e e eeannee 116
Does the College Use Any of the Paid Advertising Services Offered by Any
Search Engine Not Previously Cited?, Broken Out by Type of College .......... 117

Does the College Use Any of the Paid Advertising Services Offered by Any
Search Engine Not Previously Cited?, Broken Out by Percentage of Applicants
to the College Who Live Within 75 Miles of the Campus ........cccccccvvvvvveeenneen.n. 117
Mean, Median, Minimum And Maximum Percentage Of College Marketing
Budget Spent On All Forms Of Online Advertising Including Website
Development, Email Newsletters, Blogs, Search Engine Optimization, Site
Sponsorship And Ads, Podcasts, Electronic Press Release Services, And Other
Online Marketing Vehicles (IN $) .....c.ooeiiiriiiieiiieieeeee e 117
Mean, Median, Minimum And Maximum Percentage Of College Marketing
Budget Spent On All Forms Of Online Advertising Including Website

17



10.

The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

9.47.

9.48.

9.49.

9.50.
9.51.

9.52.

9.53.

9.54.

Development, Email Newsletters, Blogs, Search Engine Optimization, Site
Sponsorship And Ads, Podcasts, Electronic Press Release Services, And Other
Online Marketing Vehicles (In $),Broken Out By Public Or Private Status Of The
(07011 1T o 1RSSR 117
Mean, Median, Minimum And Maximum Percentage Of College Marketing
Budget Spent On All Forms Of Online Advertising Including Website
Development, Email Newsletters, Blogs, Search Engine Optimization, Site
Sponsorship And Ads, Podcasts, Electronic Press Release Services, And Other
Online Marketing Vehicles, Broken Out By Level Of Full Time Equivalent

[ o o] |13 0= o) SR URPPPURTPRTN 118
Mean, Median, Minimum And Maximum Percentage Of College Marketing
Budget Spent On All Forms Of Online Advertising Including Website
Development, Email Newsletters, Blogs, Search Engine Optimization, Site
Sponsorship And Ads, Podcasts, Electronic Press Release Services, And Other
Online Marketing Vehicles, Broken Out By Type Of College.............cccceeennnee 118
Mean, Median, Minimum And Maximum Percentage Of College Marketing
Budget Spent On All Forms Of Online Advertising Including Website
Development, Email Newsletters, Blogs, Search Engine Optimization, Site
Sponsorship And Ads, Podcasts, Electronic Press Release Services, And Other
Online Marketing Vehicles , Broken Out By Percentage Of Applicants To The
College Who Live Within 75 Miles Of The Campus.......cccooovevivieiiiiiiiiieeeeeeeen, 118
Trend in College Spending for Online Marketing Over the Past Two Years....119
Trend in College Spending for Online Marketing Over the Past Two Years,

Broken Out by Public or Private Status of the College ...........cccccvvvvvivrinnnnnee. 119
Trend in College Spending for Online Marketing Over the Past Two Years,
Broken Out by Level of Full Time Equivalent Enrollment..............cccccvvvvvvneneee. 119
Trend in College Spending for Online Marketing Over the Past Two Years,
Broken Out by Type of College .......coooiiiiie e 119

Trend in College Spending for Online Marketing Over the Past Two Years,
Broken Out by Percentage of Applicants to the College Who Live Within 75
Miles Of the CamPUS ..........oooiiiiii e 120

CHAPTER TEN: USE OF PUBLIC RELATIONS AGENCIES, ADVERTISING AGENCIES,
MARKET RESEARCH FIRMS AND OTHER MARKETING ORIENTED CONSULTANCIES 121

10.1.

10.2.

10.3.

10.4.

10.5.

10.6.

10.7.

10.8.

Has The College Used Any Public Relations Agency Within The Past Two
Years For Projects Related To Student Recruitment Or Retention?............... 121
Has The College Used Any Public Relations Agency Within The Past Two
Years For Projects Related To Student Recruitment Or Retention?, Broken Out
By Public Or Private Status Of The College ..........cccovviiiiiiiiiiiiiiiieeeeeeeeiies 121
Has The College Used Any Public Relations Agency Within The Past Two
Years For Projects Related To Student Recruitment Or Retention?, Broken Out
By Level Of Full Time Equivalent Enrollment .........cccoooooviviiiiiiiiineeeeeeeeeiins 121
Has The College Used Any Public Relations Agency Within The Past Two
Years For Projects Related To Student Recruitment Or Retention?, Broken Out
BY TYPE Of COllEUE ... 121
Has The College Used Any Public Relations Agency Within The Past Two
Years For Projects Related To Student Recruitment Or Retention?, Broken Out
By Percentage Of Applicants To The College Who Live Within 75 Miles Of The

LOF= 11 ] 01U LS TP 122
Percentage of Colleges that Have Used an Advertising Agency Within the Past
LI I == TP 122
Percentage of Colleges that Have Used an Advertising Agency Within the Past
Two Years, Broken Out by Public or Private Status of the College................. 122
Percentage of Colleges that Have Used an Advertising Agency Within the Past
Two Years, Broken Out by Level of Full Time Equivalent Enrollment............. 122

18



11.

