RECRUITMENT RHETORIC
IN THE PROMOTION OF
PRIVATE AMERICAN HIGH SCHOOLS:
A MARKETING APPROACH

by
Gregory R. Meece

A thesis submitted to the Faculty of the University
of Delaware in partial fulfillment of the requirements for
the degree of Master of Arts in Communication
December, 1988

RECRUITMENT RHETORIC
IN T H E P R O M O T I O N O F
P R I V A T E AMERICAN HIGH SCHOOLS:
A MARKETING APPROACH

Gregory R. M e e c e

Approved:
Professor in c h a r g e of t h e s i s o n behalf of
the Advisory Committee

,Approved:

f

Joh A. courtright,
Ch r m a n of t h e

Approved:

11

R i c h a r d B. Murray
Associate Provostu£

of Communication

I

r

I

.D.

I

Graduate S t u d i e s

f

ACKNOWLEDGMENTS

I would like to thank Dr. George A. Borden,
Dr. Priscilla Murphy, and Dr. Philip A. Toman for serving
on my thesis committee and for giving me their support,
advice and encouragement.

I especially want to thank my

advisor, Dr. Borden, for his flexibility and for his
friendship during the past year and a half.

iii

TABLE OF CONTENTS
LIST OF FIGURES ........................................ vi
LIST OF TABLES ........................................v i i
ABSTRACT .............................................v i i i
CHAPTER 1 .RESEARCH PROBLEM ............................1
A . THE PROBLEM ..................................1
B . THE COMPONENTS OF MARKETING
FOR PRIVATE SCHOOLS .......................... 6
C . STATEMENT OF PURPOSE.........................9
D . RESEARCH PROBLEM'S SIGNIFICANCE
TO THE STUDY OF COMMUNICATION ...............10
CHAPTER

2

.REVIEW OF LITERATURE ....................... 14

A . THE MARKETING PERSPECTIVE...................14
B . MARKETING INFORMATION SYSTEMS............... 1 6
C . THE BUSINESS-BASED MARKETING
PERSPECTIVE ................................. 18
D . THE FOUR P'S OF THE MARKETING MIX ........... 19
E . THE CONCEPT OF EXCHANGE .....................2 9
F . THE EDUCATIONAL PERSPECTIVE.................30
G . PERSUASION IN MARKETING .....................3 9
H . SUMMARY OF THE PROBLEM ......................4 2
I . RESEARCH QUESTIONS ..........................44

CHAPTER 3

.PROCEDURES................................. 46
SAMPLING .................................... 47
INSTRUMENT
48
CONTENT ANALYSIS ............................49
THE BROCHURES ............................... 50
UNITS OF ANALYSIS ........................... 51
IDENTIFICATION OF CONTENT CATEGORIES ........54
RELIABILITY TESTING .........................55
ANALYSIS OF DATA ............................57
DEFENSE OF THIS APPROACH .................... 59

..................................

CHAPTER 4 .ANALYSIS OF DATA ...........................62
A.
B
C.
D.

.

RESEARCH
RESEARCH
RESEARCH
RESEARCH

QUESTION
QUESTION
QUESTION
QUESTION

#I ........................64
#2........................ 69
#3
76
#4
96

........................
........................
CHAPTER 5 .SUMMARY AND CONCLUSION ....................108
A . BACKGROUND .................................108
B . THE STUDY ..................................112
C . SUMMARY ....................................114
D . CONCLUSION ................................. 120
REFERENCES.............................................135
APPENDIX A .RESEARCH INSTRUMENT...................... 141
APPENDIX B .DATA COLLECTION SHEET .................... 142
APPENDIX C .CONTENT CATEGORY DICTIONARY .............. 143

LIST OF FIGURES

Figure A.

Baslc marketing information systems.......l7

LIST OF TABLES

.
2.
3.

............ 56
frequencies ......................66

Table 1

Category classification phase.

Table

Category

Table

.
5.
6.
7.
8.
9.

Categories grouped by marketing
components

................................70
= size of school ................78

Table 4

Dimension

Table

Dimension = cost of school

Table
Table
Table
Table

Dlmension = age of

................82
school .................86

.............89
Dimension = religious affiliation ......... 92
Persuasiveness of category appeals ........98
Dimension = geographic region

vii

ABSTRACT
The purpose of the research was to analyze, within a
marketing perspective, the textual content of brochures
promoting private American high schools.

The research was

undertaken during a time of low high school student
enrollment caused by a shrinking student population.

In

the highly competitive environment now facing them, many
educational administrators have adopted a business-based
marketing perspective toward student recruitment.
This research provided a synthesis of the available
literature concerning marketing, marketing comunication,
and its application to nonprofit organizations, including
schools.

The research analyzed the content of 100 private

high school brochures obtained using a stratified random
sampling procedure.

Four research questions were

addressed: 1 ) What aspects of the schools were most
emphasized in the brochures?; 2) How were the marketing
components of Product, Place and Price emphasized in the
brochures?; 3) How did the brochures' content vary
viii

according to the size, age, cost, geographic region and
religious affiliation of the schools?; and 4 ) How was
persuasive language used to present the content categories
in the brochures?

The responses to these questions were

used to examine the marketing strategies and assumptions
of educational administrators.
It was found that the brochures emphasized academics
most followed by student activities.

Twenty-six other

content categories were identified and ranked according to
frequency means.

Product references dominated the content

of the brochures, followed by Price and Place references.
Very few significant differences among the brochures were
found when the different types of schools were compared.
The amount of persuasive language used to communicate the
content categories did not correspond to the frequencies
Of

messages for content categories.

Persuasive language

was found to be associated most often with intangible
Product categories.

Its usage suggests that school

acbnlnlstrators use persuasive language to distinguish
their schools from alternatives.

CHAPTER 1
RESEARCH PROBLEM

The importance of student recruitment in secondary
schools has increased dramatically in the last five years.
The birthrate of 1957, an all-time high, slipped to an
all-time yearly low In 1975 (Abramowitz, 1979, p. 3).
Those children born In 1975 represent 1989's
freshman class in American high schools.

entering

The number of

high school graduates peaked at 3.2 million in 1977.

By

1983 the number of graduates had steadily declined to 2.8

million, a trend that is expected to continue through 1990
(Kotler 8 Fox, 1985, p. 8).

With the declining birthrate

as the primary cause of enrollment declines nationwide,
schools are forced to compete, as never before, for their
slice of a small and shrinking pie.

Declining enrollment was ranked as the second
greatest concern of school board members (Underwood,
1

2

Fortune, & Meyer, 1983, p. 22).

ProJectlng thls trend

into the future, declining enrollment was llsted most
often by 500 unlverslty presidents as the key issue for
their instltutlons over the next decade (Hlggins, 1983, p.
25).

The problems assoclated wlth declining enrollments do
not Just concern the econornlc survival of individual
schools.

Declining enrollments can also affect the

quallty of lnstructlonal programs.

It has been shown that

declining enrollment is positively correlated with an
lncrease In the dropout rate, a reduction In the teachlng
of academlc core courses, and a decrease In the number of
highly speclallzed courses.

School systems with decllning

enrollments are more likely to report an overall reduction
In the quality of educational programs (Dembowski, 1980).
Declining enrollments tend to helghten latent polltical
tenslons within schools, wlthln school districts and
systems, and wlthln the community (Iannaccone, 1979, pp.
418-430; Bishop, 1979, pp. 285-295).
Almost ten percent of the elementary and secondary
schools in Amerlca are prlvate schools.

These 20,000

schools account for approxlmately 5 mllllon students.
declining pool of school-age students has focused

The

.attention

on the problems of low enrollment In prlvate

schoo 1 s :
Two issues have recently brought private
education into the public limelight. First,
declining enrollments are causing the education
sector to contract; and, slnce there are fewer
students to go around, thelr distribution
between the public and private sector is
becoming more Important. Like public school
enrollments, private school enrollments have
been declining, due In large part to the decline
In Catholic school enrollments, whlch account
for three-fourths of the nonpubllc school
enrollments. (Abrarnowltz 8, Stackhouse, 1980, p.
1)
Concern over declining enrollments is often more
pronounced in prlvate hlgh schools because they are
typically smaller than public schools, and because they do
not have a guaranteed number of students, nor the ease in
proJecting revenue as do their public school counterparts.
More importantly, prlvate hlgh schools are sald to more
closely resemble the competitive, "free market economy" of
the business community.

This unique distinction underlies

the baslc assumption made by prlvate hlgh school
admlnistrators as they attempt to solve thelr enrollment
problems.

The relatlonshlp between prlvate schools and

Parents resembles the relationship between businesses In
the free market economy and consumers:

Because parents exercise choice in selecting a
private school for their child, and because
private schools do not have the relatively
assured revenue of public schools, some
observers assume that private schools operate
the way firms do in a competitive market. I n
short, it is assumed that the demand and supply
interaction matches parental desires and school
offerings more closely and efficiently than it
does in the Government owned and operated public
schools....The pure competition model of
schooling supposes that there are a large number
of schools and that parents are free to choose
any they like. The model assumes that parents
have a good understanding of what they want and
what each school provides, leading us to expect
a close match between parental preferences and
Schools that do not keep
school offerings
their clients satisfied would lose clientele to
other schools. Likewise, schools that
overcharge would lose enrollment to lower priced
schools of similar quality. (1980, p. 72)

...

These assumptions upon which the pure competition
model is based are oversimplified. However, that they are
believed to be true is evidenced by the ways educational
administrators have chosen to cope with declining
enrollments.

Faced with a rapidly declining birth rate

since the baby boom of the 1940s and 1950s, schools have
entered the competitive, free market economy wlth the
intent of soliciting enrollments through marketing
strategies.
For many school administrators, the concept of
marketing 1s unfamiliar:

Planning for decline may call on skills that
managers have yet to develop. The adverse
effects of decl ine are compounded by the
unfamiliarity of Americans in general and the
education industry in particular with it.
American experience up to now has been with
growth. During periods of growth, mistakes in
management go virtually unnoticed. During
decline the margin of error is reduced and
problems are exacerbated because most managers
have not been trained to deal with retrenchment.
(Abramowitz, 1979, p. 1 1 )
Marketing-related issues, strategies, and plans were
adapted or adopted from the business community.
Educators, generally, are neither trained nor experienced
in the marketing principles of business.

They are

education-oriented rather than marketing-oriented: "Too
many principals, teachers, school board members,
professional support personnel, and central office
administrators have felt for too long that all they needed
to do was teach students well.

Achieve that, they

reasoned, and education would continue to rest at the
pinnacle of public opinion" (Armistead, 1982, pp. 1-2).
The transition is even more difficult because
educators are used to thinking of students as individuals
whose unique characteristics, needs, and abilities should
be address.?d once they are in the classroom: " I suggest
teachers are not customer focused.
biology focused.

I suggest they are

I suggest they are English focused- I

6

suggest they are modern math focusedI1 (Beverldqe. 1985, p.
72).

The marketing shift requlres educators to also begln

thlnkfng of students and thelr parents as tlcustomers'l
and
thelr educatlonal offerings as "products."
Even at the level of hlsher education, t.he
conceptuallzatlon of marketlnq for admlsslons has been

described as nmyoplcll:"To date, marketers have not.
appreciated fully the nature of the 'products and
servlces' of hlgher educatlon, the 'consumers' of hlgher
educatlon, the 'firms',

nor the 'market'"

(Lltten, 1980,

p. 152).

B

.

The Comonne_nnttssSQf
-..- Ka-ck.c!-!-ncq.-Fo.~._Pr_l_va
t9- . S.ch-~.!-?
Prlvate schools dlffer from public schools in at

least three Important ways whlch are relevant to the
marketlng concept.

Flrst, prlvate schools charge tultlon

in exchange for educatlonal servlces. Second, parents are
not llmlted by state and federal laws In their selection
pf a prlvate school (e.g., desegregation and district
Zoning are not factors).

Thlrd, prlvate schools are free

to espouse religious and moral phllosophles.

Often,

religious instruction is a vital part of these schnols'
missions.

On the other hand, the Supreme Court has forced

public schools to omit prayer and religious teaching from
their classrooms.
These key differences are related to the major
variables which make up the 'marketlng mix."

Called the

"four Ps" of marketing (McCarthy, 1975, pp. 75-80), these
varlables are Product, Prlce, Place, and Promotion.

For

example, marketers muat assess the effect of charging
$5,000 per year (price) for a high school education when
public schools are "free."

Or, what happens to enrollment

when another private school, a few miles farther driving
distance (place), charges only $2,500?

I f a student has

been brought up In a tradltlonal Cathol ic famll y, what
dlfference Is made by the availability of a Catholic
secondary school whlch provides students with religious
education and the opportunlty for dally church service
(product)?
The fourth variable ln the marketing mix, Promotion,
1s defined a s "any method that corranunicates to the
market about the right product to be sold in the right
place at the rlght price" (1975, p. 77).

Private high

Schools today are spending a great deal of time and money
Qn eromotlonal activlties deslgned to recruit and retain
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students.
I

Typically, these schools' promotional

activities include many of the following:
Yritten Material
- brochures
- catalogues
- newsletters
- direct mail
- flyers
- posters
Audiovisual Material
- audio cassetes
- video presentations
- slide presentations

Events

-

-

-

open house
high school night
grandparents' day
bring-a-friend to school day
mini-class day for grade school students at
high school
coffees for parents
use of building and facilities by other
agencies/community
free tickets to sporting/cultural events at
high school
presentations to students in feeder schools
faculty speakers' bureau

Media

-

-

regular TV coverage, newspaper articles
print, radio, and TV advertising
school news in parish bulletins

(see, for example, Hohner, 1982; Holmberg, 1987, pp.
60-65; Jarc, 1985, pp. 55-58; Kotler 8 Fox, 1985, pp.
287-291, Strangis, 1987, pp. 54-59>

The focus of the proposed study is the'p r o m o t i onal
connnunicat ion of private secondary schools, s p e c 1 f i cal 1 y ,
recruitment rhetoric as i t relates to the market i n g

variables of Product, Place, and Price.

The s t u d y w i 1 1

answer the question: What are the semantic i n d u c e m e n t s
made in private high schools' promotional recru l t m e n t
1 iterature, and how are they related to the m a r k e t i n g

components of Product, Place, and Price?
The second aim of this study wi 1 1 be to f i n d o u t how
the findings above differ according to the age, s i z e ,
cost, religious affiliation and geographic region of the
sample schools from which data is col lected.
The third aim of this study is to analyze t h e
language used to communicate inducements for e n r o l 1 ing in
a private secondary school

.

Spec1 f ical 1 Y, the r e s e a r c h

wi l l examine h w persuasive language is used for dl f f erent
content categories in schools' promotional brochures.
The analysis of data collected in response t o these
research quest ions wi 1 1 provide a better understanding of
the marketing orientations of educational administrators.
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Ultimately, the findings of this research would form the
basis for learning whether the semantic inducements made

in the promotional recruitment literature of private high
schools match the wants and needs of parents of
prospective students.

Although it is beyond the scope of

this research, such a comparative study would get at the
heart of the marketing questions by discovering whether
the marketing strategies of educational administrators in
private high schools are seller-oriented (educatororiented) or client-oriented (parent-oriented).

I f these

marketing strategies are client-oriented they will reflect
the true goal of marketing, which is to establish mutually
satisfactory exchange relationships between persons with
diverse wants and needs and persons that can satisfy these
wants and needs (Nickels, 1976, p. 10).

D.

Research Problem's

Sianificance to the S t u d y of

Communication
Educational administrators generally think of
marketing for student recruitment as a combination of
selling, advertising, and public relations (Kotler 8, Fox,
1985, p. 6).

More accurately, marketing is based on the

concept of exchange: "The modern institution relies mainly
on offering and exchanging values with different parties
to elicit their cooperation and thus to achieve the
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institution's

goals (p. 7).

The professional marketer,

therefore, is said to be skilled at understanding,
planning, and managing exchanges in a way that is mutually
beneficial to both parties involved in the exchange: "The
marketer knows how to research and understand the needs of
the other party, to design a valued offering to meet these
needs, to corrimunicate the offer effectively; and to
present it at the right time and place" (p. 7 ) .
According to Nickels (19761, "Marketing
communications are two-way exchanges of information and
persuasion which enable the marketing process to function
more effectively and efficiently" (p. 5).

The systems

approach to marketing communication identifies three
communication transactions in marketing information
systems: the gathering of information from outside the
firm; the internal flow of information within the firm;
and the one-way flow of information and persuasion from
the organization to customers, potential customers, and
other relevant persons or groups.

This third

communication flow is known as promotion.
states: "'Promotion'

McCarthy

tells the target customers about the

availability of the product that has been designed for.
them" (McCarthy, 1975, p. 8 0 ) .

Philip Kotler has defined
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it as a "special form of communication," one that

Hencompasses all the tools in the marketing mix whose
major role is persuasive communication" (Kotler, 1975, p.
201).

Promotional activities may include advertising,

brochures, newsletters, personal contact, formal
presentations, correspondance, multi-media presentations,
and special events.

Advertising is one part of promotion

and promotion is one part of a comprehensive marketing
communication effort.

The total communication effort,

based on two-way exchanges of information and persuasion,
is described as " a dialogue involving a communication

system whlch enables consumers and producers to
significantly influence each others' goal attainment"
(Kotler, p. 5).

The concept of marketing communication is

based on the transactional view of communication.
This research is concerned with the promotional
communication of marketing.

The research questions

- P
specifically address the information and the

Which is directed from the school to potential customers
(parents and students).

Though much has been written

about marketing in nonprofit organizations in general and
schools in particuiar it has been from a practical
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persective.

Very little communication research has been

devoted to this topic.

