Cetti ng Connect ed:

College Access Marketing’s Next Frontier

Introduction

As a college education increasingly becomes a reaugnt for prosperity in American
society, efforts to improve college attendance sunctess rates are of great public importance.
Given the well-documented public and private baseff higher education, there is arguably no
cause of greater social concern (Perna, 2003; B&Rayea, 2005). Therefore, it is essential
that “social marketing” efforts be effectively dited at promoting such positive behavior.
College access marketing is not a new conceptgtadter attention and resources have been
given to such strategies in the past decade. t&féoe currently underway at the local, state, and
national level — initiated by state education ages)cnon-profit organizations, and higher
education associations — to promote aspiration aatemic preparation, better inform the
public about the availability and affordability @& college education, and assist with the
application process. A number of states have fotlhrat marketing campaigns on print,
broadcast, and — most recently — web media canidi@yheffective in increasing college
readiness, access, and success.

But times are changing —in terms of marketing pcast media environments, and
consumer demands. With limited financial resoufoesuch a vital and large-scale endeavor, it
is essential for college access marketing to gehected and adapt to the changing times. New
media and new marketing have the potential to nediectively reach target populations in a
manner that is consistent with generational comupatian trends. Such has been demonstrated

in commercial marketing and other “social marketidgmains. But college access marketing



has been slow to adapt to the changing media emmieat and marketing trends, largely out of
fear of uncertainty and a lack of relevant researdh this paper, | will 1) examine how
marketing has changed in recent years; 2) conswtat “social marketing” is and how it has
evolved to incorporate new media and new markepiragtices; 3) provide an introduction to
college access marketing as a type of “social mexdgte and 4) outline an agenda for helping
college access marketing connect with the nextrgéine of college students — the “Connected

Generation” — through contemporary marketing pcasti

Marketing in the 21% Century

It appears that marketing is coming of age. Bditas, radio and television stations, and
print publications are quickly losing their grip ¢ime market for brand recognition, customer
penetration, and product information delivery. pull economy” — based on “open, flexible
production platforms” as opposed to top-down respoto anticipated consumer demand — is
transforming American society (Bollier, 2006, 4Bollier (2006) contends that such change is
being facilitated by the technological revolutiofiinstead of dominant companies using top-
down market structures to push and shape consueneartt, the new technologies are enabling
the creation of bottom-up, self-organized commaesitbased on fluid and shifting societal
preferences” (Bollier, 2006, 36). Additionally, rsumer views of traditional media and
marketing practices have soured and a growingaahertising sentiment is sweeping the nation
(Tauder, 2005). As a result, terms from epidengpl@olitical science, and religion have been
reconceived and integrated into the industry jargath a new field of marketing has been born.

For a long time, there was much debate in the niagkecommunity about new

marketing techniques and trepidation about impt@ntuntested alternatives (Jaffe, 2006).



However, by 2007, the share of media budgets dbdcm web-based advertising is expected to
climb to 17 percent (Jaffe, 2005). Newspapersyad 36 percent of total advertising dollars in

1995, but it is predicted that their share will tal 25 percent by 2010 (Adler, 2007). However,

it is important to remember that new media and meavketing are not exactly synonymous;

Internet advertising that is limited to banner g@cpments is just an example of old wine in new
wineskins. New marketing — on the other hand m@e egalitarian, more democratic, more

sophisticated, and more user-friendly. One oflibst-selling books on the topic explains new
marketing strategies in the following terms:

Marketing has traditionally been more like a maotidang operation, producing

advertisements, Web sites, brochures, campaignspeess releases. Reframed as a

service, however, marketing gains even more vaweugh the process of listening,

advising, explaining and teaching.” (Kelly, 20055}

Others in the communication field explain the dicmoy as the difference between push and pull
platforms. “Pull platforms tend to be able to miae and deploy social energies more
effectively than bureaucratic, standardized pusltf@ms (Bollier, 2006, 9).