The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

10.9. Percentage of Colleges that Have Used an Advertising Agency Within the Past
Two Years, Broken Out by Type of COllege ......ovvvviviiiiiiiiiiiiiieieeiieeeeeeeeee 122
10.10. Percentage of Colleges that Have Used an Advertising Agency Within the Past
Two Years, Broken Out by Percentage of Applicants to the College Who Live
Within 75 Miles of the CampPuS.........oouuiiiiiiiiie e 123
10.11. Percentage of Colleges that Have Used a Market Research Firm Within the
PaSt TWO YEAIS. . ..o i 123
10.12. Percentage of Colleges that Have Used a Market Research Firm Within the
Past Two Years, Broken Out by Public or Private Status of the College......... 123
10.13. Percentage of Colleges that Have Used a Market Research Firm Within the
Past Two Years, Broken Out by Level of Full Time Equivalent Enroliment.....123
10.14. Percentage of Colleges that Have Used a Market Research Firm Within the
Past Two Years, Broken Out by Percentage of Applicants to the College Who
Live Within 75 Miles of the CampuS ........coooeiiiiiiiiiiii e 123
10.15. Percentage of Colleges that Have Used a Marketing Consultancy Within the
PaSt TWO YEAIS.....coi i 124
10.16. Percentage of Colleges that Have Used a Marketing Consultancy Within the
Past Two Years, Broken Out by Public or Private Status of the College......... 124
10.17. Percentage of Colleges that Have Used a Marketing Consultancy Within the
Past Two Years, Broken Out by Level of Full Time Equivalent Enroliment.....124
10.18. Percentage of Colleges that Have Used a Marketing Consultancy Within the
Past Two Years, Broken Out by Type of College .........ccccvvvvviviviiiiineeiiiiiinnnee. 124
10.19. Percentage of Colleges that Have Used a Marketing Consultancy Within the
Past Two Years, Broken Out by Percentage of Applicants to the College Who

Live Within 75 Miles of the CampuUS .......ccoooviiiiiiiiiiiiieeeeceeee e 124
10.20. Percentage of Colleges that Have Contracted for Marketing Assistance not
Previously Specified Within the Past TWO Years .........cccvvvvvvviiiiiiiieeeeeeeeeiiins 125

10.21. Percentage of Colleges that Have Contracted for Marketing Assistance not
Previously Specified Within the Past Two Years, Broken Out by Public or
Private Status of the College...........ooovi i 125

10.22. Percentage of Colleges that Have Contracted for Marketing Assistance not
Previously Specified Within the Past Two Years, Broken Out by Level of Full
Time Equivalent ENrolIMeNnt .........ccooiiiiiiiiiiiii e 125

10.23. Percentage of Colleges that Have Contracted for Marketing Assistance not
Previously Specified Within the Past Two Years, Broken Out by Type of College

125

10.24. Percentage of Colleges that Have Contracted for Marketing Assistance not
Previously Specified Within the Past Two Years, Broken Out by Percentage of
Applicants to the College Who Live Within 75 Miles of the Campus............... 125

CHAPTER ELEVEN: SPENDING ON PUBLIC RELATIONS AGENCIES, ADVERTISING

AGENCIES, MARKET RESEARCH FIRMS AND OTHER MARKETING ORIENTED

CONSULTANCIES 126

11.1. Mean, Median, Minimum and Maximum Annual Spending on Public Relations
Agencies for Projects Related to Student Recruitment or Retention(in $)....... 126

11.2. Mean, Median, Minimum and Maximum Annual Spending on Public Relations
Agencies for Projects Related to Student Recruitment or Retention (in $),
Broken Out by Public or Private Status of the College ............ccccooveeiiiviiiiinnes 126

11.3. Mean, Median, Minimum and Maximum Annual Spending on Public Relations
Agencies for Projects Related to Student Recruitment or Retention (in $),
Broken Out by Level of Full Time Equivalent Enroliment................ccoeevvvvennnes 126

11.4. Mean, Median, Minimum and Maximum Annual Spending on Public Relations
Agencies for Projects Related to Student Recruitment or Retention (in $),
Broken Out by Type of College .......coooiiiiii e 126

11.5. Mean, Median, Minimum and Maximum Annual Spending on Advertising
Agencies for Projects Related to Student Recruitment or Retention (in $).....127

19



The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

11.6.

11.7.

11.8.

11.9.

11.10.

11.11.

11.12.

11.13.

11.14.

11.15.

11.16.

11.17.

11.18.

11.19.

11.20.

11.21.

11.22.

11.23.

11.24.

Mean, Median, Minimum and Maximum Annual Spending on Advertising
Agencies for Projects Related to Student Recruitment or Retention (in $),
Broken Out by Public or Private Status of the College ............ccccooveeviiviiininnns 127
Mean, Median, Minimum and Maximum Annual Spending on Advertising
Agencies for Projects Related to Student Recruitment or Retention (in $),
Broken Out by Level of Full Time Equivalent Enrollment..............cccccvvvvvvneeeee. 127
Mean, Median, Minimum and Maximum Annual Spending on Advertising
Agencies for Projects Related to Student Recruitment or Retention (in $),
Broken Out by Type of College ......ccooei i 127
Mean, Median, Minimum and Maximum Annual Spending on Advertising
Agencies for Projects Related to Student Recruitment or Retention (in $),
Broken Out by Percentage of Applicants to the College Who Live Within 75