This research is significant to

the study of communication because it will provide a
quantitative analysis of the promotional communication of
private high schools.

Most importantly, it wlll increase

understanding of the promotional marketing efforts of
schools at a time when, because of increased competition
and shrinking enrollments, their very survival is most
threatened.

In such a crisis environment, marketing

techniques are sometimes applied to help schools before
complete training and understanding of marketing
principles have taken place.

CHAPTER 2
REVIEW OF LITERATURE

The following is a review of the relevant literature

It

on the topic of marketing for student recruitment.

incorporates the different perspectives of authors from
the fields of business, education, and communication.

A, m e Marketina Perspective
Faced with declining enrollments due to a decrease in
the birth rate, both public and nonpublic American high
schools have adopted a marketing posture toward enrollment
management, better known as student recruitment.

Because

of its relatively new status at the secondary school
level, the role of marketing in education is inconsistent
from school to school.

In additlon, many educational

aclministrators have been reluctant to make the marketing
shift.

Often, this is based on educators' ftelings that

marketing, as a tool of business, is incompatible with the
goals of education and the image of their schools.
14

Marketing for student recruitment is primarily a
communication function.

Whether it is considered a part

of schools' more traditional promotional programs, such as
public relations and advertising, or the other-way around,
the chief difference is on the level of desired ends:
Historically, public relations programs have
worked to create a positive environment for an
institution in ways that cannot always be
measured. Marketing's goal is to produce action
that will affect the bottom line. (Barnes &
Roche, p.2)
The "bottom line" for schools involved in marketing for
student recruitment is to increase the number and/or
quality of applicants or to increase the institution's
market share of students.

Often, retaining current

students is a marketing objective as well.
Promotion management involves presenting a consistent
and favorable image of the organization to the target
audience in order to influence future behavior.

I t is

necessary to distinguish between advertising, promotion
and marketing.

Advertising, like public relations, Is a

Part of promotion.

Promotion is one part of marketing.

Rather than concentrating on only one facet of
cOmmunication (e.g., advertising), effective promotion
management is a coordinated, comprehensive communicat~on
effort on the part of the organization.

I t includes

16

product design, packaging, pricing, publicity, advertisinq
and sell ing.

Communication Is a primary marketing function:
"Marketing is the er-oce.gs whereby wants and needs are
communicated, product offerings are developed t o satisfy
those wants and needs, and the availability of those
offers is made known to interested parties" (Nickels,
1976, pp. 17-18).

Marketing cornmunlcation is, therefore,

a transactional process which re1 ies on the exchange of
symbols by a message sender and message receiver.

A systems approach to marketing recognizes three
communication flows in both profit making and nonprofit
organizations.

The "marketing information systemn is said

to be comprised of: ( 1 ) the gathering of information, or
intelligence, from outside the organization; (2) the
internal flow of data between and among personnel in the
organlzatlon; and (3) the flow of information from the
'Organization to customers, potential customers, and other
relevant persons or groups (1976, p. 7 ) .

The inter-

relation of these information flows is shown in Figure 1.

I t is this third level of communication flow that involves

(1) Information
Gathering
market research
demographic &
psychographic data
product testing
[Identifying Wants &
NeedsI
Consumers
Potential
Consumers

&

(3) Promotion

(information &
persuasion)
advertising
public relations
selling
\
[Communicating
Availability of
Product to Satisfy
Wants & Needs]
Figure 1 Basic Marketing Information Systems

1

The Organization

(2) Information
Sharing
(internal)
analysis
planning
product
development
[Developing
a Product
to Satisfy
Wants &
NeedsI

The Organization
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persuaslon and Is, therefore, known as promotion
management.

For schools, this persuasion Is directed

toward prospective students and their parents.

The

"bottom line," or desired action response, is to persuade
members of this target audience to apply to a given
school

C.

.

The Business-Based Marketina P e r s ~ e c t i v e
The principle marketing paradigm assumed by

educational administrators involved in student recruitment
is a business-based marketing perspective.

This

perspective is based on the assumption that schools are,
esentially, business-like in that they are organizations
that rely upon mutually beneficial exchanges between the
organization and the public in order to sustain operations
(although business also wishes to make a profit).

A logical outcome of this perspective is the
assumption that schools' promotional management activities
should be the same as those techniques used in the
business community:
Think of advertising and promotion a s
techniques. The various principles that are
involved in making it work are the same whether
advertising is used for commercial or nonprofit
purposes. It doesn't matter whether we
advertise a candy bar, a new car, or a museum

--
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tour, the same processes involving research,
planning, strategy, and intensive creative input
are necessary if in the end, the simple folder
or major multimedia ad campaign is to
connnunlcate the message properly. (El lick, 1978,
p. 56)

But the same general principles [of marketing]
can be applied directly to nonprofit
organizations. All that must be changed are the
objectives against which alternative plans are
measured. The Red Cross, art museums, and
governmental agencies are all seeking to satisfy
some consumer groups, and most of the ideas and
principles are directly applicable. (McCarthy,
1975, p. 29)

D.

m e Four Ps of the Marketina Mix
The business-based marketing perspective also assumes

that the components of marketing are similar for both
profit and nonprofit organizations.

Regardless of whether

organizations offer customers a tangible product, such as
automobiles, or an intangible service, such as
intellectual development, the "marketing mix" is said to
be concerned with the same basic components.

Known as the

"four Ps" of marketing, they are Product, Place, Price,
and Promotion (1975, pp. 74-86>.
Product, "something which will satisfy some
customer's

needs" (p. 75), may refer to a tangible product

or, in the case of schools, to a service.

A service is

-

-
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defined as "any activity or benefit that one party can
offer to another that is essentially intangible and does
not result in the ownership of anything" (Kotler & Fox,
1985, p. 223).

Service products, like tangible products,

can be analyzed on three levels: the core level, the
tangible level, and the augmented level.
The core product represents that which the consumer

is really seeking.

I t may, therefore, mean something

different to every customer.

In the field of education,

for example, "qua1 ity high school educationt1may mean
sound preparation for college to one parent, hope for
future social prestige or wealth to another parent, and
satisfaction of parental obligations to a third parent.
The tangible product level is the physical embodiment
of some intangible core product.

The tangible product has

five characteristics: styling, features, quality,
packaging, and branding (1985, pp. 224-226).

The

manipulation of these characteristics is central to the
Promotion of the product component of marketing.
Styling refers to the look or lifeel" of the product.
For example, a school's physical facility and its campus
convey a certain impression.

A photograph of students

21

seated in front of computers in the classroom also evokes
meanings.

In the business world, much of the competltlon

in sales takes place on the tangible level of styllng.

In

educatlon, too, styllng can be controlled and communicated
in order to establish a competltlve advantage.
Accordlng to Kotler and Fox, "Features are lndlvldual
components of the tanglble product that could be easily
added or subtracted wlthout changing the service's
or qualityN (1985, pp. 224-225).

style

A feature of a hlgh

school currlculum mlght include the availablllty of
advanced placement courses for whlch college credit can be
earned.

Or it mlght take the form of a new Olympic-size

indoor swimming pool.
Quallty, a nebulous concept to begin wlth, 1s a
tangible product characterlstlc referred to frequently in
schools' promotional literature.

Quallty refers to "the

percelved level of performance in a service" (p. 225).
Quallty determlnatlons are, therefore, a subjective.

An

example 1s the number of professlonal degrees achieved by
faculty.

Two condltlons must be present, from a marketing

Perspective, for this to be an effectlve determlnant of
quality: the target audience must have access to
lnformatlon regardlng a specific quallty dlmenslon and the
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target audience must value or associate the dimension with
quality.

In the example above, parents must be told what

the faculty's

degrees are and they must attach to the

dimension, "degrees earned," the meaning, Wquality.ll
Frequently, high schools have many criteria for defining
UqualltyM:
Quality in Catholic schools means a number of
things: testing scores; ability of students to
enter college successfully; national rankings;
merit scholarship winners; scholarship awards in
general; special programs for the slow learner,
disadvantaged student or the academically
superior student; student activities,
accessibility; and teacher interest in the lives
of the students.. I f the message of such qua1 i ty
is heard loud and clear, the school has taken
the most important step in the recruitment
process. The quality of the program will do
more than anything else to attract students and
parents. (Jarc, 1985, p. 51-52)

.

Packaging, in the business community, carries a very
specific meaning.
book's

cover.

I t is the wrapper on the candy bar, the

For schools, packaging is "the contribution

of the larger context in which the service is obtained"
(Kotler 8 Fox, 1985 p. 225).

For schools, packaging is a

campus containing full-grown Dutch Elm trees and
ivy-covered brick buildings.

Compare this to the

environment of the inner-city school.

As with tangible

Products such as perfume or liquor, packaging can add
Perceived value to a school's

service product.

Branding refers to the names and other symbols
identified with a product.

" I v y League," in the example

above, may bestow added value to a school.

Other examples

include "The Fightin' Irish," " individual ized
instruction," and a logo such as a school seal.
The third level of Product is the augmented level.
This level refers to those product offerings or benefits
which go beyond the core and tangible product levels.
example is membership in a school's

An

alumni association

upon graduation.
Place, the second of the four Ps on the marketing
mix, refers to the channels of distribution in a marketing
exchange.

Place is "concerned with all of the problems,

functions, and institutions involved in getting the right
product to the target market" (McCarthy, 1975, p. 77).
Specific to the the field of education, Place answers the
question, I1How can we make our programs and services
available and accessible to our target consumers?" (Kotler
b Fox, 1985, p. 260). Place, in the marketing context, has

many dimensions: spatial, temporal, symbolic, political,
and aesthetic.

The spatial dimension includes location,

dlatance, and proxemlty.

But a school may be located

within what a student considers a reasonable traveling
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dlstance and stlll not be considered "accessible" due to
the temporal dlmension.

I f classes are offered only

durlng the day, most working adults wlll not have access
to the courses belng offered.

Place dimensions may also

refer to the physlcal or social environment in whlch the
school is located.

Students and thelr parents may be

reluctant t o choose a school that Is located In what is
regarded a s dangerous nelghborhood.

There are also

symbolic and polltlcal dlmensions attached to the Place
component.

The "nelghborhood school," the "regional

school," and the "state school" are all labels which evoke
symbolic and political meanlngs which may not be shared
unlformly.
The channels of distribution in education are being
expanded due to rapidly changing technologies and the
emerglng role of the medla in education.
now belng offered via television.

Telecourses are

Tutorial courses are

"self-taughtu vla computer asslsted instruction.
Separation of Church and State rulings have led some

religiously afflliated schools to provide state-funded
Programs, such a s drlver education, In mobile classroomsSpecially-deslgned vans parked outside the school
facillty.

One university instituted a "Learn & Shop"

program whereby credit courses were offered in shopping
centers and department stores (Duerden, 1986).

Kotler

(1978, pp. 239-243) suggests that, in the future, it may
be possible for schools to use holography, the
transmission of three-dimensional images of teachers, to
cope with the economic circumstances created by rising
costs and uneven teaching quality.
Place also has an aesthetic dimension.

Kotler

(1973-74, pp. 48-64) uses the term "atmospherics" to
describe "the conscious designing of space to create
certain effects in buyers."

These effects may include

feelings of well-being, safety, intimacy, or awe.
Atmospherics is based on the notion that the "look" of
physical facilities can affect consumer attitudes and
behavior.

The atmosphere of the place, Kotler believes,

may even be more important to consumers than the product
itself in some instances.
Price, the third component of the marketing mix,
also has many dimensions.

At its most basic level, Price

refer3 to the exchange of money for some tangible product
or service: "Any transaction in our modern economy can be
thought of as an exchange of money
Price

-

-

the money being the

for Something" (McCarthy, 1975, p. 79).

The

transaction is based on the assumption that both the
company and the customer will be mutually satisfied as a
result of the transaction.
Schools depend upon tuition and other revenues for
survival.

Some schools are profit making, which means

that, in addition to sustaining their operations, they are
looking to have a surplus of revenues over expenses.
price includes dimensions beyond tuition.

But

Price includes

discounts, scholarship and financial aid, method and
timetable of payment, and auxiliary fees and expenses such
as room and board, books, parking, uniforms, activities
fees, and travel expenses.
Price may include non-monetary dimensions as well.
Price may include effort costs, psychic costs, and time
costs.

(Kotler 8 Fox, 1985, p. 242).

Schools that

require students seeking admission to write' an essay or
attend an interview are adding "cost" to the enrollment
decision.

The fear of being rejected also adds "cost" to

the process of applying for admission.
Price also has symbolic dimensions.

The price of a

Product is often an indicator of its perceived quality.
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Consumers tend to perceive expensive private schools as
prestigious, excluslve, and of superior quality.
Price may be related to Place in cases where the
travel distance to school may be equated with additiona
fuel costs.

Or i t may be equated with the amount of

effort required by the dally drlve to and from school.
Promotlon, the fourth component of the marketing m

"1s concerned wlth any method that c o m u n l c a t e s to the
target market about the right product to be sold In the
rlght place at the right price" (McCarthy, 1975, P. 77)
Without this comhunicatlon, marketing strategies involv
the components of Product, Place, and Prlce are
Ineffective.

Information about these three components

must be comrnunlcated to the target audience in a
Persuasive manner in order to affect the "bottom line"
(Increased enrollment).
As stated previously, promotion manaqement

involve

the thlrd level of communication flow In marketing: tha
which flows from the organization to the customer or
Potential customer.

T h i s flow of lnformatlon and

Persuasion takes many forms:

advertising, catalogues,
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newsletters, personal selling, sales promotion, publicity,
and public relations to name just a few.

At the same time, promotion involves a
multidirectional communication flow or "marketing
dialogue" :
Promotion is one element of a comprehensive
marketing communications program. Marketing
communications establish a dialogue between the
various participants in marketing transactions.
Promotional messages are those elements in the
dialogue designed to inform and persuade others
of the merits of estsablishing and maintaining
The ideal marketing
marketing relationships.
communication process is a functioning dialogue
involving a communication system which enables
consumers and producers to significantly
influence each others' goal attainment. The
objective of a marketing communications system
is to establish and maintain such a
All parties in a marketing
dialogue
relationship must communicate what they want
Society must make its wants
from each other
and needs known, and social institutions must
communlcatae their willingness to satisfy these
desires. In addition, participants in potential
market relationships try to persuade the other
members that a market relationship will be
satisfactory. The marketing communication
function thus involves flows of information U
persuasion. (Nickels, 1976, pp. 3-23)

...

....

...

This promotion may be purposeful, as in the case of a
student recruitment brochure, or unintended: "Colleges,
schools, and other educational institutions communicate
about themselves by their very existence, whether or not
have a formal communications programu (Kotler & Fox,

receptionist, comments made by faculty members at cocktail
parties, the attractiveness of the school's

campus all

communicate something to the target audience.
Product, Place, Price, and Promotion are
interdependent and coequal components in marketlng.
Sequentially, these four P s have a logical order:
We develop a Product that we feel wil 1 satisfy
the target customers. Then we find a way
(Place) to reach our customers. Promotion tells
the target customers about the availablility of
the product that has been designed for them.
Then the Price is established in the light of
expected customer reaction to the total
offering. (McCarthy, 1975, p. 80)

E.

The Concept of Exchanae
As suggested by its emphasis on multidirectional

communication flow, or dialogue, marketing is driven by
the concept of exchange:
Marketlng is a process in a society that,
subject to constralnts, attempts to establish
mutually satisfactory product exchange
relationships between persons with dlverse wants
and needs and persons tor machines) that can
partially satisfy these wants and needs.
(Nickels, 1976, p. 10)
Marketing is more than a single act of exchange.

I t is a

Process in which a friendly relationship between both
Parties involved in the exchange is established and
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developed through multidirectional communication flows.

This exchange should be perceived by both partles

as

mutually satisfactory in order for the transaction to
occur and to be maintained.

If one or both of the parties

involved in the exchange begins to feel that they are no
longer better off for having participated in the exchange
the relationship will be terminated.

In the case of

student recruitment, It would beneflt a school little If

it successfully persuaded a student to enroll only to have
the student transfer out of the school wlthln the first
year due to dlssatisfaction.

Hence, the process involving

the interdependent components of Product, Place, Price and
Promotion 1s an ongoing one.

F.

Th e-.-E-d~.a_t.l~~~aL_Pe~s~_e_
c;ti?re
In splte of the trend toward developing a marketing

Posture toward student recruitment, many educational
administrators are reluctant to embrace the marketing
concept fully.

Behlnd these amblvalent feelings are two

main crlticlsms of marketing.

Flrst, marketing Is

lncompatlble with the educational mission:
Some administrators, trustees, faculty, and
alumni believe that marketing is for
profit-making businesses, and that educational
institutions should be nabove" marketlnq. They
feel that educational values and techniques are
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direct opposites to the values and techniques of
business and that the two worlds cannot and
should not be brought closer together. In their
view, the purpose of education is to impart
knowledge, analytical skills, and habits of
reflection and rationality, whereas the purpose
of marketing - and of business in general - is
simply to make money. They view marketing as
"hard selling" and believe it cheapens education
and the educational institutions that use it.
(Kotler & Fox, 1985, pp. 13-14)
Philip Kotler believes that this image of marketing

is undeserved.

Marketing and "hard sellingn are, in fact,

opposites:
Actually, marketing started out as a contrast to
the idea of pure selling...the idea arose that
we should make a product that doesn't require
hard selling because it sells itself. If we
figure out what people really want, then there
will be a natural market for the product and
selling would be easy
So, marketing and sales
are opposites in some ways. A good job of
marketing can make hard selling redundant.
(Harper, 1986, p. 16)

...