However, a broad definition for these new practicesstill disputed. The lack of
consensus on terminology for new marketing apprescbontributes to great confusion,
especially in tangential domains. The Word of MoWMarketing Association (WOMMA)
(2007) identifies many of the leading industry piges in this new arena. Some of these

include:



Term Definition

Buzz Marketing Using high-profile entertainment or news to get
people to talk about your brand; Intense form| of
word of mouth marketing; Information moves in a
matrix pattern rather than a linear one

Viral Marketing Creating entertaining or informative messages to
be passed along, often by email

Community Marketing Forming or supporting niche communities that are
likely to share interests about the brand

Grassroots Marketing Organizing and motivating volunteers to engage
in personal or local outreach

Evangelist Marketing Cultivating evangelists, advocates, or volunteers
who are encouraged to spread the word

Product Seeding Placing the right product into the right hands| at
the right time, providing information or samples

Brand Blogging Creating blogs and participating in the
blogosphere

Referral Programs Creating tools that enable satisfied customers to
refer their friends

Guerilla Marketing Unorthodox marketing strategies; Negative
connotation

The term “social network marketing” is often useddy to describe many of the new
techniques used by organizations to market thadyts. The “social” component of such
practices is the reliance on human pathways of caeniation and interaction to promote
awareness in a product, positive feelings towamtaauct, and ultimately, increase sales of a
product and profitability of a firm. Much of thiew marketing activity is focused on creating
meaning for the consumer. Professor George Sieswggests that “knowing something is great.
Knowing what it means move us to a level where we act — to support, change, redirect
challenge” (Kelly, 2007, 27). This form of markegihas been made possible largely because of
the advent of technology and the proliferation dbpted forms of interpersonal relations.
Examples of new marketing techniques include blsgsjal networking sites, wikis, podcasts,
text messaging, and shared media sites. “In stwt)nternet has emerged both asmedium
that has greatly expanded access to multiple ssus€enformation and aplatform that has

enabled individuals to become producers as wetlbasumers of online contents (Adler, 2007,



4). These technologies are growing rapidly; by ®0dome reports suggest that the podcast
audience could reach 70 million users (Tower, 200@ySpace already attracts over 60 million
visitors each month (Williams, 2007). These apphes are very promising. “Anything that
marketers can do to cede control to their consumoegcknowledge the power shift, and to
recognize the irrevocable changes have taken paxastep in the right direction (Jaffe, 2005, p.
203). Additionally, “word of mouth” has been foutal be the most influential media form in
consumer decision-making (McConnell & Huba, 200d|e&, 2007).

A major concern has been that the new media envieon presents too much consumer
choice, to the point of being paralyzing. Schwd#2@04) finds that individuals disengage when
presented with an overabundance of options. Whielnternet might at first appear to be a
disjoined media environment, the rise of supersssiech as MySpace, Facebook, and YouTube
suggest that “much of the chaotically-and indepetigglaced elements of the Web are being
voluntarily placed under the control of a singlstitutional communicator...” (Napoli, 2007,
10). Additionally, Napoli (2007) contends that arste behavior patterns from traditional
media, such as “clustering” — in which 20 perceintantent claims 80 percent of viewers — are
manifesting themselves in the new media environment

It is interesting to note that the increased useaafal networks for marketing is taking
place during a time of decreased social cohesiah rauced social capital. Numerous
indicators point to the high level of social disnentedness plaguing contemporary society
(Smith-Lovin et al., 2006). However, much of thedence to support such claims is based upon
measurements of more traditional notions of humamnection. The new marketing

environment is capitalizing on the potential offtteclogy-induced social networks.



There are many success stories about organizaigng these new marketing strategies, or
merging more traditional techniques with these ngractices, to boost sales, invigorate
corporate image, and promote greater brand loyalBut navigating the fine line between
succeeding in this new marketing environment ansiog irreparable damage to customer trust
is complicated and requires careful planning andsicteration. Trout (2006) contends that
marketing that relies on buzz and word of mouth lmamm double-edged sword. There is no way
to stop such processes, even if they are promategative impressions of a product. Well-
crated strategies are no protection against spcadesses in the new marketing environment.
Often times, it is easier to create negative bban fpositive buzz. Hespos (2000) identifies best
practices and strategies for a successful campaighe new marketing environment: 1) The
"virus" must present clear value to the customgit Bhust be easy to send to a friend; and 3) It

should be easy to track.