Miles Of the CamPUS ..........ooooiiiii e 128
Mean, Median, Minimum and Maximum Annual Spending on Market Research
FIFMS (IN B) ettt ettt e nnaee s 128
Mean, Median, Minimum and Maximum Annual Spending on Market Research
Firms (in $), Broken Out by Public or Private Status of the College................ 128
Mean, Median, Minimum and Maximum Annual Spending on Market Research
Firms(in $), Broken Out by Level of Full Time Equivalent Enrollment............. 128
Mean, Median, Minimum and Maximum Annual Spending on Market Research
Firms (in $), Broken Out by Type of College ........coociiieiiiiiiiiiceee e 129

Mean, Median, Minimum and Maximum Annual Spending on Market Research
Firms (in $), Broken Out by Percentage of Applicants to the College Who Live

Within 75 Miles of the Campus.........coooioioiiiie e 129
Mean, Median, Minimum and Maximum Annual Spending on Marketing
Consultancies Not Previously Cited (i $) .......ccceeviiiiiiieiiiiciece e 129

Mean, Median, Minimum and Maximum Annual Spending on Marketing
Consultancies Not Previously Cited (in $), Broken Out by Public or Private
Status Of the COllEGE.......coiiieee e 129
Mean, Median, Minimum and Maximum Spending on Marketing Consultancies
Not Previously Cited (in $), Broken Out by Level of Full Time Equivalent

ENFOIMENT. ... 130
Mean, Median, Minimum and Maximum Spending on Marketing Consultancies
Not Previously Cited (in $), Broken Out by Type of College ............ccoeuvneee.. 130

Mean, Median, Minimum and Maximum Spending on Marketing Consultancies
Not Previously Cited (in $), Broken Out by Percentage of Applicants to the
College Who Live Within 75 Miles of the Campus.............cccoeeeiiiiiiinis 130
Percentage of Colleges in the Sample that Plan to Use a Public Relations Firm
for the Purpose of Student Recruitment or Retention Within the Next Two Years
130
Percentage of Colleges in the Sample that Plan to Use a Public Relations Firm
for the Purpose of Student Recruitment or Retention Within the Next Two Years,
Broken Out by Public or Private Status of the College ...........ccccoooveiiiiviiiiinnes 131
Percentage of Colleges in the Sample that Plan to Use a Public Relations Firm
for the Purpose of Student Recruitment or Retention Within the Next Two Years,
Broken Out by Level of Full Time Equivalent Enrollment..............cccccvvvvvvneneee. 131
Percentage of Colleges in the Sample that Plan to Use a Public Relations Firm
for the Purpose of Student Recruitment or Retention Within the Next Two Years,
Broken Out by Type Of COllege ........oovuuviiiiiiiiiiec e 131
Percentage of Colleges in the Sample that Plan to Use a Public Relations Firm
for the Purpose of Student Recruitment or Retention Within the Next Two Years,
Broken Out by Percentage of Applicants to the College Who Live Within 75
Miles Of the CamPUS ..........oooiiiiii e 131

20



The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

11.25.

11.26.

11.27.

11.28.

11.29.

11.30.

11.31.

11.32.

11.33.

11.34.

11.35.

11.36.

11.37.

11.38.

11.39.

11.40.

11.41.

Percentage of Colleges in the Sample that Plan to Use an Advertising Agency
for the Purpose of Student Retention or Recruitment Within the Next Two Years
132
Percentage of Colleges in the Sample that Plan to Use an Advertising Agency
for the Purpose of Student Retention or Recruitment Within the Next Two Years,
Broken Out by Public or Private Status of the College ...........cccccvvvvvivvirnnnnee. 132
Percentage of Colleges in the Sample that Plan to Use an Advertising Agency
for the Purpose of Student Retention or Recruitment Within the Next Two Years
, Broken Out by Level of Full Time Equivalent Enrollment............ccccccvvvvveee... 132
Percentage of Colleges in the Sample that Plan to Use an Advertising Agency
for the Purpose of Student Retention or Recruitment Within the Next Two Years,
Broken Out by Type Of COllege ........ooviviiiiiiiiiieeee e 132
Percentage of Colleges in the Sample that Plan to Use an Advertising Agency
for the Purpose of Student Retention or Recruitment Within the Next Two Years,
Broken Out by Percentage of Applicants to the College Who Live Within 75
Miles Of the CamPUS ..........ooooiiiii e 132
Percentage of Colleges in the Sample that Plan to Use a Market Research Firm
for the Purpose of Student Retention or Recruitment Within the Next Two Years
133
Percentage of Colleges in the Sample that Plan to Use a Market Research Firm
for the Purpose of Student Retention or Recruitment Within the Next Two Years,
Broken Out by Public or Private Status of the College ...........cccccvvvvvivrinnnnnee. 133
Percentage of Colleges in the Sample that Plan to Use a Market Research Firm
for the Purpose of Student Retention or Recruitment Within the Next Two Years,
Broken Out by Level of Full Time Equivalent Enroliment................ceeevevvnnnnns 133
Percentage of Colleges in the Sample that Plan to Use a Market Research Firm
for the Purpose of Student Retention or Recruitment Within the Next Two Years,
Broken Out by Type of College .......coooeiiiii e 133
Percentage of Colleges in the Sample that Plan to Use a Market Research Firm
for the Purpose of Student Retention or Recruitment Within the Next Two Years,
Broken Out by Percentage of Applicants to the College Who Live Within 75
Miles Of the CampPUS ..........ooooiiiii e 133
Percentage of Colleges in the Sample that Plan to Use a Marketing Consultancy
for the Purpose of Student Retention or Recruitment Within the Next Two Years
134
Percentage of Colleges in the Sample that Plan to Use a Marketing Consultancy
for the Purpose of Student Retention or Recruitment Within the Next Two Years,
Broken Out by Public or Private Status of the College ............cccooovveiiiviiininnes 134
Percentage of Colleges in the Sample that Plan to Use a Marketing Consultancy
for the Purpose of Student Retention or Recruitment Within the Next Two Years,
Broken Out by Level of Full Time Equivalent Enrollment...............ccoeevvvvveennes 134
Percentage of Colleges in the Sample that Plan to Use a Marketing Consultancy
for the Purpose of Student Retention or Recruitment Within the Next Two Years,
Broken Out by Type of College .......cooeiiiiiei e 134
Percentage of Colleges in the Sample that Plan to Use a Marketing Consultancy
for the Purpose of Student Retention or Recruitment Within the Next Two Years,
Broken Out by Percentage of Applicants to the College Who Live Within 75
Miles Of the CamPUS ..........ooooiiiiii e 134
Mean, Median, Minimum And Maximum College Spending In The Past Year On
Reports, Studies, Newsletters, Seminars, Conferences And Other Products
Primarily Focused On Teaching or Informing About College Marketing Issues (in
) P TR 135
Mean, Median, Minimum And Maximum College Spending In The Past Year On
Reports, Studies, Newsletters, Seminars, Conferences And Other Products