The second criticism of marketing by educational
adninistrators is that marketing should not be needed.
Education is good, they reason, and people should "know
what is good for them."
In the end, educational administrators appear to be
willing to adopt the principles of marketing as a
unecessary evil."

A college professor writes that "in the

19803, if you/re not prepared to market, you cannot expect
remain competitive...The

battle over whether or not to
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use marketing has already been decided.

For most

institutions it comes down to a choice between getting on
the train or fading into oblivion back in the stationn
(Grossman, 1987, p. 15). Educational institutions are,
after all, business-like in that they rely on customers to
sustain operations.

Another educational administrator

confesses:

....
....

I used to hate advertising
I thought our
advertising made education look cheap. And I
doubted that it really worked
Advertising
seems blatant, self-serving, commercial,
competitive, overstated, glib, embarrassing, and
potentially misleading. Many of them [faculty
members1 think that a campus that stoops to
advertise is deperate for students and probably
educationally unsound....I
still don't
like
advertising, but I've found that it can be an
effective part of an institution's
image-building and student recruitment efforts.
Why? Because it works...Businesses and industry
around the world spend staggering amounts of
money on ad campaigns. Businesses stay afloat
because their ads work. Our campuses need to
stay in business, and we have something to sell.
(Goldstein, 1986, pp. 92-93)
Despite the similarities between business and schools
and the cognitive shift among educators toward adopting a
marketing posture toward student recruitment, there are
recognized differences between the business-based economic
model of pure competition and the marketing realities of
Private schools.

There are four disparate factors

(Abramowitz & Stackhouse, 1980, pp. 72-75).

First, the
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business-baged model assumes that behavior of firms is

motivated by profit potential. Most private schools are
Often, in spite of long waiting lists, private

nonprofit.

schools do not, as a matter of course, raise their
tuitions in order to maximize profits.

A school's

philosophy, for example, may include a goal of avoiding
serving only the financial elite.
produce homogeneous goods.

Second, schools do not

That is, unlike commodities

produced and distributed in the competitive marketplace,
the educational Wproductu is ambiguous and inconsistently
perceived by consumers.

I t is possible for two consumers

to have vastly different opinions about what the school
product is.

Therefore, the consumer-oriented,

business-based marketing concepts could not easily be
applied to school situations.

Third, imperfect

competition exists among private schools.

A business firm

will have some control over the price of its product if it
distinguishes itself, if only slightly, from similar
Products produced by competitors.

Because the educational

product is ambiguous, it is often easier for schools to
appear to be different (whether it is intentional or not>
from their competitors and establlsn a marketing niche.
Fourth, the business-based marketing model assumes that
base their choices on complete and accurate

information which 1s made available to them at no cost.
In schools, Imp-punatiorl

occurs on three levels:

On the first level, information is costly and/or
slow, but posslble, for the consumer to obtain.
On the second level is the natural asymmetry in
information between the producer and the
consumer; e.g., the doctor knows more than the
patient. The consumer does not necessarily know
the value of what he or she has purchased until
after the purchase has been made. But it is the
third level that describes best the imperfect
information condition in education: neither the
producer nor the consumer has much understanding
about what is produced. Professional educators
(producers) know more than parents (consumers)
about what goes on in school, but the former are
usually unable to predict either the effect of
their efforts or the best way to proceedd with
production. Even after the professionals have
finished their work, they are unable to isolate
what difference their efforts might have made.
Therefore, both consumers and the producers
possess only very limited relevant information
about the process of education. I f consumers do
not fully understand what they are buying and
producers do not fully understand what they are
producing, the exercise of choice by consumers
and competition by producers still might not
lead to an efficient market. ( 1 9 8 0 , p. 75)
Whether or not private schools and businesses are
really similar or different, and while marketing has Its
adversaries and advocates in the field of education, it
appears that the latter outnumber the former and that this
trend is growing.

While educators are willing to adopt

this business practice, it is unclear whether they fully
understand it.

A survey of college admlnlstrators whose
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schools were faced with declining enrollments revealed
that 61% viewed marketing a s a combination of selling,
advertising, and public relations.

Another 28% said that

it was only one of these three activities. Very few
believed that marketing had something to do with needs
assessment, marketlng research, product development,
pricing, and distribution <Kotler & Fox, 1985, p. 6).

As

stated above, the tendency among educators is to view
marketing as selling, and "hard selling" at that, rather
than the management of mutual 1 y sat isf actory exchange
relationships.

I f educational administrators do not understand that
marketlng involves two-way exchanges of information in
order to satisfy wants and needs, then it is unlikely that
they will be successful In establishing and maintaining
mutually satisfactory relationships.

Needs usually refer

to necessities whereas wants usually refer to desires.
Marketing is not, or should not be, concerned with

c h a n l society's

wants and needs.

Rather, marketing is

concerned with ~atisfvir\gwants and needs (Nickels, 1976,
Po

13).

Because of its emphasis on consumers' wants and

needs, marketlng Is said to be client-oriented, not
Seller-oriented (Kotler & Fox, 1985, p. 8.):

A marketing orientation holds that the main task
of the institution is to determine the needs and
wants of target markets and to satisfy them
through the design, communication, pricing, and
delivery of appropriate and competitively viable
programs and services. An institution with a
marketing orientation concentrates on satisfying
the needs of its constituencies. (1985, p. 10)
However, because of tradition, institutional culture,
isolation, and an insufficient understanding of what
marketing is, educational institutions often become
preoccupied with seller-oriented approaches to marketing.
These include

"product orientations" which presume that

the school must offer programs it believes to be good for
its clients regardless of what they actually believe.

educator likens this outlook to Emerson's

One

famous

statement: " I f a man can build a better mousetrap than his
neighbor, the world will make a beaten path to his dooru
(Grossman, 1987, p. 15).
A "production orientation" presumes that the major
task of a school is'to produce and distribute its Programs
and services as efficiently as possible.

For example, it

may be more economical to offer courses only between the
hours of eight in the morning and three in the afternoon,
but this precludes students who may deslre the option of
taking some courses in the evening because of employment
obligations.
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A

"selling o r l e n t a t i ~ n assumes
~~
that the institution

should stimulate the interest of potential consumers in
existing programs and services.

Under this assumption,

educational admlnlstrators are apt to increase spendlng on
advertising their current programs in order to "push"
consumers lnto chooslng them (Kotler &-Fox, 1985, pp.

When educational institutions' self perceptions and
perceptlons of the wants and needs of parents and students
are in conflict with each other, marketing strategies can
produce results whlch are the opposite of those intended:

A nonproflt Institution can have a self-image
that conflicts with the needs of Its audience.
What the nonprofit group perceives as dignity
and intel llgence, the audlence can perceive as
boring and arid. The job of advertising and
promotion 1s to bridge thls gap in perceptions.
(Ellick, 1978, p. 5 6 )
In "Recruitment rhetoric in brochures advertislng the
all volunteer force," Shyles

&

Ross (1984) showed how

content analysis of recrultment rhetoric in brochures can
be used to reveal conflict between promotional lntent and
semantic content.

The study analyzed the inducements

offered and demands made of potential volunteers in
brochures advertlsing the military's all volunteer force.
The results were that the major incentives offered to
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potentlal volunteers conslsted of lnstrumental rewards for
jolnlng the Army.

These Instrumental rewards included

monetary o f f e r s t o pay for educatlon, opportunltles to
galn job tralnlng for the clvlllan sector, and offers of
other econor~ilc galns In exchange for ml 1 1 tary service.
Few persuaslve appeals addressed lntrlnslc rewards such a s
adventure, camaraderle, and self-actuallzatlon.

Hence.

the brochures cast the mllltary In the role of a stepping
stone to other non-mllltary goals.

T h l s 1s one possible

explanatlon, the authors belleve, for the military's
dlfflculty In retalnlng recrults.

T h i s study clearly

reveals the dlfference between a true deflnltion of
marketing and one based upon a cursory association o f
marketlng with Its more vlslble components (e.g.,
advertising) In order t o brlng about a quick flx to a

recruitment problem.
mllltary's

While the brochures advertlslng the

all-volunteer force dld effect an exchange

relationship, it w a s not a lastlng one.

Nor w a s It

mutually satisfactory because, In the end, the mllltary
was unable t o retain its new recrults after spendlnq a
dlsproportlonate amount of tlme and money training them.
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G.

Pers-ket

h q

While it is true that marketing involves a
cl lent-oriented exchange relationship, the responsibility
for marketing belongs to the seller.
suggest that

There is evidence to

declining enrollment is of relatively little

concern to consumers.

A 1982 survey

revealed that

Hdeclining enrollmentH was the second greatest concern of
American school board members.
supportU ranked first.
the pub1 ic's

"Lack of financial

The same year, a Gallup Poll of

at t i tudes toward educat ion, showed that,

while ranking "lack of financial support" second, the
public ranked "declining enrollment" last in their list of
13 concerns (Underwood, Fortune, & Meyer, 1983 p. 221.
The marketing process, therefore, depends heavily on
the role of persuasion:
Our thesis is that the huge amount of
inefficiency in marketing is traceable to
fallure to come to grips with the true nature
and function of persuasion. Persuasion is-or
rather should be-the central force that pulses
through the entire process, the end toward which
all planning and every single action between the
production of a good product and its purchase
and use by consumers should contribute.
CSchwerin & Newell, 1981, pp. 4-5)

Marketing, in thls context, is more than developing a
Product that meets consumers' wants and needs and then

communicating its existence.

Marketing persuasion is said

to involve a process that begins with identification of a
(1981, pp. 12-18).

consumer-perceived problem

The

problem may be perceived by consumers either consciously
or subconsciously.

Second, a solution to the problem is

created to f i l l the gap.
must Wmesh.w

The solution and the problem

That is, the solution must be targeted to

provide a relevant answer to the problem.

Once

communicated, this meshing of problem and solution effects
a reaction in consumers' minds.

However, most consumers

do not act on impulse and are simultaneously bombarded
with other distractions including other possible solutions
to their problem.
is eroded by time.

The newly created "sales in the mind"
The seller then restimulates the

"sales in the mind" through a purposeful and sequential
repetition of the idea.

This leads to attitude change

and, eventually, behavioral change.

Finally, the seller

realizes incremental sales gains: the concrete result of
1 ndi v i dua 1 behav i or changes.

The point of departure for educational administrators
attempting marketing persuasion should be, therefore, the
identification of consumer-perceived problems and the
wants and needs upon which they are based.

But without
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conducting structured market research, educators, in many
cases, are forced to rely upon their own

about

what parents want and need.
Studies of high school principals have shown how the
educational goals of administrators can differ from the
administrators' perceived goals of parents.

For example,

Cathol ic high school principals rank "bui lding cormunity
among faculty, students, and parents" a s their number one
goal while ranking this goal eleventh as their perception
of parent views (The Catholic Hiah School: A N a t i o w
portrait, 1985, p. 117-119).

Naturally, these educators

would be likely to downplay the role of "building
connnunityn in their attempts to persuade parents to choose
their schools.

If the educators' assumptions are wrong,

there would be little chance of them achieving the
intended result.
H*

*
In summary, the relevant literature demonstrates that

Private American high schools trying to cope with the
Problems of enrollment declines have adopted a businessbased marketing perspective in order to bolster student
recruitment.
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Marketing involves an integrated system of
canmunicatlon transactions between the organization and
its clientele.

Marketing communication is transactional,

or dialogical, in that its function is to establish and
maintain a mutually satisfying exchange relationship
between the organization and its clientele.

The concept

of exchange is predicated on the idea that the
organization first must understand the wants and needs of
potential clients.

Then it must develop a product

offering to satisfy those wants and needs.
The organization must make its product, which can be
tangible or, in the case of schools, an intangible
service, accessible to the public and at a price that is
perceived to be beneficial by each party involved in the

Product, Place, Price and Promotion comprise the four
essential and interdependent components of the marketing
mix.

Promotion refers to the one-way transmission of

information and persuasion from the organization to
Potent la1 customers.
Disparities exist between the business-based
marketing model of pure competition and the realities of
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parent-school relationships.

One of the most important

disparate factors concerns imperfect Information.

Whlle

the business-based marketing model assumes that consumers
base thelr choices on complete and accurate information,
imperfect information in educatlonal marketing refers to
the notion that the educatlonal tlproduct" is ambiguous and
inconsistantly defined both by sellers (school
administrators) and customers (parents of prospective
students).
Based upon evidence that educatlonal administrators
do not fully understand the marketing concept, that they
have ambivalent 'feelings toward adopting a marketing
Posture, and that promotion in education is forced to rely
on the exchange of Imperfect information, it is prudent to
collect and analyze data from prlvate high schools'
recruitment literature in order to see how I t reflects the
marketing principles upon which it is based.

That Is,

what are the assumptions made by educational
aclministrators in private high schools relative to the
'perceived wants and needs of parents?

Do different types

of schools market themselves differently?
Persuasion used to promote schools?

How Is

Is this recruitment

rhetoric client-oriented, a s the business-based marketing

model indicates it should be, or is it seller-oriented?
Answers to these quest ions would be useful to private high
schools that are spending increasing amounts of time and
money marketing for student recruitment in order to ensure
the very survival of their institutions.

In the broader

sense, these answers would be useful to all nonprofit
organizations involved in member or client recruitment.
These organizations include the military, churches,
volunteer associations, pol i tical and civic groups,
colleges and universities, and elementary schools.

The specific research questions to be explored in
this study are:
1. What are the content categories, and their
relative emphases, presented in the
recruitment rhetoric of brochures promoting
private high schools?

What are the relative emphases given to
the marketing components of Product, Place
and Price presented in the recruitment
rhetoric of brochures promoting private
h i gh schoo 1 s?
2.

How do the relative emphases given to
the content categories in brochures
promoting private high schools vary
according to the size, cost, age, geographic
region and re1 igiouv affiliation of the schools?
3.

4s

4. How do the content categories presented
in brochures promoting private high schools
differ according to the persuasiveness of
1 anguage used?
The following chapter provides an operationalizati
of the terms used in these research questions, includin
"content categories," "brochure," "private high school,
"Product ,' HPlace,u "Price," "size," "cost ," "age,"
I1geographic region,'' "retigious affiliation," and
"persuasive language."
appears in Appendix C.

A dictionary of content categor

CHAPTER 3
PROCEDURES

In this study, references to Product, Place and Price
will be based on the definitions of these components of
the marketing mix a s put forth by Philip Kotler (refer to
Chapter 2 of this study, pp. 19-29).
"Private high school" will refer to any secondary
school which is not a public school and not solely a
boarding school.

However, schools which provide on-campus

living opportunities but which also have students who
Commute (1.e..

"day students") will be included.

school must charge a tuition.

The

The school must provide

educat ion for grades n ine through twe 1 ve a s a minimum
requirement although additional grade levels may be
offered.

The school must be located in the United States

and listed in the 1987 edition of private Inde~endent
&hX2Ql.g~ pub1 ished by Bunt ing and Lyon, Inc.

Known a s the

"Blue Book," this reference lists and describes 1,187
46
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prlvate schools lncludlng 372 boardlng schools and 815 day
schools.

All of the schools listed are accredited by

recognized school and college assoclatlons.

Thls

reference wlll serve as the sampling frame for the
proposed study.
The schools will be analyzed according to flve
dimensions: Size, Cost, Age, Geographic Region and
Religious Affiliation.
total enrollment.

Size of school will refer to the

Cost wlll refer to the school's

tuition for day students.

normal

Age wlll refer to the number of

years the school has been In continuous operation.
Geographic Region will refer to the area in which the
school is located (e.g., Southern). Religious Affiliation
will concern whether or not a school is affiliated with a
religious faith.

Analysis will not concern denominational

differences for religiously affiliated schools.

There were 1,189 schools llsted in the sampling
frame.

Of these, 554 schools met the operational

definition of "private high scho01'~ (i.e., coeducational,
not solely boardlng, offering grades 9 through 12). A
stratified random sampling method was employed.

Selecting
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every fifth school from an alphabetical listing of schools
by the states in which they were located created a
geographically stratified random sample.

This sub-sample

consisted of 110 target schools representing 35 states.
Delaware schools were excluded from the sampling
frame because of potentially biasing factors.

It should

be noted that this researcher works in a private high
school in Delaware.

Schools from four states (Idaho,

Kansas, Nebraska and Nevada> were also excluded because
only one school meeting the operational definition was
found in each state.

It was felt that these schools would

not reflect the normal competitive environment associated
with schools in most states having a larger private school
choice selection.

B * instrument
Several data-gathering instruments were considered
for this study: questionnaire, phone calls with caller
posing as prospective parent, etc.

A letter of inquiry

Was selected as the most economical and efficient
instrument for obtaining the desired material for
analysis: a brochure and a cover letter.

Using a word processor and laser printer,
individualized letters were prepared for each of the 110
schools (see Appendix A).
addressed to the school's

Each letter was personally
head.

Typically, this person

was either the headmaster/mistress, principal or director.
Each letter was originally signed to further establish the
impression of a valid request for information from a
prospective parent moving to the state in which the target

*

school was located.

A woman's

based on this researcher's

signature was used because,

professional experience, most

requests of this type are made by the mother rather than
the father.
C.

Content Analvsig
Content analysls 1s an unobtrusive research method

useful in the examination of written documents: it
is particularly well suited to the study of
communications and to answering the classic
question of communications research: "Who
says what, to whom, why, how, and with what
effect?" As a mode of obervation, content
analysis requires a considerable handling
of the yhat, and the analysis of data
collected in this mode, as in others,
and with what effect.
addresses the &w
(Babble, 1973, p. 268)
The proposed research relied on the general
literature available on content analysis methodology and

Content

applied it specifically to the topic under study.

w a l v s i a of C o ~ i c a t i o n(Budd, Thorp & Donahue, 1967)

and Content Analysis for the Social Sciences Wd
Humanities (Holsti, 1969) provided a sufficient background
In the theory and application of content analysis for the
proposed research.