“Social Marketing”: Coming of Age

It is important to examine trends in commercial keting because “social marketing”
often takes many cues from the field (Peattie &tfea2003). The traditional definition of
“social marketing” is the use of marketing techmguo promote positive social behaviors,
usually through changing group norms. The foundéthe theoretical base for social marketing
define it as “the explicit use of marketing skiéshelp translate present social action efforts int
more effectively designed and communicated progrémas elicit desired audience response
(Kotler & Zaltman, 1971). In many cases, “the taslsocial marketing is to move people from
intention to action” (Fox & Kotler, 1980). The gms of the practice date back to the 1970s
(Fox & Kotler, 1980). The roots of social marketinie in social advertising, a purely

information approach to behavior change (Fox & KigtlL980). Social advertising morphed into



social communication as greater support network® weegrated into campaigns (Fox & Kotler
1980). But social marketing came into being thiotige inclusion of market research, product
development, the use of incentives, and facilitati#ox & Kotler, 1980). According to
Andreasen (1995), “social marketing” is used tonpote one-time actions (i.e. have a
vasectomy), repeated but finite actions (i.e. pgudite in a drug withdrawal program), permanent
lifestyle changes (i.e. stop smoking), and situsi@ctions (i.e. don’t drink and drive).

“Social marketing” has been used to encourage bealgbarenting practices, discourage
smoking, and promote abstinence, educate youngleadyout the importance of remaining in
school, and a wide array of other issues of pulmiccern. There have been numerous examples
of successful “social marketing” campaigns. Howetlee “Got Milk?” marketing campaign is
an example of “social marketing” that was quite engive and found to be largely ineffective
(Smith, 2006). It is possible that this is becatiselied on more traditional forms of marketing.
Additionally, experts point out that evaluation ‘@bcial marketing” campaigns is extremely
difficult because measures of success are oftedeam®r elusive and it is difficult to
demonstrate causation (Fox & Kotler, 1980). Ttieacy of “social marketing” initiatives are
also influenced by the level of entrenchment of uhdesirable behavior pattern and the degree
of invasiveness of the recommended change.

In recent years, there has been a growing debaiat ahe appropriate relationship
between commercial and “social marketing,” with sotentending that “social marketing” must
develop its own theory and vocabulary to refocdsref on the needs of the targeted audiences
(Peattie & Peattie, 2003). According to Bloom & Ntiv(1981), “the two marketing games have

much in common and require similar training, butfehas its own set of rules, constraints, and



required skills...’social marketing’ is the more dfilt game to master...success in the ‘social
marketing’ arena requires greater ingenuity andyingtion” (qtd. in Peattie, 2003 at 381).

“Social marketing” has slowly begun to utilize tihechnologies of the new media
environment to promote causes and ignite sociai@ha The reasons for the switch include the
efficacy and penetration of such techniques. Tshiting allows audiences to control when
they view content and expands the visibility of adisements (Tauder, 2005). But equally or
more important to the shift is the changing medradscape, which has become less receptive to
traditional marketing methods. “Social marketinrgivhich has often relied upon free media or
reduced fees through public interest requiremehbsaadcasters and other media outlets — is no
longer able to rely upon government regulation mivate symbiotic relationships with media
entities. Additionally, social marketers — likeethcommercial counterparts — have seen how the
saturation of information from cable and the introtion of digital media sources has eroded
targeted message delivery. Recent studies hawenstiat consumer retention of information
from traditional marketing is on the decline (Jaf2®05). And Spitfire (2005) points out that
“it's also prohibitively expensive for nonprofit ganizations to run enough ads to be effective on
most television stations.”