21



12.

The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

11.42.

11.43.

11.44.

Primarily Focused On Teaching or Informing About College Marketing Issues (in
$), Broken Out By Public or Private Status of the College ...........cccccceeeennen. 135
Mean, Median, Minimum And Maximum College Spending In The Past Year On
Reports, Studies, Newsletters, Seminars, Conferences And Other Products
Primarily Focused On Teaching or Informing About College Marketing Issues (in
$), Broken Out by Level of Full Time Equivalent Enrollment..............c.cc........ 135
Mean, Median, Minimum And Maximum College Spending In The Past Year On
Reports, Studies, Newsletters, Seminars, Conferences And Other Products
Primarily Focused On Teaching or Informing About College Marketing Issues (in
$), Broken Out by Type of College ........cuuviiiiiiiiiiiiiie e 135
Mean, Median, Minimum And Maximum College Spending In The Past Year On
Reports, Studies, Newsletters, Seminars, Conferences And Other Products
Primarily Focused On Teaching or Informing About College Marketing Issues (in
$), Broken Out by Percentage of Applicants to the College Who Live Within 75

Miles Of the CamPUS ..........ooooiiiiii e 136
CHAPTER TWELVE: TRENDS IN COLLEGE NEWSPAPER & MAGAZINE ADVERTISING
FOR RECRUITMENT 137
12.1. Percentage of Colleges that Have Advertised in High School Newspapers in the

PASE YOI ...t e e 137
12.2. Percentage of Colleges that Have Advertised in High School Newspapers in the

Past Year, Broken Out by Public or Private Status of the College.................. 137
12.3. Percentage of Colleges that Have Advertised in High School Newspapers in the

Past Year, Broken Out by Level of Full Time Equivalent Enrollment .............. 137
12.4. Percentage of Colleges that Have Advertised in High School Newspapers in the

Past Year, Broken Out by Type of College...........cuveeiiiiiiiiiiiiiiiiiiieeeeeeeeeiies 137
12.5. Percentage of Colleges that Have Advertised in High School Newspapers in the

Past Year, Broken Out by Percentage of Applicants to the College Who Live

Within 75 Miles of the Campus.........ccooiiiiiii e 137
12.6. Percentage of Colleges that have Advertised in the Past Year in Other Colleges’

S UL [T oL N T o= T 0 1= = PR 138
12.7. Percentage of Colleges that have Advertised in the Past Year in Other Colleges’

12.8.

12.9.

12.10.

12.11.

12.12.

12.13.

12.14.

12.15.

12.16.

12.17.

Student Newspapers, Broken Out by Public or Private Status of the College.138
Percentage of Colleges that have Advertised in the Past Year in Other Colleges’
Student Newspapers, Broken Out by Level of Full Time Equivalent Enrollment
138
Percentage of Colleges that have Advertised in the Past Year in Other Colleges’
Student Newspapers, Broken Out by Type of College ... 138
Percentage of Colleges that have Advertised in the Past Year in Other Colleges’
Student Newspapers, Broken Out by Percentage of Applicants to the College

Who Live Within 75 Miles of the Campus..........oovuviiiiiiiiiccc e 138
Percentage of Colleges that have Advertised in the Past Year in Weekly
N LS S o T=T 0[] £ TSSO 139
Percentage of Colleges that have Advertised in the Past Year in Weekly
Newspapers, Broken Out by Public or Private Status of the College.............. 139
Percentage of Colleges that have Advertised in the Past Year in Weekly
Newspapers, Broken Out by Level of Full Time Equivalent Enrollment.......... 139
Percentage of Colleges that have Advertised in the Past Year in Weekly
Newspapers, Broken Out by Type of College........cccoevveiviiiiiiiiiiiiiiiieeeeeeeeeiins 139

Percentage of Colleges that have Advertised in the Past Year in Weekly
Newspapers, Broken Out by Percentage of Applicants to the College Who Live
Within 75 Miles of the Campus..........oeuiiiiiiii e 139
Percentage of Colleges that have Advertised in the Past Year in Alternative

N LS S o T=T o [T £ TSSO 140
Percentage of Colleges that have Advertised in the Past Year in Alternative
Newspapers, Broken Out by Public or Private Status of the College.............. 140



13.