The Practice of Social Resear&

(Babble, 1973) was used to provide an overview of the
logic and the ski1 1s of social scientific research.

Determinations were made as to what constituted a
school's

brochure, since other promotional materials were

often included in the mailings.

Determinations were also

made as to whether every word or sentence in the brochures
should be considered in the content analysis or whether
some parts of the brochures should be excluded.

Emphasis

was placed on including as much of the written text of the
brochures as possible in the content analysis.

Captions

were counted, as were quotations set off from the rest of
the text.

Headings were not counted, nor were incomplete

Statements such as "Coeducational

-

Grades 9-12."

Some brochures included a course catalogue as well.
These sections of such brochures could be as much as 10-20
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pages in length and were clearly separated from the rest
of the brochure.

Frequently, these sections were printed

on a different paper stock and included no photographs,
for example.

Because physically separate course

catalogues were not considered in this analysis, sections
of brochures functioning as course catalogues also were
not considered.
The target of this study was the secondary school
(grades 9-12).

However, some of the schools in the sample

also had lower and middle schools (grades K - 8 ) .

Sections

of brochures whlch clearly pertained to the lower and
middle schools only were excluded from this analysis.

E*
A unit of analysis was generally defined as a
complete sentence.

Lists, such as lists of colleges

attended by graduates, were treated as one unit of
analysis if stated in the form of a complete sentence.
Each complete sentence was counted in the most
appropriate category on the data collection sheet (see
Appendix B).

However, one sentence may have included

clearly distinct references, or "messages," pertaining to
more than one category.

Therefore, the specific unit of

analysis was each message.

In cases with more than one

message per sentence, each message was counted separately.
Therefore, It was possible for one sentence to have been
represented by more than one tally mark on the data
collection sheet.

For example, the following sentence

might be represented by three tally marks (1.e.. one each
for History/Tradition, Campus/Facilities, and Directions/
Transportation):
Founded in 1969, the school occupies a
nine-acre campus in Mullica hill,
eighteen miles from the Walt Whitman
Br 1 dge

.

Each distinct reference was tallied either as a
message (m) or a s a persuasive message (pm).

These

classlflcations refer to the type of language used
(semantics) rather than the message content.

Persuasive

messages were defined a s messages using language that
explicity mentions a benefit, advantage or certain desired
quality or desired outcome that may be favored by a
Prospective parent or student.

The following statement is

. .
exaggerated In order to dlstlnguish between an e x ~ llclt

Persuasive message and one that merely j m ~ l i e ga beneflt,
advantage or desired outcome:

Our 200-acre campus contains 14 tennis
courts, an 18-hole golf course and a ninestory library.
The content, or things mentioned in this statement, seem
to imply a benefit (e.g., a beautiful, spacious and
well-equipped campus and school).

Such a campus may be

highly valued by parents and students.
language is not persuasive.

However, the

The following statement is an

example of a persuasive message (i.e., one that explicitly
mentions a benefit, advantage or desirably outcome):
Our school provides students with the
best possible resources needed to ensure
optimum educational development.
It must be noted that, in a sense, all things mentioned in

promotional brochures are meant to persuade: otherwise
they would not be included in literature intended to
recruit students.

However, for the purpose of this

research, the distinction between messages and persuasive
messages refers only to the semantics.

Any reference to

one of the 28 categories not fitting the operational
definition of a persuasive message (pm) was counted as a
message (m).

In cases where more than one category was

referred to in a single sentence, each separate reference
was judged independently as to whether it was a message or
a Persuasive message.

A sampling of five brochures was analyzed in order to
identify content categories.
categories.
combined.

This process yielded 38

Similar content categories were then
The resulting categories were then tested and

refined by analyzing five additional brochures.

In the

process of identifying content categories, a dictionary
was created (see Appendix C).

This dictionary of

categories was used both by this researcher and by the
individual judges involved in reliability testing.

The

dlct ionary included explanations of each category along
with illustrative examples from the brochures.
Finally, 28 mutually exclusive and exhaustive content
categories were identified, operationalized and listed on
the data collection sheets.

The categories were grouped

according to the components of the marketing mix (i.e.,
Product, Place and Price) and one category group called
'Other."

Each category listing allowed messages to be

tallied a s either a message < m > or as a persuasive message
(pm).
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Each school's

data sheet also haki spaces for coding

the five dimensions to be studied A L . e . ,

Age, Cost, Size,

Geographic Region and Rellgious Affihtation).
G.

Peliabilitv Testinq
Reliability testing was done b o w for the

classification of semantic content intm the 28 categories
and classification of semantic conten% according to the
persuasiveness of language used.

Two coders, an

elementary and a secondary school teacher, were trained in
the coding process.

Using the content category dictionary

(see Appendix C) each Judge was instructed to
independently classify the semantic content of three
randomly selected brochures.

The coders' responses were

compared against the researcher's

in these same brochures.
Table 1.

coding of the messages

The results are presented in
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Table 1
Results of Reliability Testing
Category Classification Phase
% of
# in AareeI Proport ion I
Coder 1 I Coder 21 in breementl Aareement
I
I
I

Brochure 1
Brochure 2
Brochure 3

64
81
114
259

1

1
I

56
74
111
241

1

1
I

120/140
155/190
225/241
500/57 1

1 85.71%
1 81.57%
I 93.36%
87.56%

Persuasiveness of Language Classification Phase

Brochure 1
Brochure 2
Brochure 3

Proportion I
%of
# I
Coder 1 I Coder 21 in Aareementl Aareement
1
I
I
52
1
57
1
109/129
1 84.49%
74
111
237

1
I

72
100
229

1
I

146/180
21 1/236
466/545

I 81.11%
1 89.40%
85.50%

The category identification phase of the research was
Slightly more rellable than was the persuaslveness of
language phase.

A rate of agreement of

87.56% for

category classification and 85.50% for persuasiveness of
language classification was achieved.

Thls rate of

agreement was deemed acceptable and indicates that the
researcher's

content analysis of the brochures was

-
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reliable.

Using the same data, the reliability of the

coding of categories according to the marketing components
of Product, Place, Price, and Other was tested.

There was

a 96.14% rate of agreement in the coding of marketing
components.

Of the 22 marketing component codings found

to be in disagreement, 10 were between Product and Other,

-

6 were between Product and Price, 5 were between Price and

Other, and 1 was between Product and Place.

H.

Because the brochures varied in size, length and
format, descriptive statistics concerning the content of
brochures was based on frequency per 100 messages using
mean scores across all brochures.

Using SPSS-X computer

software, data were analyzed on four levels which
correspond to the four research questions.

First, the

data were analyzed according to the frequency means of the
28 content categories.

Second, the data were collapsed

and analyzed according to the category groupings
corresponding to the components of the marketing mix
(lee., Product, Place and Price) as well as one additional
grouping called "Other" for categories not fitting one of
the marketing component groups.

Third, the data were

analyzed according to the five dimensions of the schools
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(lee., Size, Age, Cost, Geographic Region and Religious
Affiliation).

Finally, the data were analyzed according

to the persuasiveness of language used (i.e., messages and
persuasive messages).

Throughout, standard error scores

and 95% confidence levels were the basis for comparing
means.
It was hoped that the letters of response
accompanying the brochures would address probes for
information in the letter of solicitation.

This content

analysis would be performed separately but would follow
the same general analysis prodedure used for the
brochures.

Two things were expected to be accomplished by

analyzing the brochures and

letters separately.

First,

the letters of response should have represented greater
validity than the brochures since they are direct, rather
than indirect, measures of school administrators'
orientations.

Having two sets of data to compare would

have helped cross-validate findings.

However, while some

of the respondents did send a cover letter addressing the
information probes in the letter of solicitation, there
was not a sufficient number to analyze a s intended.
Furthermore, it was apparent that most of the letters sent
were form letters.

They could not be considered valid

responses to the lnformatlon probes In the letter of
solicitation.

The proposed content analysis of these

letters, therefore, had to be excluded from this study.

I.

Defense of This A v ~ r o a c h
This general research approach has been used to

analyze the inducements and demands made of potential
volunteers in brochures advertising the military's
volunteer force (Shyles 8 Ross, 1984).

all

The Shyles and

Ross study is similar to the present study both in terms
of units of analysis and the concept of recruitment
rhetoric.

One problem with the Shyles and Ross study

concerns the question of representativeness.

A

convenience sample was drawn from available materials.
The present study, however, utilizes a comprehensive
directory of private schools as a sampling frame and a
stratified random sampling method.
There appears to be a high degree of validity between
the orientations of school personnel toward the benefits
of their school and the frequency of mentions of content
categories In the brochures.

According to Hugh Rank's

model of persuasion (cited in Larson, 1983) the authors of
Promotional literature would be likely to intensify
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through repetitlon those thlngs percelved to be thelr
school's

best selllng polnts (that which favorably

distlngulshes their school from alternative choices) while
downplaying, through omisslon or infrequent repetition,
certaln percelved negative aspects of their schools.
This study also includes an analysis of the
persuasiveness of language used to communicate the content
categories.

Together with the category frequency

analysis, this will expand on the understanding o f the
orlentatlons of school personnel a s reflected In the
brochures.
This research method poses a question of ethics.

Is

it ethical to lntentlonally deceive school admlnlstrators
in order to obtain recruitment brochures and letters of
response?

The brochures, postage, and tlme used to write

a letter all cost the target school money.

School

ahlnistrators, 1lke all marketers, do understand that a
large proportlon of thelr dollars spent on advertising and
recruitment efforts will not actually result in a "sale."

,However, In the case of thls research, there is
a sale.

w

hope of

This researcher weighed the ethical aspects of

this methodology very carefully.

Having an actual parent

of a hlgh school-age student sign the letters of
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solicitation was considered.

However, because the target

schools are located in many different states, it still
would be almost impossible for the target school to have a
real chance of gaining a student.

Having this researcher

send an anonymous S2.00 donation to each school after
receiving the requested materials was also considered.
This approach has not been ruled out but it is likely to
prove too expensive.

Finally, it was concluded that

equally valid research findings could not be obtained
through other conventional approaches, such a s a mailed
questionnaire or a straight forward request for
information.

The knowledge to be obtained through this

type of research outweighs the relatively small cost to
the target schools involved.

It was hoped this could be

accomplished either by the publication of an article based
on this research or by sending each school in the sample a
copy of an abstract of this research.
The following chapter presents the results and
discussion of the content analysis of brochures promoting
Private American high schools.

The analysis of data is

Presented in the form of responses to each of four
research questions.

CHAPTER 4
ANALYSIS OF THE DATA

The letters were mailed October 15, 1987. A
temporary post office box w a s used a s the return address
rather than a permanent address s o additional mailings
would not be recelved after the research period ended.
One month later, responses were received from 102 of the
schools contacted (92.7% response rate).

T w o schools

responded but sent no brochure, leaving 100 schools in the
sub-samp 1 e

.

Both the high response rate and an expeditlous
response time are slgnlficant.

They validate this study's

Premises: 1 ) that private high schools in America have
been forced lnto a hlghly competitive situation; 2) that,
because of thls competition, schools will aggressively
market themselves to potential customers; and 3) that
Promotional literature is an important part of thls
marketing effort.

Furthermore, the high response rate
62
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validated the chosen data gatherlng method and research

instrument as convincing and effective.
I t is also important that, In many Instances, schools

sent much more than the requested brochures.

Also sent

were open house invltatlons, newsletters, student
newspapers, course catalogues, application materials,
photocopies of articles and even promotional materials
about cities in which the schools were located.
school forwarded this researcher's

One

name and address to a

realtor who, under separate cover, mailed an extensive
listing of houses for sale in the area.
The content analysis included 100 brochures: one
brochure per school.
among brochures.

There was considerable variation

Their sizes ranged from two pages in

length to 40 or more pages.
shapes and formats.

They were of many different

Some used photographs sparingly

while, in other brochures, pictures dominated the pages.
Of the 100 brochures that were analyzed, the number
of categorized messages ranged from a low of 22 to a high
of 535.

The mean number of messages per brochure was 143,

the mode was 66, and the median was 117.

The total number

of messages that were categorized was 14,328.

A.

Research Question #I
What are the content categories, and their
relative emphases, presented in the recruitment
rhetoric of brochures promoting private high
school s?
Twenty-eight content categories were identified by

analyzing a sub-sample of five brochures and then
retesting and refining the categories using five
additional brochures.

A complete listing of the 28

categories with operationalized definitions and examples
from the brochures is presented in Appendix C.
Because there was considerable variation in the size,
length, and format of the brochures, descriptive
statistics were converted to standard scores based upon
rate of mentions per 100 messages.

Composite frequency

means and standard error scores were computed for each
content category across all 100 brochures.

T-tests were

used to determine significant differences between all
Possible pairs of content categories (28 content
categories; 378 pairings) using two-tailed probabilities
at the 95% confidence level (pC.05).

The 28 content

categories were rank-ordered from highest frequency to
lowest.

Exceptions were noted where specific pairings of
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means failed to meet the two-tailed probability criteria
at p<.05.

The results are presented in Table 2.

Frequency means for closely ranked content categories
often failed to meet the criteria for significant
differences.

For example, the category Graduates (rank =

16) had a frequency mean of 2.07/100 messages and Honors &
Achievements (rank = 17) had a frequency mean of 2.06/100
messages.

For this pairing, pC.966.

The rank-ordering of

the 28 content categories is best interpreted in a general
way.

That is, categories fall into the general pattern

described in Table 2.

Of the 378 possible pairings, only

79 failed to meet the criteria for significant difference

at pc.05.
Frequencies ranged from a high of 15.8U100 messages
for Academics/Curriculum
School Governance.

to a low of .55/100 messages for

Clearly, the two categories mentioned

most often in the brochures were Academics/Curriculum and

Activities/Extracurriculars <11.15/100 messages).

Both

categories' frequencies were significantly higher than all
of the other 26 categories.

Together, they accounted for

more than one-fourth of the content of all brochures.
These two Product categories are roughly equivaient to the

Table 2
Category Frequencies
Frequencq
Mean
(rate
Hartetin per 100 Standard
Content Cateaoru
~omoonen! ressaats) Error
Acaderics/Curriculwr
Roduc t 15. 82
Activities/Extracurriculars Product 11.19
Adrissionsl~plication
Price
h 47
Product
Carpus/Facilities
5.21
Other
5.19
Other
Philosoph~~/SchoolCoals
4.n
Product
HistorqITradition
4.63
Roduct
Student Services
Product
4.61
Facultq & Staff
Product
4.36
Costs/Financial Aid
Price
4.07
3.98
Testimnials & Quotations
Other
3.68
Extra Features
Product
DirectionsITransportation
268
Place
Students

Product
Product
Ahosp here
Cradwtts
Product
Honors & khievments
Product
School SizclClass Size
Product
Standards of ConductIRules Product
Practical Information
Product
Parmtal Involverent
Product
General Scbool Descriptors Other
Atti t u d o
Product
Phqsical Environnnt.
Product
Student-Teacher Relationship Product
School Crtdentials
Product
Herd of School
Product
Sthool Governance
Product

2.45
2.10
2 07

206
1.96
1.95
1. a9
1.74
1.43
1.40
1.28
1.06
-93
.78

.55

Pairings Not
Si nifitantly
Dilferent at
the (. 05 Level,
~uo-failed
7

combined frequencies of the next five highest ranked
categories.
The third highest ranked category was Admissions/
Application <6.47/100 messages).

Thls Price category is

important because the purpose of the brochures is to
induce parents of prospective students to apply for
admission.

However, the other Price category,

CostslFinancial Aid, ranked 10th <4.07/100 messsages).
Of the six categories associated with groups of
people who are involved in high schools (i.e., students,
faculty, graduates, parents, head of school and governing
boards) faculty were mentioned significantly most often
(4.36/100 messages).

Student-Teacher Relationship

(1.06/100 messages) represented a separate category.
Through these two categories, the brochures emphasized the
quality of the school's
for students.

faculty as well as their caring

Students, on the other hand, were usual ly

referred to in terms of their gender, ethnic, and
geographic composition.

Next to the faculty, students and

graduates were mentioned with about the same frequencies
(2.45/100 messages and 2.07/100 messages respectively).
Parents, through their involvement In the school, ranked
\ow (1.74/100 messages) as dld the school head (.78/100

messages

ages) an d the gover ning boa
ranked last among all 28 categories.

While Faculty ranked highest among the "people
categories," it ranked lower than Campus/Facilities which
ranked fourth <4.21/100 messages).

After Academics/

Curriculum and ActivitiedExtracurriculars, this was the
next highest rated Product category.

It is interesting

that CampudFacilities was emphasized more than the
faculty or students.

Physical Environment, the physical

and cultural environment in which the school is located,
ranked 24th

< 1.28/100 messages).

The results suggest that school administrators focus
primarily on academics in attempting to appeal to
educational consumers.

But they also believe the parents

and students want more than just classroom experiences.
They believe activities taking place outside the classroom
--plays, athletics, clubs, etc.--are
and students.

important to parents

These are the two greatest ingredients

comprising the Product component of the marketing mix.
Beyond their core curr icul

extr acurr icul

Offerings, private high schools present potential
customers with a large number of additional Product
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offerings.

Among the most frequently mentioned

inducements are the tangible product of the school's
campus and facilities and the intangible school
philosophy.
While faculty represent the most important "people
. category," references to other people who compose the

school ~Ommunity,such as students, alumni, parents,
school head and governing boards, are relatively
downplayed in the brochures.
The two Price categories, Admissions/Application and
Costs/Flnancial Aid, ranked among the top ten categories.
The only Place category, Directions/Transportation, ranked

In the middle.
4

In this category extensi

directions to

find the school, often encompassing different routes, were

I

contained in the messages.