Early results from “social marketing” campaigns éoypg new marketing practices are
promising. Civic marketing — focused on promotipglitical participation and not merely
choosing a particular candidate — has been andrezbust analysis and research. Tolbert &
McNeal (2003) conclude that the Internet has thegodo mobilize the electorate and promote
citizenship. Additionally, the recent rise of statactivism in California on immigration issues
is attributed to new forms of “social marketing” ¢Mer, 2006). Recent developments — such as

the creation of a politics-specific channels onyapsocial networking sites— suggest that social



marketers working in the area of civic engagemeatparticularly tuned in to the “Connected

Generation” (Williams, 2007). MySpace founder TAmderson contends that “MySpace has a
method of reaching people who are historically int#rested in voting...and a MySpace profile

could excite their interest in ways they are usedit the same way they learn about their
friends, they could learn about a candidate” (\&ltis, 2007).

Many important lessons learned from “social mariggti using more traditional
techniques are still applicable to “social markgtimm the new marketing environment. It is
crucial for marketers to focus on positive messaggs do” not “don’t do.” Additionally, it is
critical that marketers make their brand synonymeith cool. The TRUTH Campaign was
successful because it framed the issue in suchyahaf young people were being asked to take
action rather than inaction — rebel against thenoamng tobacco companies and refuse to give
into their malicious demands (Spitfire, 2005).

It is also essential to target messages in suclay that they appeal directly to the
students. The reality is such that consumers alenger captive audiences in front of a TV set,
and social marketers must employ new methods. eBtadvant to be given responsibility over
their own actions and often resent excessive cbhyro@thers. The VERB — a campaign which
focused on increasing the physical activity of ypumeople which integrated elements of
traditional media marketing with new media markgtsuch as social network marketing— is a
prime example of the successful merging of old aed marketing techniques for the social
good (Smith, 2006). The campaign added the didtabwof large yellow balls to young people
to coincide with an aggressive television marketagnpaign advocating increased adolescent
physical activity. It first focused on select gemgnic regions, but eventually marketing

permeated across the country. The campaign usedeaactive website to provide a home base



for users outside of primary marketing area andefosocial networks between participants to
promote greater behavioral change.

Another successful model is the National Youth Adktug Media Campaign, which
utilized traditional and new media to “surround tiégget audience...” (King, 2004, 72). Its
online component — Freevibe.com — has taken a fiaxcdtied approach — encouraging teens to
become aware of their behavior, contemplate beh@hiange, share behavior interventions, and
sustain behavior change (King, 2004). Each dddlsteps are facilitated by interactive activities
— such as games, e-mail cards, quizzes, videosdiands (King, 2004). King (2004) believes
that the decreases in marijuana use from 2001-22@3be attributed to the popularity and
efficacy of the Freevibe.com site.

New marketing practices — based on word-of-moutreguire individuals to become
invested in the campaign and co-produce the mess&geial marketing” is increasingly taking
the view of ‘tommunities as intervengitshich states that “for many important social ebes,
communities need to be mobilized and take ‘ownetshii a challenge for anything lasting to
take place” (Andreasen, 2006, 134). “Co-creatiaéssential (McConnell & Huba, 2007, 150).
Messages spread via MySpace and Facebook — wHichipen young people to take action to
get the word out through networks of human contactare examples of “social network
marketing.” These “social network marketing” utds provide targeted access to youth
markets; as of early 2006, MySpace had more thamiBibn registered users (Johnson, 2006).
According to the Pew Internet & American Life Pictje55% of online teens regular visit social
networking websites (Lenhart & Madden, 2007). Oacproduct is deemed “cool,” the new

marketing environment behaves in such a way trettistomers start working for the producer.
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Facebook is particularly powerful because it limkembers through common identification with
a particular educational institution (Johnson, 2006