The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

12.18.

12.19.

12.20.

12.21.

12.22.

12.23.

12.24.

12.25.

12.26.
12.27.

12.28.

12.29.

12.30.

12.31.

12.32.

12.33.

12.34.

Percentage of Colleges that have Advertised in the Past Year in Alternative

Newspapers, Broken Out by Level of Full Time Equivalent Enrollment.......... 140
Percentage of Colleges that have Advertised in the Past Year in Alternative
Newspapers, Broken Out by Type of College........cccoevveiviiiiiiiiiiiiiiieeieeeeeiiins 140

Percentage of Colleges that have Advertised in the Past Year in Alternative
Newspapers, Broken Out by Percentage of Applicants to the College Who Live

Within 75 Miles of the Campus.........ccooiiiiiiiee e 140
Percentage of Colleges that have Advertised in the Past Year in Daily
NEWSPDAPETS ...ttt ettt e ettt e e e e e et e e et et e e e e s aab bbb e e e e e e e e e aann s 141
Percentage of Colleges that have Advertised in the Past Year in Daily
Newspapers, Broken Out by Public or Private Status of the College.............. 141
Percentage of Colleges that have Advertised in the Past Year in Daily
Newspapers, Broken Out by Level of Full Time Equivalent Enrollment.......... 141
Percentage of Colleges that have Advertised in the Past Year in Daily
Newspapers, Broken Out by Type of College........cccoeeeiriiiniiiiiiiiiiieiieeee 141

Percentage of Colleges that have Advertised in the Past Year in Daily
Newspapers, Broken Out by Percentage of Applicants to the College Who Live

Within 75 Miles of the CampPuUS.........oouuiiiiiiiieeecece e 141
Advertising in Print Vs. Online Versions of Newspapers.........ccccovvvevvveevvennnnnn 142
Advertising in Print Vs. Online Versions of Newspapers, Broken Out by Public or
Private Status of the College..........oovuiiiiiiii e 142
Advertising in Print Vs. Online Versions of Newspapers, Broken Out by Level of
Full Time Equivalent Enrollment............cooooiiiiiiiiieecieeeeeeeeeeeee 142
Advertising in Print Vs. Online Versions of Newspapers Broken Out by Type of

(07011 1T o 1SR 142

Advertising in Print Vs. Online Versions of Newspapers, Broken Out by
Percentage of Applicants to the College Who Live Within 75 Miles of the

CAMPIUS ettt et a bbb a e e e bbb e e e e e 143
Trend in the Volume of Newspaper AdVertising...........ccceevveeeeeiiieeiiiiiiieeeeeeee, 143
Trend in the Volume of Newspaper Advertising, Broken Out by Public or Private
Status 0f the CollEgE.....uuiiiiiiiiee s 143
Trend in the Volume of Newspaper Advertising, Broken Out by Level of Full

Time Equivalent ENrolIMeNnt .........coooiiiiiiiiiiii e 143

Trend in the Volume of Newspaper Advertising, Broken Out by Type of College
144

12.35. Trend in the Volume of Newspaper Advertising, Broken Out by Percentage of
Applicants to the College Who Live Within 75 Miles of the Campus............... 144
CHAPTER THIRTEEN: THE COLLEGE MAGAZINE AS A MARKETING VEHICLE 145
13.1. Does The College Publish Its Own Magazine? ...........ccccceeeeiieeeiieeiiiiinieeeeeeeen, 145
13.2. Does The College Publish Its Own Magazine?, Broken Out by Public or Private
Status Of the COllEGE.......coviieee e 145
13.3. Does The College Publish Its Own Magazine?, Broken Out by Level of Full
Time Equivalent ENrolIMeNnt .........ooooiiiiiiiiiiiiii e 145
13.4. Does The College Publish Its Own Magazine?, Broken Out by Type of College
145
13.5. Does The College Publish Its Own Magazine?, Broken Out by Percentage of
Applicants to the College Who Live Within 75 Miles of the Campus............... 145
13.6. Outsourcing Vs. In-House Production of the College Magazine...................... 146
13.7. Outsourcing Vs. In-House Production of the College Magazine, Broken Out by
Public or Private Status of the College ...........oovvviiiiiiiiiiiiiie e 146
13.8. Outsourcing Vs. In-House Production of the College Magazine, Broken Out by
Level of Full Time Equivalent ENrollment ...........cccccoouviemiiiieiieneeeiiieeiiieenneenene 146
13.9. Outsourcing Vs. In-House Production of the College Magazine, Broken Out by
TYPE OF COllEOE ....vieii i 146

23



14.

The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

13.10.

13.11.

13.12.

Outsourcing Vs. In-House Production of the College Magazine, Broken Out by
Percentage of Applicants to the College Who Live Within 75 Miles of the

LOF= 10 ] 01U LS TP 146
Mean, Median, Minimum and Maximum Annual Budget for the College’s
Marketing-Oriented Magazine (iN $) .....cooviiiiiiiiieiiiii e 147

Mean, Median, Minimum and Maximum Annual Budget for the College’s
Marketing-Oriented Magazine (in $), Broken Out by Public or Private Status of
10O ] 1= TP 147

13.13. Mean, Median, Minimum and Maximum Annual Budget for the College’s
Marketing-Oriented Magazine (in $), Broken Out by Level of Full Time
Equivalent ENrollment ..........ooiii i e e e e e eeaanees 147

CHAPTER FOURTEEN: SPONSORED CAMPUS VISITS AND OUTREACH TO GUIDANCE

COUNSELORS 148

14.1. Does The College Pay Student Expenses For Select Groups Of Particularly

14.2.