I

B.

b

Research Question #2
What are the relative emphases given to the
marketing components of Product, Place, and
Price, presented in the recrui tment rhetoric of
brochures promoting pri vate hi gh school s?
I

All 28 content categories' were collapsed into
category groups representing the marketing components of
Product, Place and Price as well as one additional
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category group named Other.

T-tests were used to compute

significant differences among the six resulting category
group pairings.

Only one pairing, Price and Other

(p<.255>, failed to meet the criteria for significance at
the p<.OOl

level.

The results are presented in Table 3.
Table 3
Categories Grouped By
Marketing Components

Rank/

Category
Product

Frequency
Mean (rate/
100 messaaes)

Standard
Error

Exceptions
to p<.OOi
Two-Tailed
Probahi l i ty

74.66

1.063

--

10.54

.780

4

.554

--

.963

2

12.14

Product categories were mentioned seven times more
often than Price categories and 28 times more often than
Place categories.

Only one out of four messages in the

brochures dealt with something other than Product
references. These Product categories may represent
tangible or intangible aspects of the schools.
school's

While a

chief product is essentially an intangible
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service, the service product can be analyzed on the core
level, tangible level and augmented level.
The core product is that which each consumer is
really seeking to f i l l some subjective psychological,
social or emotional need (e.g., prestige).

School

administrators cannot easily know what these subjective
needs are.

Often, the consumer himself or herself may not

be able to identify such needs.

The core product for one

parent might be different for another parent.

Yet the

brochures seemed to address what might be considered core
product needs through such Product categories as Honors b
Achievements, Graduates, and History/Tradition.
Long-standing traditions rooted in a school history
spanning two centuries, students who win academic and
athletic competitions, alumni who get into Ivy League
universities--such references convey a message to parents
about the psychological, social, and emotional benefits
which can be derived from being part of such a school.
The tangible product level is the physical embodyment
of some intangible core product.

Its five characteristics

(styling, features, quality, packaging and branding) are
given considerable emphasis in the brochures.
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Product categories such as Atmosphere, Attitudes
and Student-Teacher Relationship are presented in a way
that portrays a certain "feelb' to the school <e.g.,
warmth, friendship).

Testlmonials quoted from students

and parents are used to create a deslred "style."
"Featureb4characteristics are represented by
categorles such as Extra Features, Activities/
Extracurrlculars, and Campus/Facilitles.

Many of these

features, such a s forelgn exchange programs and indoor
tennls courts, could be taken away wlthout sacriflclng
essential educational experiences.

However, these product

features are presented in the brochures a s added
inducements.

Offerlngs which go beyond typical classroom

experiences help distinguish one private school from
another and, more importantly, from other public schools.
41Qualityb4
Is a tangible product characteristic
represented by categories such a s Honors b Achievements,
Faculty/Staff and Graduates.

In many cases, the brochures

attempt to portray the schools' qua1 i ty through the
credentials of the faculty and graduates.

Virtually every

reference to alumnl, f2.x example, mentioned the
Prestigious colleges and universltles attended
graduates.

by

References to faculty typically mentioned the
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number of teachers possessing advanced degrees or

certification in

thelr teaching area.

lbPackagingNwas evidenced more in the photographic
content and design of the brochures than in their text.
However, packaging elements were found in
History/Tradition category references.

The history and

traditions of the school provide a larger context which
can add perceived value to the school's

product.

"Branding" characteristics, the symbols identified
with the school product, were represented throughout
almost every category in the brochures.

Frequently

mentioned product symbols were "low student-teacher
ratio,'' "individually-tailored curriculum" and the use of
ubiquitous catchwords such as nexcellence."
The product's

augmented level includes offerings

which go beyond the core and tangible product levels.

The

categories of Graduates and Parental Involvement include
offers and inducements to both students and parents.
Students are shown that they have options for continuing
involvement after graduation through active alumni
a33ociations.

Parents are given opportunities to

Participate in the school while their child is enrolled.
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Of the two remaining category groups, Price
references, including both monetary and nonmonetary
dimensions, were considerably more frequent than were
place references. Price references pertained either to
tuition and financial aid or to the admissions/application
procedure.

In both categories, messages provided

practical, procedural information. It was interesting
that, almost always, Price references were contained in
the last pages of the brochures, often on the inside of
the back cover.

Price references apparently rank

relatively high in terms of frequency of mentions
primarily because they require more information to be
communicated. The rather lengthy procedures for applying
for financial aid, the criteria used to award financial
aid and the procedure for making application dominated the
content of Price categories.

Their relegation to the back

of the brochures suggests that they are not regarded as
Inducements. Rather, they appear to be directions to
follow after the Product inducements have stimulated
interest in the schools.
While none of the schools in this study were solely
boarding schools, many did offer boarding opportunities.
For students living on campus, Place references, in the

spatlal dimenslon, would be Important only In the aspect
of traveling distance from home.

The temporal dlmenslon

of Place also is largely Irrelevant because most hlgh
schools, unlike colleges, provlde a set schedule of day
classes structured around an approximately 180-day school
calendar.

I f students do have jobs, they are typically

scheduled around school rather than the other way around.
This would be a much more important cosideration, for
example, in an adult continuing education program.
Place also has an aesthetic dimension.

One content

category, Physical Envlronrnent, might have been included

in the aesthetic dimension of the Place component.
However, it was felt that such references were more
closely aligned with the Product component of marketing.
Particularly in the sense of tangible product packaqlng.

Place references were llmited to the channels of
distribution (e.g., directions for finding the school, bus

transportation to and from school, etc.).
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C.

c
How do the relative emphases given to the
content categories in brochures promoting
private high schools vary according to the size,
cost, age, geographic region, and religious
affiliation of the schools?

3i;tR.

Of the 100 schools in the sample, data concerning

enrollment was available for 61 schools.

These schools

were placed into four groups: Very Small (1-125 students),
Small (126-300 students), Medium (301-475 students) and
Large (476-1.025 students).

Enrollment figures were based

on the total number of students in grades 9 through 12.
The school size dimension is represented below:
# =

Very Small

# = 21

Sma 1 1
# =

Medium
Large

17

15

# = 8

I t is reasonable to expect certain content categories
in the brochures to be more or less emphasized depending
on the school's

enrollment.

For example, schools wlth

large enrollments might attempt to downplay the School
Size/~lass Size category.

Because of their* size, large

schools are usually able to offer a larger selection of
courses, activitles and extra features.

Perhaps the

77
frequency of messages in categories concerned with these
areas,would vary according to enrollment.

Actually, few

statistically significant differences were found at the
p<.05 level when analysis of variance was conducted for
all groups.

The results appear in Table 4.

Surprisingly, no two groups were significantly
different for the School Size/Class Size category.

Small

and Very Small schools appear to emphasize this category
more of ten than Medium or Large schools but differences
were not statistically significant.
Significant differences were not found for the
cateory of Academics/Curriculum either.

Although large

schools generally enjoy larger curriculum offerings, the
data actually suggest that smaller schools emphasize
Academics/Curricu1um more.

While not statistically

significant, the data did reflect decreasing frequencies

in this category as the enrollment increased.

A possible

explanation for this apparent relationship could be that
larger schools emphasize some other category or categories
at the expense of Academics/Curriculum.
would be Activities/Extracurricu1ars.

A logical choice
Schools with lai'ae

enrollments also tend to offer more sports, more clubs and
more artistic activities such as band, chorus, drama and

Table 4
Dimension = Size of School
Frepuencp Mean-Rate/l00 Messages
Crou~s
St nlficantly
~ilferentat
none
I & 111
none
none

(1)

(11)

(111)

(IV)

17.72

17.54

16.03

14.27

7.44

10.76

13.24

10.84

6.41

6.63

4.34

8.33

4.16

3.41

7.09

4.71

Acaderics/Curriculw
Ac tlvities/E~tracurriculars
Adrissions/Application
CaquslFacilitits
Other

none

5.25

5.28

6.42

4.88

Pbilosophg/School Goals
HistorylTradition

none
none

6.67

4.43

4.60

3.74

4.13

4.76

4. 15

5.34

Student Services
Faculty & Staff
Costs/Financial Aid
Testironials & Quotations

none

3.43

5.11

5.24

5.18

none
none
none

3.09

4.54

3.73

5.57

3.33

4.56

3.14

5.92

6.83

3.65

4.69

1.96

Extra Features

none

3.65

3.47

4.12

3.58

DircctionslTransportation

none

3.W

1.60

260

2.94

Students

none
none
I & 111 I & I11
none

277

212

242

271

295

1.61

249

1.67

3.17

1.37

1.23

2.80

1.46

1.64

1.71

3.06

none
none

1. 73

2.23

1.59

1.12

1. W

3.31

.97

1. I S

223

263

203

1.47

1.09

1.29

.78

.95

1.08

.75

.39

1.42

1.69

1.54

.95

.93

.82

1.64

1.26

2.02

.99

1.13

1.68

.55

1.54

.42

.33

1.37

.75

.25

.42

1.15

.68

.33

.33

.37

Atwsphtre

Graduates
Honors & Achievennts
School Si ze/Class Size
Standards of ConductlRulrs
Practical Inforution

none
Parental Involverent
none
General School Dtscriptors none
Attitudes
none
Pbjsical Environment
none
Student-Teacher Relationship none
School Credentials
I&II;I&III
none
Head of School
School Governance
none
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creative writing.

In fact, schools with Medium-sized

enrollments did emphasize Activities/Extracurriculars
twice as much as Very Small schools (p<.05>. However, no
other groups were significantly different.
Statistically significant differences were also found
in the Graduates category.

Very Small schools emphasized

their alumni (3.17/100 messages) more than twice as much
as Small schools (1.37/100 messages) and more than 2.5
times more than Medium-sized schools (1.23/100 messages).

It is reasonable to expect that smaller schools tend to
have fewer graduates than large schools (unless they are
significantly older schools).

Perhaps small schools

attempt to compensate for this by providing the public
with more information about their alumni.

Or perhaps they

are more in touch with information about their alumni
since there are fewer of them.

However, the emphasis on

graduates was also high for Large schools (2.80/100
messages) although this group was not statistically
significant.
Frequency in the category, School Credentials, was
3.6 times greater for Very Small schools (1.51/i00
messages) as compared to Small schools (.42/100 messages)
significant at p<.05 and 4.6 times greater than
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~edium-sized schools (.33/100 messages) significant at

p(.05.

Large schools had a relatively high frequency for

this category (1.37/100 messages) although this was not
significantly different from any other group.
In general, school size is not a significant variable
relating to the relative emphases given content categories
in high school brochures.

With few exceptions, schools

tend to emphasize all content categories in their
brochures about the same, regardless of school slze.

Cost.

Of the 100 schools analyzed, only one could not be

identified with a specific tuition rate.

The remaining 99

school brochures were placed into four groups according to
their tuition level:

Low Priced ($1,001-$3,500>, Medium

Priced ($3,501-$6,000),

High Priced ($6,001-$8,500) and

Very High Priced ($8,501 and up).
tuition was over $12,500.
$1,500.

The highest school

The lowest was less than

When different tuition rates were given for

boarding students and day students, the day student rate
was used.

Fees were not included in the tuitions.

cost dimension is represented below:

The

Low
Medium

#
# = 24

High
Very High

= 50

-#

= 7

In the business community one expects expensive
products to be marketed differently from inexpensive ones
because differently priced products appeal t o different
target populations.

Also, the products themselves are

likely to be different.

Mercedes Benz buyers are not the

same people who purchase Yugos.

Furthermore, whereas the

Mercedes Benz is marketed for its luxury, comfort and
prestige, Yugos are marketed for affordability and
economy.

Similar expectations can be made about marketing

the educational product.

One might expect schools with

very high tuitions to appeal t o one consumer group and
schools having relatively low tuitions to appeal to
another.

This part of the research analyzed the

relationship between school cost and the emphases given
content categories in brochures promoting private high
schools.

The results are presented in Table 5.

The most significant differences occurred in the
categories of Activitles/Extracurriculars and Student

Table 5
Dimension = Cost of School

Fateaoru
AtademicslCurriculum
AttivititslEitracurriculrrl
MrissionslApplication
~ u s l F a c i l tieslllesources
i
Other
Pbilosoph~lSchoolCoals

Crouts
Si nlficantlp
~ilferentat
P < .05 L m l
none

Frequencq
- - ban-Rate1100 Messages
(1)
(11)
(111) IIV)
Lou
Helium HiaL

i!:!

13.57

16.50

14.40

22.18

1222

11.93

10.97

4.46

5.98

6.40

7.26

5.65

5.46

5. 16

5.76

2.61

none

2.53

5.69

5.48

8.02

none

6.15

4.40

5.18

3.06

I&IViII&IV
none
none

HistorylTradi tion
Student Services
Faculty & Staff

none
I & IVI I1 & IV

5.08

4.33

4.81

4.90

3.39

3.8)

5.90

8.87

none

4.17

4.62

3.91

5.11

CostslFinancial Aid

none

3.13

4.13

5.17

2.37

Testimonials & Quotations

none

5.28

3.19

5.05

.17

Eitra Features

none

4.08

3.47

3. n

5.07

DirectionslTransportation

1.62

2.93

2.26

5.43

Students

none
none

2.85

2. 12

2.72

3. 18

Atrosphere
Cradurtes

none
none

2.54

1.98

2.37

2.35

2

2.41

1.40

2.24

Honors & Achieverents

none

3.64

2.00

1. 11

1.97

School Si~eIClassSize

none

1.79

2.24

1.39

2.57

274

1.61

.R

.57

222

1.64

1.93

1.58

1.97

1.92

1.52

.01

1.56

1.10

1.05

1.59

1.43

1.01

1.60

1.31

1.28

.35

1

1.52

1.38

Standards of ConductlRules
Practical Inforution
Parental Involvement
General School Descriptors
Attitudes
Physical Environment

none
none
none
none
none
none
Student-Teacher Relationship I & I11
School Credentials
I&IIiI&III
Head of School
none
School Governance
I & I1

.45

.n

.a7

2.05

.65

.59

1.66

.38

1.18

.24

.W

1.33

.42

.40

.00

Services.

As school costs increased, the emphasis on

~ctivities/Extracurriculars decreased consistently.
Frequencies for Low Priced schools and Medium Priced

R1

schools were significantly higher than frequencies for

C

C
L;

f

Very High Priced schools at pC.05.

However, as school

costs increased, the frequencies for Student Services

/U

f

increased consistently.

Frequencies for Low and Medium

Priced schools were significantly lower than frequencies
L

2
?.

for Very High Priced schools at p<.05.

Higher Priced

1

schools, therefore, tended to emphasize their student

F

services, typically college counseling programs, while
deemphasizing sports, clubs and other activities.
School Governance was also consistently deemphasized
as school cost increased.

Low Priced schools mentioned

their governing boards three times more often than Medium
Priced schools, at p<.05, or High Priced schools.

Very

High Priced schools failed to mention school governance

vonce

in their brochures.

While differences were not statistically significant,
more expensive school s consistent 1 y deemphasized Standards
of Conduct/Rules as well as Physical Environment.
~cademics/Curriculum tended to be emphasized most by Very
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~ i g hPriced schools (22.18/100 messages) and least by Low
priced schools (13.57/100 messages).
Surprisingly, there were no consistent or
statistically significant differences of frequencies for
the Costs/Financial Aid category.

The variable of school

cost does not appear to influence the relative emphasis
given this topic in school brochures.
Other categories either had no statistically
significant differences or were marked by fluctuating
rather than consistent patterns.

In general, the data suggest that higher priced
schools tend to place more emphasis on the academic
program and, especially, on programs concerned with
helping students gain admission to colleges of their
choice.

This is done at the expense of information about

extracurricular activities, governing boards and student

The ages of all 100 schools in the sample were able
to be determined.

The schools were placed in four groups:

Young (1-20 years old), Middle Aged (21-60 years old), Old
(61-100 years old) and Very Old (more than 100 years old).
The oldest school in the sample was 299 years old; the
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youngest was five years old.

The schools' age

distribution is shown below:
# =

Young

27

With such a wide distribution of school ages, it
seems that significant differences among the schools would
be found in the brochures.

Actually, the data suggests

that schools of all ages present themselves similarly
through the brochures.

The results are presented in Table

Statistically significant differences were found only

in two of 28 content categories.

Middle-Aged schools

emphasized Academics/Curriculum at a rate of 19.61/100
messages whereas Old schools emphasized this category only
13.37/100 messages at p<.05.

However. Very Old, Old and

Young schools emphasized this category about the same.
Thus, it is difficult to draw any conclusions about this

The History/Tradition category. however, reveals a
consistent trend: older schools emphasize their past more

Table 6

Dimension = Age of School

Cateoorr

~ifferentat8
P < .05 Level

AcademicslCurriculum

I1 & I11

ActivitiesIE~tracurriculars
AdmissionslApplication
Ca.pus/Facilities/Resources
Other
PbilasophqlSchool Coals
HistorgKraditian

none
none
none
none

Student Services

none

Facultq & Staff

none

CostsIFi~ncialAid
Tes timonials & Buotations

none
none

Extra Features

none

DirectionsKransportat ion

none

Students

none

Atmosphere

none

Graduates

none

Honors & Achievements

none

Sthool Size/Class Size
Standards of ConductIRuln
Practical Information
Parental Involvement
General School Descriptors

none
none
none
none
none

Attitudes

none

Physical Environment
Student-Teacher Relationship
Sthool Credentials
Head of School

none
none
none
none
none

School Governance

none
I & IV

Young

Middle
A~ed

Old

Vero Old
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than younger schools.

Very Old schools emphasized

History/Tradition 2.5 times more than Young schools at
pc.05.

This outcome is predictable and fairly self-

explanatory.

Older schools simply have longer histories.

Nevertheless, this information does not have to be
emphasized in promotional literature.

I t has been shown

previously, for instance, that more expensive schools do
not tend to emphasize costs and schools with larger
enrollments do not emphasize their students or graduates.
The data suggests that educational administrators in 01 der
schools believe school history is a unique feature which
distinguishes their schools from other alternatives.
Perhaps they reason, because their schools have endured,
they have achieved a superior status.

This status is

communicated to the public through the brochures by
emphasizing the History/Tradition category.
With the exception of the History/Tradition category,
the data suggests very few differences in the way schools
of all ages market themselves through the frequencies of
content categories in their brochures.
Geoarawhic R e s i o ~ .

Perhaps regional differences are

related to the differences among private high schools and
among those who choose such schools.

For instance, the

New England private school calls to mind a different
constituency than the southern private school
constituency.

Do schools located in different

geographical regions promote themselves differently?
Turning to the content of school brochures to answer this
question, all 100 schools were grouped into five
geographic regions: West/Northwest, North Central,
Southern, New England and Middle Atlantic.

The geographic

distribution of schools is shown below:
West/Northwest

# = 14

-

North Central
Southern

# =

Northeast

# =

27

# =

27

17

Middle Atlantic

Actually, the data did not support the notion of
regional variations among brochures.
presented in Table 7.

The results are

Few statistically significant

differences in category frequencies were found.
were two exceptions worthy of note.

There

The Students category

was found to be significantly less emphasized in Southern
schools (1.66/100 messages) compared to Western Schools
(3.98/100 messages) at pq.05.

Also, the category of

Student-Teacher Relationship had the lowest frequency for

Table 7
Dimension = Geographic Region
C1.oups
Si nificantlq
~ilferentat
Acaderics/Curriculur
Activities/E~tracurriculars
Mrissions/AppIication
C~us/Facilities/Resovrces

none
none

Other
Pbilosophp/School Coals
Historg/Tradition
Student Services
Faculty & Staff
Costs/Finmcial Aid
Testironials & Quotations
Extra Features
Directions/Transportation
Students
Ataosphere

none
none
none
none
none
none

none
I & 111
none

Graduates
Honors & Achieverents
Scbool Sixe/Class Site
Standards of Conduc t/Rules
Practical Information
Parental Involverent
Central School Descriptors
Attitudes
Pbqsical Environrent
Student-Ttacber Relationsbip
School Credentials
Head of Scbool
School Covernance

none
none
none
none
none
none
I & IV
none
none
I1 & I11
none
none
none

none
none

none
none

(I)

(111

North

(111)

(IV)
Neu
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Southern schools <.60/100 messages) which was
significantly different from the frequency for North
Central schools <1.80/100 messages) at pC.05.
The General School Descr iptors category appeared
almost six times more often in Western schools <2.07/100
messages)

compared to New England schools <.35/100

messages) significantly different at p<.05.

I n general, regional differences appear to have
little influence on category frequencies.

Private schools

located in many different parts of the county emphasize
the same things in their brochures.
Reliuious Affiliation

All 100 brochures were classified

as either from a Nonreligiously Affiliated school or from
Religiously Affiliated school:
# =

Nonaffiliated
Affiliated

# =

63

37

No distinction was made concerning the type of
religious affiliation.

However, for background

information only, the 3 7 Religiously-Affiliated schools
included Baptist < 2 > , Episcopalian (9). Jewish (1),
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non-denominational Christian ( 8 > , Presbyterian (2), Quaker

(7),Roman Catholic (5) and Other (3).
Statistically significant differences at p<.05 were
found in seven of the 28 categories.

This data is

presented in Table 8.
The largest differential frequency score was found in
the Academic/Curriculum category.

Nonaffiliated schools

emphasized this category in 17.07/100 messages compared to
Affiliated schools which emphasized i t in 13.71/100
messages significantly different at pC.05.

Nonaffiliated

schools also emphasized Student Services more <5.32/100
messages as compared to 3.39/100 messages) significantly
different at pC.05 as well as Costs/Financial Aid
(4.67/100 messages compared to 3.05/100 messages)
significantly different at p<.05.
Three categories were stressed more in Affiliated
school brochures.

Activities/Extracurriculars accounted

for 12.99/100 messages compared to 10.88/100 messages for
Nonaffiliated schools, significantly different at pC.05.
Philosophy/School Goals received 6.40/100 messages
compared to 3.82/100 messages for Nonaffiliated schools,
Significantly different at pC.05.

Finally, Affiliated

Table 8
Dimension = Religious Affiliation

Caterors
I\tademicslCurriculum
ktivities/Extracurriculars
AdrissionrlApplication
Clm~uslFacilitieslRtrources
Other
PhilosophglSchool Coals
HistorglTradition
Student Services
Facultq & Staff
CostslFinancial Aid
. Testimonials & Quotations
Extra Features
DirectionslTransportation
Students
Atmosphere
Oraduates
Honors & AcBievements
School SizelClass Size
Standards of ConductlRules
Practical Information
Parental Involvernt
Crneral School Descriptors
Attitudes
Physical Environment
Student-Teacher Relationship
School Credentials
Head of School
School Governance

CFOU~S
Si nrficmtly
~iJterentat
P C .05 Level

Frcyucncg Heandatel100 Her sages
(I)
(11)
N o t R l i i o u l g Reli iouslq
Affll~ated
Affijiated
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schools stressed Atmosphere (2.70/100 messages) compared
to 1.88/100 messages for Nonaffiliated schools,
signiflcantly different at p<.05.

These significant

differences are summarized below:
Significantly Different Groups at p<.05
NonreligiouslyAffll iated
Academics/
Curriculum

17.07*

ReligiouslyAffiliated
13.71

Services

5.32*

3.39

Financial Aid

4.67a

3.05

Head of School

1.05*

Activities/
Extracurriculars

10.08

.33

12.99*

Philosophy/
School Goals

3.82

6.40*

Atmosphere

1.88

2.70*

(An asterisk
frequency.)

( * > denotes

the group with the greater

Together, these differences depict different marketing
approaches.

Schools whose missions are premised on

religious principles promote themselves b y emphasizing the
unique religious aspect of their philosophies.

This sets

such schools apart from other private schools with no
religious affiliation and, perhaps most importantly, from
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public schools in which religious teaching is prohibited.

A manifestation of Affiliated schools' core philosophies
can be found in the information provided about Atmosphere.
Atmosphere references were likely to focus on the
psychological influences of mutual trust and caring among
the school community.

Affiliated schools portray a

oneness of thought and spiri t--a sense of belonging.
Affiliated schools emphasized Activities/
Extracurriculars more than Nonaffiliated schools.

A

partial explanation is that many Affiliated schools
appeared to offer more opportunities for service-oriented
activities such as collecting money and food for the
needy.

Frequently, such activities were found to be

requirements for graduation or for membership in certain
clubs.

References to attending religious services were

counted in the Extra Features category rather than

Activities/Extracurriculars,

because in addition to

service-oriented activities, Affiliated schools simply
placed more emphasis on providing information about
athletics, clubs and cultural activities.
Nonaffiliated schools, on the other hand, focused
more on the basic educational product: academics and
student services.

The latter category was usually
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described In terms of academlc counseling (e.g., tutoring)

and help In galnlng admlsslon t o the college of one's
cholce.
Along wlth the emphasls on academlcs and student
services, Nonafflllated schools provided more lnformatlon
about costs and flnancial aid.

As shown earller, thls

category was not influenced by the Cost dlmension (see
Table 5).

It Is, therefore, not llkely that any

difference In tuition between Afflllated and Nonafflllated

schools could explain thls result.

On the other hand,

perhaps Afflllated schools focus less on costs because
costs are perceived as being relatively less important to
thelr clientele.

Perhaps the assurnptlon of a common falth

and rellglous values reduces the importance of cost.

Or

maybe dlscusslon of costs Is assumed to be In confllct
wlth the phllosophles upon whlch Afflllated schools exlst.
Flnally, the Head of School category was emphasized
three tlmes more In Nonafflllated schools' brochures than
In Rellglously Affiliated schools' brochures (for whlch I t
,was actually the least rnentloned category).

The head of

an Afflllated school was typically a prlest, brother, nun,
rabbl or mlnlster, whereas Nonafflllated schools typlcally
llsted the head's

credentials, lncludlng admlnlstratlve

positions held in other schools, Affiliated school heads
were more likely to be portrayed as part of the total
religious community rather than as individuals with
salable features.

D.

Research Question # 4
How do the content categories presented in
brochures promoting private high schools
differ according to the persuasiveness of
language used?
Each content message was initially coded as either a

message (m) or persuasive message (pm).

Message and

persuasive message means and standard error scores were
computed for each of the 28 content categories.

T-Tests

and two-tailed probabilities were used to compare pairs of
means for each category.

Twenty-four of the 28 category

pairs were significantly different at the pC.05 or pC.01
level.

Ratios of persuasive messages to messages (pnVm)

were computed for each category.

Ratios greater than

1.00, therefore, represented categories in which language
was predominantly persuasive.

Ratios less than 1.00

represented categories in which language was predominantly
nonpersuasive.

All categories were rank-ordered from most

Persuasive language to least persuasive 1 anguage within
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each content category group (i.e., Product, Price, Place
and Other).

The results are presented In Table 9.

In order to dlscuss t.he results of thls portlon of
the research it Is necessary to explore the assumptions
underlying the usage of persuaslve language I n brochures
promoting prlvate high schools.

First, since the primary

purpose of the brochures is to attract or recruit
students, i t Is assumed that everything In the brochures

is included for persuasive Intent.

Negative things such

a s dropout rates, teacher turnover, a losing football
season, or low test scores never appear In such brochures.
Photos portray happy, hard-working students rather than
haggared teachers correcting disorderly students.
Testimonials and quotations from parents and students
focus only on the positive.

Because all messaqes in such

brochures are meant to be persuasive, content categories
must be analyzed relative to each other.

This was

accompllshed uslng a content analysis of message
frequencles (see Research Question #1) a s well a s a
content analysis of the relative persuasiveness of
language used to communicate each category (Research
Question 444).

Table 9
Persuasiveness of Category Appeals

Rant Qtetsro

Freluenc!
lkan
Frequencl(
Persuasive
kan
kssages Or)
kssages (m)
(rate per
Standard (rate (er
Stmlard
Ms s a s E r r
100 r s u a e s ) Error

Ratio

(#m/rl

FlaulcT eATE##IQ
1

Atmqhere

2 10

.I69

.09

-034

2

Attitudes
1.30
Student-Teacher Relationship .93

.I60

.10

.MO

3

.103

.10

.On

4

Phlsical Environment

1.09

.I&

.I9

.W

5

PhilnophqlSchool Owls

3.60

.348

1.17

.I69

6

Honors & Achievmnts

1.43

.248

.U

.a9

7

Facultq & Staff
School SizelClass Sire

288

.aeO

1.47

.I96

0

1. 15

.110

.01

.120

9

Parenbl Involvmnt

.91

.I60

.83

.I47

10

Raluates

1.06

.I53

1.02

-137

11

E ~ t r aF ~ t w e s

1. b?

,251

2 01

.213

12

.248

288

.333

13

CapuslFacilities
2 32
Activities~Eitracmiculrrc 4.49

.319

467

.4QZ

14

Stulmt Sewices

1. 01

.I01

279

.320

IS

AcalemicslCurriculur

6.10

.4&

9.65

.673

16

Stulrnts

.BP

1 4

1.56

.I76

17

HistalAralition

1.42

.a3

3.21

.391

10

k a l of School

.a0

.OB1

.SB

.I62

19

SchoolCwrmmce

-14

.a9

.41

.I28

20

Sknlorls of Conluct/Rules

.42

.OW

1.53

.476

21

School Crelmtials

.13

.071

.a

.I30

tmLmw5
1

Corts/Fiomcial A i l

.61

.W3

3.46

.376

2

Mmissiensl~~lication

.65

.lo2

5.a

.461

.40

.089

228

-542

2 91

.596

1.00

.343

1.67

.I87

!blamms
1

DirrctionsArmsporbtion

fimsEmE
1
2

Testimnials & batations
Other

3. P
.4M
Cmrral School Rscriltors .21
.ME
.86
.I28
4 h l c t i t a l Momation
.20
.W
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The second assumption is that the chief reason for
using persuasive language is to embellish information so
as to present a more favorable impression.

This favorable

impression is usually created by linking the message with
some advantage, benefit or desired outcome.

In the

operationalization of units of analysis, this was the
criterion for determining whether or not a message
included persuasive or nonpersuasive language.
Finally, it is assumed that the amount of persuasive
language used to communicate a certain category of
messages reflects the beliefs of school administrators
about the the wants and needs of their relevant publics.
Persuasive language is used to describe categories
believed to be important to target audiences.

Categories

high in persuasive language might not otherwise be judged
as being as important or as need-satisfying without the
use of persuasive language.

Persuasive language helps

educational administrators portray their schools as
different from and/or better than other schools.
Nine categories predominantly used persuasive
language.

Fifteen categories used more nonpersuasive

language.

Four categories failed to meet the criteria for

significant difference between persuasive and
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nonpersuaslve language at p<.05.

Of the nine persuasive

language categories, eight belonged to the Product
category group and one (Testimonials & Quotations)
belonged to the Other category group.

Place and Price

categorles were associated wlth more nonpersuaslve
1 anguage.

The ranking of categorles according to persuasiveness
of language dld not correspond to the ranking of
categories according to message frequencies.

For

instance, of the top elght Product categories according to
persuasiveness of language only two also ranked among the

top eight Product categories according to message
frequencies.

From this it can be inferred that, at least

in this case, the repetition of messages for persuasive
effect is not related to the use of persuasive language.
The categories of Academics/Curriculum and

Activities/Extracurrlculars, which ranked first and second
in message frequencies, were communicated using more

nonpersuasive language.

The information conveyed by these

two categories was relatively straightforward te.g., "Our

.

school offers the fol 1 owing courses.. , " "Our school
offers the following activities...').

The mere

avallabillty of history and English courses, for example,

does not easily distinguish one high school from another.
Completely different schools may use the same textbooks
and have similar teachlng methodologies.

Algebra in one

school is not likely to be remarkably different from
algebra In another school.

Because of slmilaritles In

basic standards for accreditation, standardized testing,
the transferral of credit from one institution to another,
and colleges' similar expectations of high school
graduates from different institutions, It is reasonable to
infer that continuity In curricular content among
different schools would exist.

In fact, a Council for

Basic Education report has found an "alignment" of
textbooks: policies requiring textbooks to match
curriculum guidelines and Items on standardized tests
(Sanford, 1988). Currlcular content is, therefore, likely
to have few major variations among schools.
The same is true of activities.

Simply offering

football or track as available athletic options does not
distinguish one school from another offering these same
sports.

Whether a school's

championship is different.

football team has won a state
This type of message, however,

was counted in the Honors & Achievements category.

As

expected, most messages in thls category, unlike the
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Activities/Extracurriculars category, were associated with
more persuasive language.
Categories such a s Academics, Activities and
Standards of Conduct represent a tangible product.
Messages include references to tangible things.

They can

list and describe courses, sports, and rules of proper
conduct, for example.

This is quite different from the

intangible Product categories such a s Atmosphere,
Attitudes and Student-Teacher Relationships.
The category associated with the most persuasive
language was Atmosphere.

Atmosphere messages were more

than 23 times more likely to include persuasive language
than nonpersuasive language!

Ranking second, the

Attitudes category was 13 times more likely to include
persuasive language.

The Student-Teacher Relationship

category ranked third, using almost 10 times more
persuasive language.
These top three categories are intangible Product
categories with qualities that can not be tangibly
described or easily quantified.

Qualities such a s caring

and trust (Atmosphere), pride and loyalty (Attitudes) and
mutual supportiveness (Student-Teacher Relationship)

school administrators apparently believe these are
important qualities to parents and students.

Rather than

stressing these intangibles through repetition, the
brochures stress the benefits t o be derived from them
through the use of persuasive language.
Philosophy/School Goals, which ranked fifth among the
persuasive language categories, also represents qualities
that are intangible.

Physical Environment w a s the only

tangible category among the top five persuasive language

Another distinction between tangible and intangible
Product categories involved the brochures'
distinguish schools from one another.

attempt to

As stated

previously, academics and activities often fail to
distinguish one school from another, unless by the number
of courses or available opportunities for extracurricular
involvement.

The substance of a math class is essentially

similar in schools of all different types.

School

administrators highlight what they consider distinguishing
aspects of their schools--those which make their schools
different from alternative school choices.

These areas of

distinction were found to be associated with persuasive
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language and also tended to be intangible Product
categories.
Faculty h Staff was the only "people category" using
more persuasive language.

This category was previously

shown to be the most frequently mentioned "people
category" as well.

No significant language differences

were found for either Parents or Graduates categories.
Students, Head of School and School Governance (Board
members) used more nonpersuasive language.

Head of School

and School Governance, which were the two least frequently
mentioned categories, were also the two "people
categories" using the least persuasive language.

Whereas

faculty were mentioned often and in ways showing them to
be beneficial, the school head and Board members were
seldom mentioned and, when mentioned, the benefits to be
derived from these groups were seldom communicated.
Again, this is related to the use of persuasive
language to show distinguishing aspects of the schools.
While courses and activities do not, by themselves,
distinguish schools from each other, the characteristics
of those who teach the courses and moderate or coach the
activities can be important points of distinction.