14.3.

14.4.

14.5.

14.6.

14.7.

14.8.

14.9.

14.10.

14.11.

14.12.

14.13.

14.14.

14.15.

Desirable Students To Visit The CampuS?......cccccccuuummrrmmiienerieiiineenereeereeeeeeee 148
Does The College Pay Student Expenses For Select Groups Of Particularly
Desirable Students To Visit The Campus?, Broken Out By Public Or Private
Status Of The COllEgE......cov v 148
Does The College Pay Student Expenses For Select Groups Of Particularly
Desirable Students To Visit The Campus?, Broken Out by Level of Full Time
Equivalent ENrollment ...........oooiiiiiiii e 148
Does The College Pay Student Expenses For Select Groups Of Particularly
Desirable Students To Visit The Campus?, Broken Out by Type of College...148
Does The College Pay Student Expenses For Select Groups Of Particularly
Desirable Students To Visit The Campus?, Broken Out by Percentage of

Applicants to the College Who Live Within 75 Miles of the Campus............... 148
Mean, Median, Minimum and Maximum College Spending on Sponsored
(O T o TU Y 1 S (T4 1) USSR 149

Mean, Median, Minimum and Maximum College Spending on Sponsored
Campus Visits (in $), Broken Out by Public or Private Status of the College ..149
Mean, Median, Minimum and Maximum College Spending on Sponsored
Campus Visits (in $), Broken Out by Level of Full Time Equivalent Enroliment
149
Mean, Median, Minimum and Maximum College Spending on Sponsored
Campus Visits (in $), Broken Out by Type of College............cccceeeivieiieinnnnnnnn 149
Mean, Median, Minimum and Maximum College Spending on Sponsored
Campus Visits (in $), Broken Out by Percentage of Applicants to the College
Who Live Within 75 Miles of the Campus..........ooouviiiiiiiieiieice e 150
Mean, Median, Minimum and Maximum Number of Visits to High School
Guidance Counselors Made by the College Marketing Staff in the Past Year 150
Mean, Median, Minimum and Maximum Number of Visits to High School
Guidance Counselors Made by the College Marketing Staff in the Past Year,
Broken Out by Public or Private Status of the College ...........cccccvvvvvivvirnnnnee. 150
Mean, Median, Minimum and Maximum Number of Visits to High School
Guidance Counselors Made by the College Marketing Staff in the Past Year,
Broken Out by Level of Full Time Equivalent Enrollment..............cccccvvvvvvneneee. 150
Mean, Median, Minimum and Maximum Number of Visits to High School
Guidance Counselors Made by the College Marketing Staff in the Past Year,
Broken Out by Type Of COllege ........oovuvviiiiiiiiiie e 151
Mean, Median, Minimum and Maximum Number of Visits to High School
Guidance Counselors Made by the College Marketing Staff in the Past Year,
Broken Out by Percentage of Applicants to the College Who Live Within 75
Miles Of the CamPUS ........uuueiiiiiee e e e e e e e eeaeeee 151

24



15.

The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

14.16.

14.17.

14.18.

14.19.

14.20.

Does The College Use An Opt-In Email Broadcast To Announce New College
Programs, Tours And Other Admissions-Related Information To High School
Guidance Counselors or Others Who Impact The Admissions Process? ....... 151
Does The College Use An Opt-In Email Broadcast To Announce New College
Programs, Tours And Other Admissions-Related Information To High School
Guidance Counselors or Others Who Impact The Admissions Process?, Broken
Out By Public or Private Status of the College ... 151
Does The College Use An Opt-In Email Broadcast To Announce New College
Programs, Tours And Other Admissions-Related Information To High School
Guidance Counselors or Others Who Impact The Admissions Process?, Broken
Out By Level of Full Time Equivalent Enrollment............cccoooeevviiiiiiiiiiinneeeenn, 152
Does The College Use An Opt-In Email Broadcast To Announce New College
Programs, Tours And Other Admissions-Related Information To High School
Guidance Counselors or Others Who Impact The Admissions Process?, Broken
Out BY TYPE Of COlBGE ....eeeeeieeeeeeieeeeee ettt 152
Does The College Use An Opt-In Email Broadcast To Announce New College
Programs, Tours And Other Admissions-Related Information To High School
Guidance Counselors or Others Who Impact The Admissions Process?, Broken
Out By Percentage of Applicants to the College Who Live Within 75 Miles of the

LOF= 10 ] 01U LS TP 152
CHAPTER FIFTEEN: TRENDS IN COLLEGE RADIO AND TELEVISON ADVERTISING FOR
RECRUITMENT 153
15.1. Percentage of Colleges in the Sample that have Ever Advertised on the Radio

153
15.2. Percentage of Colleges in the Sample that have Ever Advertised on the Radio,

Broken Out by Public or Private Status of the College ...........cccccvvvvvirrrrnnnnee. 153
15.3. Percentage of Colleges in the Sample that have Ever Advertised on the Radio,

Broken Out by Level of Full Time Equivalent Enrollment.............cccccvvvvvvneneee. 153
15.4. Percentage of Colleges in the Sample that have Ever Advertised on the Radio,

Broken Out by Type of College .......coooiiiiii e 153
15.5. Percentage of Colleges in the Sample that have Ever Advertised on the Radio,

15.6.
15.7.