Math

courses may be similar, but math teachers can make the

difference in the way math is taught and learned.

Caring,

supportive, qualified and experienced teachers are,
therefore, described using persuasive language.

The same

is true of Student-Teacher Relationships, School
Size/Class Size, Atmosphere, Attitudes, etc.

While all of

these categories were secondary to Academics and
Activities in terms of message frequencies, they are the
peripheral features which distinguish a "typical"
educational program from an "exceptional" one.
compete in sports in all schools.
pride in exceptional schools.

Students

Students compete with

The quality of a school's

tangible academic and extracurricular programs is
communicated through the persuasive language of peripheral
content categories which often represent intangible
aspects of the school

.

Important results were found in the category groups
of Price and Place.

All three categories in these groups

were associated with extremely low proportions of
persuasive messages to nonpersuaslve messages.
Admission/Application, which ranked a high third in terms
of message frequency, ranked last among all 28 categories

in terms of persuasive language.

Language used In this

category was almost 10 times more likely to be

nonpersuasive.

Similarly low ratios were found in the

categories of Costs/Financial Aid and Transportation.
These results suggest that school administrators believe
the Price and Place components of the marketing mix are
less likely than Product categories to distinguish their
schools.

Messages for Price and Place categories were

constructed to provide information (e.g., "this is how
much it costs to attend"; "this is how to apply"; "this is
how one gets hereu).

Seldom was this type of information

presented in ways which showed the benefits to be derived
from aspects of the school relating to Price and Place.
The brochures could have shown that the tuition was
relatively low, a good bargain, and every effort is made
to provide financial assistance where needed.

Application

could have been described as a simple procedure.
school's

The

location could have been described as one that is

easy to reach.

Not only were these categories

communicated using nonpersuasive language but, as stated
Previously, this information was usually relegated to the
back of the brochures.
The same was true of the messages which fell into the
Other category group, especially the Practical Information
category.

The exception was the Testimonials & Quotations
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category in which predominantly persuasive language was
used.

Indeed, it is hard to conceive of testimonials

which would not have indicated certain advantages.

R

CHAPTER 5

This research sought to study the relationship
between marketing principles and the recruitment
strategies of private American high schools as reflected
in the content of their promotional brochures.

The

research was conducted during a period of declining
enrollments (defined as the fall of 1987) for high schools
of a1 1 types due to a m a 1 1 and shrinking population of
students at this age level.

I t was felt that these

conditions resembled the conditions of a competitive free
market economy and, therefore, the data obtained during

marketing for student recruitment.

A literature review was conducted to explore the
emerging role of a marketing perspective in education.
Marketing was defined as a transactional communication
Process that occurs between buyers and sellers in order to
108
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accomplish mutual I Y satisfying goals.

Based upon the

concept of exchange, marketing communication was described
as a dialogue between organizations and consumers.

A

marketing information system was shown to involve three
information transactions: information gathering to
identify consumers' wants and needs, information sharing
within the organization to develop a product that will
satisfy consumers' needs, and promotion which communicates
information and persuasion about the product from the
organization to target consumers.
author's

The focus of this

research was the promotional literature used b y

schools to inform and persuade parents for the purpose of
student recrui tment

.

The educational marketing perspective is borrowed
from the business community.

The adaptation of

business-based marketing principles to enrollment
management in schools is based on the assumption that
schools and businesses are essentially similar.

I t is

argued that both rely on mutually beneficial exchange
relationships and that the communication strategies of
business-based marketing are applicable to schools and
other nonprofit organizations.

The "marketing mix" for both businesses and schools
was said to be concerned with four basic components:
Product (something that will satisfy some consumer's
needs); Place (the channel through which the product is
made available to the consumer); Price (the monetary and
nonmonetary costs the consumer must exchange for the
product); and Promotion (information and persuasion
concerning the product, its availability and its costs,
directed from the organization to potential consumers).
Each of these "four P's"

of the marketing mix was shown to

be multidimensional.
The educational perspective toward developing a
marketing posture was examined.
marketing emerged.

Two criticisms of

First, according to Kotler and Fox

(1985>, the image of marketing among educators is based on

a misperception of marketing as hard selling.

This has

led to the view that marketing techniques are incompatible
with the mission of education.

The second criticism is

that education should not need marketing.
recognize education's
good for them."

People should

intrinsic worth and "know what's

Because of these criticisms, many authors

believe that educational administrators reflect
seller-oriented rather than client-oriented approaches to

marketing, the latter being the appropriate marketing
.~~

- .

perspective.
It was shown that most educators have accepted
marketing as a necessary evil.

However, despite their

similarities, important differences between the
business-based economic model of pure competition and the
marketing realities of private schools were discussed.
Most schools, unlike businesses, are not motivated by
proflt potential.

The educational "product" is ambiguous

and inconsistantly perceived by consumers.
competition exists among prlvate schools.

Imperfect
Imperfect

information results from a natural asymmetry in
information between educational administrators and
educational consumers (parents).

Also, neither

professional educators nor parents have a thorough
understanding of educational causes and effects.

Neither

can isolate what difference educational effects have made.
Therefore, information from both sides is often based on
assumptions rather than on objective evidence.
In summation, at least four factors suggest that
educational administrators involted in marketing for
student recruitment may be ineffective or even
counterproductive.

First, educators do not fully

1
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understand marketing.

Second, educators are reluctant to

use marketing principles, believing they conflict with
their schools' missions and are unneccesary.

Third, the

business-based model of marketing, which schools have
adopted, is based on an economic model of pure competition
which is different in some ways from the marketing
realities of private schools.

-

And fourth, educational

aclministrators appear to reflect seller-oriented rather
than client-oriented approaches to marketing.

B.

A research study was designed to analyze the content
of schools' promotional brochures.

A stratified random

sample of 554 schools meeting the operationalized
definition of "private high school" was obtained.

Posing

as a parent of a high school-age student moving to the
state in which each of the schools in the sample were
located, this author solicited a brochure from each
school.

A 92.7% response rate (102 schools) was obtained

with 100 school brochures received.

Determinations were

made to define what constituted a brochure and which parts
of the brochure would be included in the content analysis.
The unit of analysis was each complete sentence.

However,

within each sentence, clearly distinct messages were
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recorded separately.

Using a content category dictionary,

28 exhaustive and mutually exclusive content categories
were identified, defined and grouped according to the
marketing components of Product, Place and Price.

Each

discrete message was tallied as either a message or a
persuasive message.

The latter term was operationalized

as messages in which the language explicitly mentioned
some benefit, advantage or desired outcome.

A total of

14,328 dlscreet messages and persuasive messages were
tallied on data collection sheets.

Each school was coded

according to five dimensions: size, age, cost, geographic
region and religious affiliation.
Reliability testing was performed using two
independent judges.

The judges' content coding of three

brochures was compared against this author's
same brochures.

coding of the

The judges' classification of content

categories had an 87.56% rate of agreement with the
I

author.

The Judges' classification of persuasiveness of

language had an 85.50% rate of agreement with the author.
The Judges' classification of the marketing components of
Product, Place, Price, and Other had a 96.14% rate of
agreement with the author.

These results were deemed

acceptable by this researcher.

The first research question asked which content
categories were emphasized in schools' promotional
brochures.

The significance of this question is that it

seeks to identify those topics which are included in
schools' brochures and the relative importance assigned
those topics by school administrators.

I t is believed

that those topics emphasized most, through repetition,
represent the aspects educational administrators consider
the best "selling" points of their schools <i.e., those
which match the wants and needs of educational consumers).
This provides insight into how schools market themselves
to parents and prospective students.
Twenty-eight content categories emerged, 21 of which
pertained to the Product component of the marketing mix.
There were two Price categories, one Place category and
four categories in the group called Other.
B y a wide margin, the schools emphasized most the

categories of Academics/Curriculum and Activities/
Extracurriculars (see Table 2 ) .

Frequencies for these

categories were significantly higher than all other
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categories and, together, accounted for one-fourth of the
content of all brochures.

I t is not surprising that these categories should
have received so much emphasis.

Academics comprise the

bulk of the school day with extracurricular activities
often making up most of students' af ter-school
experiences.

In fact, private schools are apparently

correct in emphasizing the category of Academics.
Research indicates the primary reasons parents send their
children to any school is academic excellence (O'Brien,
1988, p 3; Staff, "Ideas and Perspectives," April 18,
1988, p. 6).

This, however, was not always the case with

private schools.

Between 1963 and 1974 Catholic schools,

which constitute the majority of nonpublic schools, were
chosen because they offered religious education:
In fact, studies show quite clearly that
Catholic school parents were not interested
in academic reasons for choosing Catholic
schools, not even in a secondary way. If they
wanted academic excellence, they chose the
public schools. Today, however, the tables have
turned. The research suggests that Catholic
school parents are overwhelmingly interested in
academic quality and college preparation, even
at the elementary level, as reasons for choosing
Catholic schools. (Bauch, 1987, p. 59)
The emphasis on extracurricular activities, however,
appears to be less warranted as a marketing strategy.
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Studies conducted by Independent School Management show
that parents of students in private schools are relatively
unconcerned with extracurriculars such a s athletic teams,
musical groups, dances and student government.

However,

these activities are very important to high school
studentz.

The brochures obtained for this study appear

targeted primarily to parents.

Students, no doubt, are a

secondary target audience and may exert considerable
influence with their parents.
Whlle i t seems doubtful that educational
administrators are justified in according Activities/
Extracurriculars such prominence in their brochures, it is
even more significant that they appeared to totally ignore
what studies show is the second most important priority of
private school parents--Character Building:
Although it may be difficult to accept, a
growing number of public schools today offer
hard academics that are equivalent to those
found even in the best private-independent
schools...Discerning parents--those who go
beyond image and reputation--make these
comparisons. Your chance to persuade them
that your institution is better, and worth the
price, rests largely in the character
development areas. (Staff , " Ideas h
Perspectives," April 18, 1988, p. 7 )
Character development includes discipline, religious and
moral teachings, and teachers who serve as role models.

While Character Development did not represent a content
category by itself, this aspect of schools was represented

in categories such as Philosophy/School Goals, Standards
of Conduct/Rules and Student-Teacher Relationship.
Certainly, however, the importance of Character
Development was underemphasized in the schools' brochures.
The second research question asked how the marketing
components of Product, Place and Price were represented in
the content of schools' brochures (see Table 3).

As

stated, 21 of the 28 content categories were associated
with the Product component of the marketing mix.

When all

categories were collapsed into category groups the Product
dimension was found represented in three-fourths of the
brochures'

content which was significantly different from

all other category groups.

The dominance of Product

references suggests school administrators believe that
what their schools have to offer is more important to
parents than where it is offered or at what price.
constitutes a school's

Product?

What

The answer is the process

of education as defined by the brochures' content:
Academics, Activities, Campus/Facilities, Philosophy,
History, Student Services, Faculty, Extra Features,
Students, Atmosphere, Graduates, Honors & Achievements,
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school Slze/Class Size, Standards of Conduct, Parental
Involvement, Attitudes, Physical Environment,
Student-Teacher Relationship, School Credentials, Head of
School and School Governance.

Some of these categories

represent tangible aspects of the process of education and
can be assessed.

Other aspects are intangible and are

described abstractly.
Marketing theory states that the Product, Place,
Price and Promotion components are interdependent and
equal in importance.

Sequentially, they have a logical

order with Product coming first.

However, there is little

available research to indicate how much emphasis should be
placed on the different components.

I f the components are

considered equal in importance, perhaps they should be
accorded equal frequencies in promotional literature.

It

does seem logical , however, that Product should be
emphasized most because it is the one component most under
schools' control and most responsive to parents'
concerning their wants and needs.

input

Place, for example, can

be communicated positively and persuasively (e.g., "Our
campus is centrally located and a convenient driving
distance from the airport...") but there is really nothing
a school can do to change its location.

Price, too, can

be cormunicated in ways which show its benefits (e.g.,
MOur tuition is low relative to other private schools in
the area...").

But there is not much that can be done to

change costs in schools.

Most schools are nonprofit to

begin with, so, in most cases, a significant reduction in
costs will affect a significant change in Product
offerings <e.g., increasing student class size or doing
away with athletic~programs). Furthermore, research
suggest that the Price dimension is less important to
educational consumers than most school administrators
believe, as indicated in this advice to private school
administrators:
Do not deter from setting tuitions at the
level necessary to run quality programs and
pay salaries that attract and hold strong
facuty
We find that parents select a school
on its reputation and on the services offered.
They only make decisions in favor of lower
tuition when the schools are viewed as similar
in both categories and when the price
differences are very significant. Finally,
don't confuse low enrollment produced by the
demographic "trough8' as a sign of having priced
your school "out of the market." (Staff, "Ideas
& Perspectives," November 30, 1987, p. 47)

...

According to this, Price is important to educational
consumers only when it has an impact on Product.

Schools

should be concerned with Product first when making pricin9
decisions.

120
The brochures indicate that schools market the
educational Product much the same way as businesses market
their products.

Schools, like business, descrlbe Product

in terms of its core, tangible and augmented levels.

The

marketing components of Price and Place are integral parts
of schools' promotional literature.
The third research question asked how marketing
strategies, evidenced in the brochures' content
categories, differ according to the size, cost, age,
geographic region and religious affiliation of schools.
The results showed remarkably few significant differences
(see Tables 4 , 5 , 6 , 7 ,

and 8 ) .

Most of these differences

were obvious or relatively unimportant.

For instance,

older schools emphasize their history more than younger
schools.

I t is much more important that so few

differences emerged within the school dlmensions.

For

example, school costs did not influence the emphasis
schools placed on the CostdFinancial Aid category.
School size did not influence the School Slze/Class Size
category.

B.

In spite of the fact that larger schoo s tend

to have more available curricular and extracurricular
offerings, school size had no impact on either of these
categories.

Llkewise, school age and geographic region
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made almost no difference In the frequencies of nearly all
categories.

The relative emphases given categories were

remarkably consistent across very different types of
schoo 1 s.

A school's uniqueness should be an important part of
its marketing effort:
The subject of any advertising campaign
should have something to make it special.
Schools are no exception. The function of
a school system is to provide accessible
education in the broadest sense--to provide
basic cognitive materials plus a variety of
"how to" experiences. How a school provides
these opportunities defines its uniqueness.
Whatever it is, it must be a well-understood
quality s o that it can be affirmatively
described. (Pfeiffer 8. Dunlap, 1988, p. 15)
One would have to ask whether schools do market their
uniqueness when, for instance, 200-year-old schools'
brochures reveal the same pattern of content category
emphases a s 20-year-old schools; schools in Cal ifornia
reveal the same emphases a s schools in New England;
schools charging $8,000 per year reveal the same emphases

1

as schools charging $1,500 per year.
The content of the 100 brochures was s o consistent
that this part of the research suggests school
administrators may pattern their brochures after each

6
B
I

others.

This could be due, in part, to the fact that many

of the school heads transfer from school to school.
I

Some

of the school heads contacted, for example, mentioned in
their cover letters that they are former heads of private
schools in Delaware, this researcher's

state.

Also, it

was noted on some of the brochures that the brochures were
prepared by consulting firms.

These firms serve several

In

different private schools throughout the country.

fact, the "Blue Book," which was the sampling frame for
this study, advertises that schools can have this
directory's

school listings reprinted as brochures.

Whatever the reasons, the similarity among brochures does
little to accomplish the schools' marketing objectives.
After reading such a large sample of brochures, this
researcher's

impression was that all schools were alike.

I f the typical parent has this same impression, it is
likely that he or she will turn to peripheral cues to
distinguish schools.

For instance, the impression of the

brochures' design, appearance and photographic content may

Ii

influence parents more than the textual content.

This

discussion seems to confirm the concept of "imperfect

1

inf~rrnation,~~
set forth by Abramowitz and Stackhouse
(1980, p. 75):

But it is the third level that describes best
the imperfect informatlon condltion in
education: neither the producer nor the consumer
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has much understanding about what is produced.
Professional educators (producers) know more
than parents (consumers) about what goes on
in the school, but the former are usually
unable to predict either the effect of their
efforts or the best way to proceed with
production. ..Therefore, both consumers and the
producers possess only very limited relevant
information about the process of education. If
consumers do not fullv understand what thev are
buying and producers do not ful l y understand
what they are producing, the exercise of choice
by consumers and competition by producers still
might not lead to an efficient market.
There were at least two significant exceptions to the
similarities among brochures.

As school costs increased,

the emphasis on Activities/Extracurriculars decreased
consistently and the emphasis on Academics and Student
Services (primarily college counseling and placement)
increased.

This situation makes sense in light of

schools' marketing goals:
Most private-independent schools concentrate on
a sequence of experiences that eventually
result in college placement
Parents
pay tuitions and fees for the programs (and
services) that meet their quality expectations.
...p arents in all types of schools give first
priority to hard academics (with their eyes on
college placement)...(Staff,
"Ideas tl
Perspectives," April 18, 1988, pp. 6-71

....

Schools that charge more must have something of value
to offer parents.

What parents value most is a school

that prepares their child for college--perhaps even
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helping their child obtain a scholarship to a prestigious
college.

This far outweighs the parents'

interest in

clubs, sports and social activities.
The second important exception to the brochures'
similarities was in the area of religious affiliation.
Significant differences were found in seven of the 28
categories.

This occurred, in part, because whereas the

other dimensions (age, cost, size, etc.) contained four or
five different ranges, religious affiliation contained
only two (i.e., Affiliated and Nonaffiliated).

Also,

whereas there was some missing data for the other
dimensions (e.g., data concerning school size was
available for only 61% of the schools) data was complete
for the religious affiliation dimension.

Statistically,

categories for religious affiliation were more likely to
reveal significant differences.
Nevertheless, significant category frequency patterns
emerged.

Affiliated schools market themselves differently

from Nonaffiliated schools.

Affiliated schools place more

emphasis on Activities, Philosophy and Atmosphere.
Nonaffiliated schools place more emphasis on Academics,
Student Services, Costs/Financial Aid and Head of School.
While, as noted above, parents in all types of schools
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place highest priority on academics, they place second
highest priority on character building.

This is one

distinguishing feature of religiously affiliated schools
in particular.

Many of these schools' brochures included

information about activities oriented toward service
programs.

By emphasizing their philosophies, religiously

affiliated schools stress their uniqueness and that which
separates them from other private schools and, more
importantly, that which separates them from their public
school counterparts.

A manifestation of religiously

affiliated schools' core philosophies is found in the
information they provide in the Atmosphere category.
These messages were likely to focus on the psychological
influences of mutual trust and caring among the school
cormunity.

Affiliated schools portray a oneness of

thought and spi ri t--a sense of be1 onging.
That Affiliated schools give less emphasis to
Costs/Financial Aid and Head of School can also be
explained given the differences between these and
Nonaffiliated schools.

Because Affiliated schools portray

a oneness in thought and spirit within the entire school
community, perhaps schools' costs seem less important.
The assumption of common faith and religious values
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Or maybe discussion of

reduces the importance of cost.

costs is assumed to be in conflict with the philosophies
upon which religiously affiliated schools exist.
The Head of School category was emphasized three
times less in Affiliated schools.

The religious

ministries of these schools' heads (nuns, priests,
ministers, rabbis> could provide a probable explanation.
These schools' heads are portrayed as part of the total
school community rather than as individuals with salable
features.
The fourth research question asked how the content
categories were presented in terms of persuasive language.
Nine categories used more persuasive language and 15
categories used more nonpersuasive language (see Table 9).
Of the nine persuasive language categories, eight belonged
to the Product category group.

Place and Price categories

were associated with more nonpersuasive language.

The

emphasis on the use of persuasive language in the Product
category group is premised on the assumption that the
school product is able to live up to the "billingu:
In advertising terminology, the phrase "primacy
of product" relates to the basic worth of
whatever is being described to the public. Even
highly-promoted comsumer products such as
automobiles or toothpastes cannot be
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successfully marketed unless they are
And, by the same token, if
intrinsically good
a school system is to be described in glowing
terms, the school had better glow! (Pfeiffer &
Dunlap, 1988, p. 15)

...

It was significant that the ranking of categories
according to persuasiveness of language did not correspond
to the ranking of categories according to message
This suggests that something different is

frequencies.

accompl ished through the use of persuasive 1 anguage as
opposed to mere repetition of content messages.
The top three categories using more persuasive
language were Atmosphere, Attitudes, and Student-Teacher
Relationship.
qualities.

Such categories represent intangible

Categories with high message frequencies but

low in persuasive language, such a s Academics and
Activities, represent tangible aspects of the school
product.

Courses and activities are not likely to be

significantly different from school to school.

Offering

Algebra and having a football team, for example, does not
easily distinguish one school from another.

Something

else must be communicated in order to distinguish private
schools from one another and irom public schools.

The

data suggests that this difference is communicated through
the use of persuasive language to describe intangible
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things such as Attitudes and Atmosphere.

For example,

while courses and activities do not, by themselves,
dlstingulsh schools from each other, the characteristics
of those who teach the courses and moderate or coach
activitles can be important points of distinction.

Math

courses may be slmilar, but math teachers can make the
difference in the way math is taught and learned.

The

Faculty/Staff category, therefore, used more persuasive
language whereas Academics and Activities used more
nonpersuasi ve 1 anguage

D.

.

Conclusion
The answers to each of the four research questions

relate to the broader question of whether high school
administrators market their schools effectively.

At the

heart of this question is the determination of whether
school brochures reflect seller-centered or
client-centered perspectives.

While this determination i

beyond the scope of the current study, the results
obtained do suggest that there is reason to question the
marketing assumptions made by school administrators.
Certainly, additional research concerning the wants and
needs of educational consumers would be useful in making
this determination.
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The analysis of content category frequencies suggests
that schools do place a high emphasis on academics which
corresponds to the top priority of private school parents.
However, the schools appear to ignore the aspect of
character development whlch is accorded second priorty
among parents and which is the one private school feature
which most clearly distinguishes private schools from
publlc schools whlch "are hobbled by legal restrlctions
regarding anything that smacks of 'religion',

and by fear

they may infringe upon familiy mores or traditions"
(Staff, "Ideas & Perspectives," Apr'il 18, 1988, p. 7).
The Product component of the marketing mix is
emphasized much more than either the Price or Place
dimensions in school brochures.
justified.

This appears to be

The school product, unlike the product of

businesses, does not enjoy flexibility in its channels of
distribution. :Therefore, the Place component really is
important from the marketlng perspective primarily when
new schools are planned and constructed.

Similarly, the

Price component is not amenable to change since the basic
educational product is not produced for profit.
Furthermore, evldence suggests that parents are not

motivated by Price differences unless they are significant
or if they have an effect on the product offerings.
The high degree of similarity among brochures of
schools of many different sizes, ages, costs, geographic
locations and religious affiliation is a danger signal
from a marketing perspective.

The relatively few

significant category frequency differences suggest
deficiencies in one or more of the three communication
transactions in the marketing information system (see
Figure 1).

I t suggests that schools do not adequately

collect information about wants and needs from their
publics.

I t also suggests insufficient internal

communication to dlscuss the wants and needs of consumers
and to develop a product offering that satisfies .those
wants and needs.
Finally, the analysis of the use of persuasive
language suggests that, whereas repetition of content
messages is the primary method for emphasizing things
considered to be important to parents, private school
admlnistrators rely on persuasion to distinguish their
schools from each other and from their public school
counterparts.

Whereas tangible Product categories such as

Academics and Activities fail to distinguish schools,

I

of schools, then additlonal aspects of the brochures
should be analyzed.

The brochures' photographic content

appeared to create a stronger impression than did the

included wlth the schools' response.

Thls material should

be analyzed as well.
The findlngs from thls research recall the question
voiced by many members of the educational cornmunlty:

"Is

marketing incompatible with the nature and mission of
education?"

Authors such as Phlllp Kotler have suggested

this is an emotlonal response by educators who do not
understand the concept of marketing.

Others--notably

Abramowitz and Stackhouse--have stated that disparate
factors exist between the business-based model of pure
competition and the marketing realities of private
schools.

These factors, including "Imperfect

information," belie the assumption that schools are
essentially like businesses.

Whereas this research

focused on the similarities between business-based
marketing and marketing for student recruitment, future
research is needed to address their differences.

The

followlng, taken from a recent article on this topic,
challenges the valldlty of our assumptions about the role
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rearultment.

Slnce marketlng success Is measured by the

"bottom Ilne," (e.g., Increased enrollment) It should be
relatlvely slmple to assess different performance levels
between schools that are actlvely engaged In marketing and
schools that are not.
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APPENDIX A
RESEARCH INSTRUMENT

(Date)

P.O. Box
Newark, DE

19711

(name of school head)
(name of h 1 gh school >
( address >
(city, state, zip)
Dear

(

>:

Because of my husband's expected job relocation, our
family plans to move to (state of target school) sometime
next summer,
We expect to be enrolling our child in 9th grade at a
private high school there. However, we know virtually
nothing about schools in your area.
Could you please send me one of your school's
brochures?
M y husband and I are very concerned
education. Also, we are concerned about
~ o s cof schools there. We feel that the
school to attend is a very important one
appreciate any answers you can provide.

Thank you very much.

about sualitv
the location and
decision of what
and we would

1 1 ook forward t;

hearing from

Sincerely,

APPENDIX B
DATA COLLECTION SHEET

School :

Date:

Size:Cost :Rellglous A f f l l l a t l o n : Age:Geographlc Region:Letter Received:-Yes

Philoso~hv/School Goals
m

Extra Features
m

prn

pm
Phvslcal Environment

Honors

Achievements

pm
Hlstorv/Tradition

N

o

Pm

School Size/Class Slze

pm
~ r n
a
/
/
t-Te
elat ionshi

Prn
Facultv/Staff

Dm
Parental Involvement

ad of School

Dlrections/Trans~ortation

Pm

prn

Graduates

Costs/Financial Aid

Pm

Student Services

~ r n
Testimonials & Quotations

pm

pm

Standards of Conduct/Rules General School Descriptors

Pm

pm

Fdmissions/Aw~lication

Other Practical Information

School Credentials
rn

Other
rn

Pm

pm
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APPENDIX C

CONTENT CATEGORY DICTIONARY

This category includes statements about the broad mission
or objectives of the school. These statements, therefore,
typically take the form of "we believe that
or "...Is
at the heart of the school," or "the school is committed
to..

...,"

."

Example:

"We strive to develop happy, fair-minded human
beings and all our programs are directed to
this goal

."

This category includes statements about classes, credit
requirements for graduatlon, teaching and academlc
department philosophies and course offerlngs.
Examples:

"Students may derive enJoyment from courses
such as Health and First Aid."
"We offer a broad, college preparatory
curriculum which stresses basic skills."

This category includes statements about awards recelved by
students, teachers, or school. I t also includes
Judgements about the reputation of the school, its
faculty, students, programs, teams, or facilities.

Examples:

"Cush1 ng received an award from Governor
Dukakis for this work."
"Academy students strive to win--and
they wln more than thelr share."
"Our facilities have been widely recognized
In archltectural.journa1s for thelr. .."

4)

Attitudes

Attltudes Include statements whlch refer to expressed
feellngs of the school's faculty, students, or parents.
Examples:

"We are proud of our tradition of continued
growth. '
I
"Our familles choose us because they belleve
that.. ."

Hlstory/Tradltlon statements refer to the school's
founding and founder(s), the growth or maJor changes which
have taken place, and the character and tradltlons of the
instltutlons whlch have developed.
Examples:

I1Formany years Cushing was the only hlgh
school serving Ashburnham."
"The facility is named for..."
"The boys and girls schools were consolidated
In 1916."

This category includes statements about the school
grounds, bulldlngs, and lnstructlonal resources such as
computers and llbrary books.
Examples:

"The campus encompasses 32 beautiful acres..."
"...a spaclous cafeteria where meals are
served.
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"...features extensive athletic facilities"
7)

Students

Statements fitting this category refer to the social,
geographic, economic, ethnic, intellectual, and cultural
backgrounds or general characteristics of the student
Examples:

"...their diverse social and ethnic backgrounds
reflect that of the larger metropolitan
commun 1 t y "

.

"The Oak Knoll boy or girl wears a uniform,
totes a heavy bookbag, does lots of
homework..."
8)

Facultv/Staff

Faculty/Staff statements refer to the description,
com~osition,or characteristics of teachers and other
staff persons <with the exception of the school head) as
well a s their credentials such as college degrees, years
of experience, and teaching certification.
Examples:

"Gushing's art teachers are versatile
professionals whose work in various media
have been recogn i zed. "

-

"Our talented and supportive faculty

..."

"The faculty comes from diverse backgrounds

9)

..."

Statements about the headmaster, headmistress, or
principal of school are included in this category.
Example:

"Mr. Smith, headmaster since 1979, brings a
special perspective to this position."

1 0 ) Gradate2

Statements about the school's alumni may refer to colleges
attended by graduates or college acceptances, employment
trends, or alumni involvement In the school.

Examples:

"Most graduates contlnue thelr success In
college."
"Our students have been accepted In such
hlghly selective lnstltutlons as Harvard,
Yale, and Princeton."

1 1 ) Student Servlceg

The Student Servlces category refers to personal and
college counsellng, tutorlal services, health care,
guldance, and academlc advlsement.
Example:

"In order to help students make the
appropriate cholces, an organized system of
college counsellng Is offered."

Standards of Conduct/Rules lncludes references to
dlsclpllne codes, acceptable and unacceptable behavior,
dress codes, penaltles for conduct violatlons, etc.
Examples:

"Students are expected to be present and
punctual for all appointments.'
"One aspect of personal integrity is
adherance by community members to the
school's prevlously-agreed-upon standards
of behav 1 or. "

13) School Credentials
This category Includes references to the school's
memberships In various associations and its accredltatlon
status.
Example:

"...is fully accredited by the Middle States
Association of Colleges and Secondary Schools."

This category refers to statements about programs that go
beyond the typical academlc and extracurricular high
school experiences. Extra features include descriptions
of the students' boardlng or residentlal life, chapel
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services, foreign exchange programs, day care, summer
camp, and unique actlvlties such as survival training.
Examples:

"Quiet time for prayer and reflection is
provided on a daily basis."
" A summer session and day camp are offered
each year. "

15)

~ctivlties/Extracurricularg

Activities/Extracurrlculars includes such things as

student clubs, athletics, music and drama productions,
community service proJects, student government, student
publications, and social activities such as dances.
Example:

" A wide variety of extracurricular offerings
supplement the formal curri~ulum.~

16) Physical Environment

This category refers to the physical or cultural setting
in which the school Is located. This setting may include
the town, city, state, or region. It does not include the
school's location In the sense of directions for finding
the school. Nor does it include references prirnarllv
about the school's campus.
Examples:

"Its 300 acre campus is located near the
historical mining town of..."
"The school is located in north central
Massachusettes in a rural area of rolling
hills dotted with lakes."
"On weekends, our students take advantage of
the many theatres and museums located in
nearby Boston."

17) Btmospher~

This category includes references to the ambiance--the
dlstlnctlve atmosphere wlthln the school. It refers to
intangible feelings such as friendliness, caring, mutual
trust and respect.

Examples:

"Our family atmosphere and community spirit. ..I'
"We provide a supportive, yet challenging
environment "

.

"The atmosphere of the school is relaxed and
informal

."

18)

Size of Sch~ol/Class Size

This category includes references to the size of the
student body, average class size and the student-toteacher ratio.
Examples:

"Our classes are small, from 10 to 20
students."
"Our school is large enough to provide a
diversity of programs and activities yet, the
low student-teacher ratio ensures personal
attention."

1 9 ) Student -Teacher relations hi^

Student-Teacher Relationship refers to the relationships
between students and teachers and the respective roles
assumed by students and teachers through their interaction
in a variety of settings (e.g., student-teacher,
athlete-coach, teenager-adult).
Examples:

''...where the close interaction between teacher
and student fosters mutual respect and trust."
"At Cushing, you get to know your teachers as
human be i ngs "

.

20) School G o v e r n a m
This category includes references to school governing
bodies such as the board of directors. I t does not refer
to the school administration.
Examples:

"The school functions under one board and
one president."
"The Convention elects Academy Trustees.

provides financial support and sets the
general policy by which the school is
governed. "
21) Parental Involvement
Parental Involvement includes references to parents'
associations, home-school associations, meetings between
school personnel and parents and parent-focused special
events.
Examp'les:

'...is fortunate to have an active ParentTeacher League. "
"Parents are encouraged to take an active part
in the 1 i fe of the school

.'

This category refers to the location of the school in
terms of directions (how to get there, where it is
located) as well as the various means by which students
and parents get to and from the school (e.g., bus,
carpools, etc.).
Examples:

"We are in easy walking distance of downtown
Summit and within convenient commuting
distance to New York."
"Students travel by bus and by car..."
"From San Francisco: cross Bay Bridge--take
580 toward Oakland-change to 24 toward

Walnut Creek..."

23) Costs/Fimcial

Aid

This category includes statements about tuition, terms of
payment, scholarship and financial aid, fees, living
expenses, expected donations, etc.
Examples:

"Because tuition covers only part of the cost
of educating students, and financial aid is
available, our school is able to accomodate a
diverse student population."
"There is a $45 non-refundable application fee
due at the time of application,"

This category includes statements concerning how to make
application, how students are selected for admission,
deadlines for making application, admissions testing and
placement, and school visits or interviews related to
applying or being admitted to the school.
Examples:

"Early application is encouraged."
"...has a nondiscriminatory policy and is
open to all students regardless of race, color,
religion, or national and ethnic origin."
"Special consideratin is given to children of
alumni

."

25 Testimonials & Quotationg

This "Other" category includes statements which are
presented in the brochures as quotations. These
quotations, which may or may not be attributed to a
source, are often presented as testimonials about the
school. The quoted sources may be students, graduates,
teachers, parents, or newspaper articles.

Example:

...

"'My
two children are very different
Both
have grown into capable, confident adults.'"

26) General School Descri~torg

Thls "Other" category includes statements which describe
the type of school 1.n very broad terms.
Examples:

"Oak Knoll School Is an independent elementary
and secondary school, serving students in
grades K through 12."
"The school consists of two divisions-Lower school, grades K-6, and Upper School,
grades 7-12.
"

,

"...is a coeducational, non-sectarian school
for both boarding and day students."
Other Practical Information
This category includes statements containing information
of a practical nature that do not f i t any of the other
categories. For example, this category includes
references to meals, times when school begins and ends,
homework, and study periods, etc.
Examples:

"Other meals are served cafeterla style."
"The school year begins early In September."

This final category includes all statements that cannot be
fitted into any of the other 27 categories. Typically,
this category contains introductory, transitional, and
closing statements that, by themselves, do not describe
the school directly. They may also include the author's
general thoughts on educat ion or on 1 lfe. These
statements, too, do not directly describe the school.
Examples:

t'For instance, watching a play is great
fun: it's more enJ.oyable if you have been
a part of a stage company yourself."
"Selecting the right school can be an exciting

experience, but it does require thought and
planning."
"There has never been a greater need to provide
a sound academic education for our youth."