15.8.

15.9.

15.10.

15.11.

15.12.

15.13.

15.14.

15.15.

Broken Out by Percentage of Applicants to the College Who Live Within 75
Miles Of the CamPUS .........uuuiiiiie e e e e e e eeaaene 153
Percentage of Colleges in the Sample that Currently Advertise on the Radio 154
Percentage of Colleges in the Sample that Currently Advertise on the Radio,
Broken Out by Public or Private Status of the College ...........ccccoovvveeiiviiininnes 154
Percentage of Colleges in the Sample that Currently Advertise on the Radio,
Broken Out by Level of Full Time Equivalent Enrollment................ceeevvvvennnes 154
Percentage of Colleges in the Sample that Currently Advertise on the Radio,
Broken Out by Type Of COllege ........oovuviiiiiiiiiiie e 154
Percentage of Colleges in the Sample that Currently Advertise on the Radio,
Broken Out by Percentage of Applicants to the College Who Live Within 75

Miles Of the CamPUS ..........ooooiiiii e 154
Percentage of Colleges that Plan to Advertise on the Radio Within the Next Two
YBAIS ettt e e e e e s e 155
Percentage of Colleges that Plan to Advertise on the Radio Within the Next Two
Years, Broken Out by Public or Private Status of the College ........................ 155
Percentage of Colleges that Plan to Advertise on the Radio Within the Next Two
Years, Broken Out by Level of Full Time Equivalent Enrollment..................... 155
Percentage of Colleges that Plan to Advertise on the Radio Within the Next Two
Years, Broken Out by Type of College .......ccovvviiiiiiiiiiiiiiiiieeee e 155

Percentage of Colleges that Plan to Advertise on the Radio Within the Next Two
Years, Broken Out by Percentage of Applicants to the College Who Live Within
75 Miles Of the CAMPUS ......coviiiiiiiiieeeeeeeee e 155

25



The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

15.16.

15.17.

15.18.

15.19.

15.20.

15.21.

15.22.

15.23.

15.24.

15.25.

15.26.

15.27.

15.28.

15.29.

15.30.

15.31.

15.32.

15.33.

15.34.

15.35.

15.36.

15.37.

15.38.

15.39.

Mean, Median, Minimum and Maximum Number of Radio Stations On Which
the College has RUN IS AdS.........uuuiiiiiiiiiiiiiiiiieeeeeeeeeee e e e e n e e e 156
Mean, Median, Minimum and Maximum Number of Radio Stations On Which
the College has Run Its Ads, Broken Out by Public or Private Status of the
(07011 1T o 1RSSR 156
Mean, Median, Minimum and Maximum Number of Radio Stations On Which
the College has Run Its Ads, Broken Out by Level of Full Time Equivalent

0] |1 T 0 156
Mean, Median, Minimum and Maximum Number of Radio Stations On Which
the College has Run Its Ads, Broken Out by Type of College......................... 156

Mean, Median, Minimum and Maximum Number of Radio Stations On Which
the College has Run Its Ads, Broken Out by Percentage of Applicants to the

College Who Live Within 75 Miles of the Campus.............ccccooeeeiiiiiinis 157
Attractiveness of Radio Music Programming as an Advertising Channel for the
100 ] 1= = U PR 157
Attractiveness of Radio Music Programming as an Advertising Channel for the
College, Broken Out by Public or Private Status of the College...................... 157
Attractiveness of Radio Music Programming as an Advertising Channel for the
College, Broken Out by Level of Full Time Equivalent Enroliment.................. 157
Attractiveness of Radio Music Programming as an Advertising Channel for the
College, Broken Out by Type of College ......ccoovvviiiiiiiiiiiiiiiee e 157

Attractiveness of Radio Music Programming as an Advertising Channel for the
College, Broken Out by Percentage of Applicants to the College Who Live

Within 75 Miles of the Campus.........coooioioiiiie e 158
Attractiveness of Radio Sports Programming as an Advertising Channel for the
L0 ]| 1=T o =R UURRRRR 158
Attractiveness of Radio Sports Programming as an Advertising Channel for the
College, Broken Out by Public or Private Status of the College...................... 158
Attractiveness of Radio Sports Programming as an Advertising Channel for the
College, Broken Out by Level of Full Time Equivalent Enrollment.................. 158
Attractiveness of Radio Sports Programming as an Advertising Channel for the
College, Broken Out by Type of College ........covvvvviiiiiiiiieee 158

Attractiveness of Radio Sports Programming as an Advertising Channel for the
College, Broken Out by Percentage of Applicants to the College Who Live

Within 75 Miles of the CampPuUS.........oouviiiiiiiieeeees e 159
Attractiveness of Radio Talk Show Programming as an Advertising Channel for
tNE COlIEOE. ... e e e et e e e e e e e e aaaaaeas 159
Attractiveness of Radio Talk Show Programming as an Advertising Channel for
the College, Broken Out by Public or Private Status of the College................ 159
Attractiveness of Radio Talk Show Programming as an Advertising Channel for
the College, Broken Out by Level of Full Time Equivalent Enrollment............ 159
Attractiveness of Radio Talk Show Programming as an Advertising Channel for
the College, Broken Out by Type of College .........coovvviviiiiiiiieiiiiiiiiieee e 159

Attractiveness of Radio Talk Show Programming as an Advertising Channel for
the College, Broken Out by Percentage of Applicants to the College Who Live
Within 75 Miles of the Campus.........ccooiiiiiiie e 160
Percentage Of Colleges That Have Advertised On Satellite Radio Within The
Past TWO YEAIS?. ..o 160
Percentage Of Colleges That Have Advertised On Cable Television Within The
PaSt TWO YEAIS.....ooi i 160
Percentage Of Colleges That Have Advertised On Cable Television Within The
Past Two Years, Broken Out By Public Or Private Status Of The College......160
Percentage Of Colleges That Have Advertised On Cable Television Within The
Past Two Years, Broken Out By Level Of Full Time Equivalent Enroliment....160

26



16.

The Survey of College Marketing Programs, 2007 Edition www.primaryresear ch.com

15.40.

15.41.

15.42.

15.43.

15.44.

15.45.

15.46.

15.47.

15.48.

15.49.

15.50.

15.51.

15.52.

15.53.

15.54.

15.55.

15.56.

Percentage Of Colleges That Have Advertised On Cable Television Within The
Past Two Years, Broken Out By Type of College........cccccuvvvvvviriiinineeeninninnnee. 161
Percentage Of Colleges That Have Advertised On Cable Television Within The
Past Two Years, Broken Out By Percentage Of Applicants To The College Who

Live Within 75 Miles Of The CampPuUS .....ccoooeiiiiiiiiiiiiiis e 161
Percentage of Colleges that have Advertised in the Past Year on National
NEtWOIK TeIEVISION ...t 161

Percentage of Colleges that have Advertised in the Past Year on National
Network Television, Broken Out by Public or Private Status of the College....161
Percentage of Colleges that have Advertised in the Past Year on National
Network Television, Broken Out by Level of Full Time Equivalent Enroliment 161
Percentage of Colleges that have Advertised in the Past Year on National
Network Television, Broken Out by Type of College .........cccccccuvrvrririnrinnnnnee. 162
Percentage of Colleges that have Advertised in the Past Year on National
Network Television, Broken Out by Percentage of Applicants to the College

Who Live Within 75 Miles of the Campus...........ccccccuviiiiiiiiiiiiiiiiieeeeeee. 162
Percentage Of Colleges That Have Advertised On Local Network Television

Within The Past TWO YEaIS.......cooiiii i 162
Percentage of Colleges that have Advertised in the Past Year on Local Network
Television, Broken Out by Public or Private Status of the College.................. 162
Percentage of Colleges that have Advertised in the Past Year on Local Network
Television, Broken Out by Level of Full Time Equivalent Enrollment.............. 162
Percentage of Colleges that have Advertised in the Past Year on Local Network
Television, Broken Out by Type of College ........ovveviveeiiiiiiiiiiiiiiieee 163

Percentage of Colleges that have Advertised in the Past Year on Local Network
Television, Broken Out by Percentage of Applicants to the College Who Live

Within 75 Miles of the CampPuS.........oouuiiiiiiii e 163
Percentage of Colleges in the Sample that Formally Survey Any of the
Following Groups On A Regular BasiS...........ccuvvvuiiiiiiiiiieeieieiici e 163

Percentage of Colleges in the Sample that Formally Survey Any of the
Following Groups on a Regular Basis , Broken Out by Public or Private Status
Of thE COllEQE. .. ettt a e e e e 163
Percentage of Colleges in the Sample that Formally Survey Any of the
Following Groups on a Regular Basis , Broken Out by Level of Full Time

Equivalent ENrollmMent ..........ooiii i e e e e e eeannees 164
Percentage of Colleges in the Sample that Formally Survey Any of the
Following Groups on a Regular Basis, Broken Out by Type of College.......... 164

Percentage of Colleges in the Sample that Formally Survey Any of the
Following Groups on a Regular Basis, Broken Out by Percentage of Applicants

to the College Who Live Within 75 Miles of the Campus ...........cccvvveiiiieeeeenn. 164
CHAPTER SIXTEEN: USE OF BILLBOARDS IN COLLEGE MARKETING 165
16.1. Has The College Ever Advertised On Billboards For The Purpose Of Attracting

STUAENES?. .ttt e e e e e e e e e e e e e e e e e 165
16.2. Has The College Ever Advertised On Billboards For The Purpose Of Attracting

Students?, Broken Out By Public Or Private Status Of The College............... 165
16.3. Has The College Ever Advertised On Billboards For The Purpose Of Attracting

Students?, Broken Out By Level of Full Time Equivalent Enrollment.............. 165
16.4. Has The College Ever Advertised On Billboards For The Purpose Of Attracting

Students?, Broken Out By Type of College.......cccoeveeeeieiiiiie 165
16.5. Has The College Ever Advertised On Billboards For The Purpose Of Attracting

Students?, Broken Out By Percentage of Applicants to the College Who Live

Within 75 Miles of the Campus.........ccooiiiiii e 165
16.6. Does The College Currently Advertise On Billboards For The Purpose Of

AUIacting STUAENTS.....ceieiiiiiii e e e e e e e e e e e e e e eeeaaeee 166

27