There are many things to consider about new madetchniques. Firstly, they are
largely reliant on technology (especially computecess). For a “social network marketing”
campaign to be effective, the target audience imarge access to the marketing channels. If low-
income students do not have access to requisitmaodmgies, they will not have the opportunity
connect. Marketing based on social networks vatlwork under such conditions. However, 87
percent of white teens, 89 percent of Hispanicdeand 77 percent of African-American teens
report using the Internet (Spifire, 2005). Whendtnes to mobile technologies, a recent survey
found that 80 percent of 18-29 year olds own cetines, 65 percent of which text message on a
regular basis (Lasica, 2007). Interestingly, amlidon-white youth and young people from
households earning less than $50,000 are the mtigé garticipants on social networking sites
(Lenhart & Madden, 2007). Michael Lomax, Presidehtthe United Negro College Fund,
acknowledges the proliferation of mobile technodsgin the African American and Latino
communities, but remains skeptical as to whetheh slevelopments are “having a positive
economic and social effect on serving underseregaifations” (Lasica, 2007, 43).

Disparities in student access to the Internet -edbas wealth — do remain. While 90
percent of students have access to computer fasiiiht school, students in households earning
above $75,000 are more than three times as likehate Internet access at home than students
in households earning less than $15,000 (Vene@#s,)2 Fewer than 7 percent of low-income
students have high speed Internet connection onomehcomputer (Venegas, 2007).
Additionally, given the importance of informatiorafficking through human networks in this

new marketing environment, it is important to colesi the differential levels of population
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density and the unique characteristics of sociglitahacross geographic and demographic
boundaries. Different communities have differemtiue systems and community-building
processes. Those targeting rural populations nedgk especially cautious of using Internet-
based approaches and utilize more human-focusedages (Spitfire, 2005).

Maintaining ethical standards is important to “sbenarketing” because it would appear
hypocritical to employ marketing techniques tha deemed unethical to promote social good.
The means must be in the spirit of the ends; thasgof a campaign must be linked with the
process. Unlike commercial marketers, social ntarkemust be sensitive to the morality of
their marketing approaches (Peattie & Peattie, P0&me view “social marketing” as
manipulative, distorting facts, giving power to @lext group to influence public opinion, and
“urging them to give up or cut back on comfortab&bits” (Fox & Kotler, 1980, 30). Ethical
analysis is particularly important when considergugrilla or viral campaigns — when messages

can be spread without the consent of consumers.

College Access Marketing: A Primer

College access marketing is a particular type otia marketing.” Efforts to increase
college attendance rates through advertisementstaed forms of communication are not a new
phenomenon; The Ad Council aired “Go to Collegessages well before the 1970s (Kotler &
Zaltman, 1971). But these campaigns were littlearibian social advertisements, devoid of a
support structure to facilitate personal agencycdkding to the Pathways to College Network,
college access marketing — as we currently knewhias only been around for about a decade or
so. Before 2005, only three states were involvegocial marketing” efforts to promote college
attendance (MacDonald, 2005). But today, suchrisffare currently underway at the local,

state, and national level, primarily initiated ligte education agencies, non-profit organizations,
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and higher education associations. The behavidnahge goals of current campaigns are
described as the 5 A’s: aspiration, academic petjosy, availability, affordability, and
application (Kanoy & Watts, 2005).

What makes current college access marketing effeatgly different from previous
incarnations is the level of integration. Earlatempts were social advertisements, leaving
viewer response to “natural social processes,” adeeicurrent efforts arrange “for a stepdown
communication process” (Kotler & Zaltman, 1971, 6pntemporary college access marketing
does not solely rely upon the presentation to réadet audiences. Two additional components
— collaboration and destination — are integral emspef current efforts. And both have been
aided by the advent of new media. Collaboratianvelving all constituencies influencing the
college pipeline — is crucial because there arenaay moving parts involved in the college-
going process. It truly takes a village to eduaatehild to the point of college readiness and
assist them through the application process. Pliagaollaboration between the relevant
governmental, non-profit, and for-profit organipais has been aided by the proliferation of
Internet technology across sectors, empoweringnizgaons to provide more effective and
integrated service delivery (Hall, 2007). Destimat- providing a convenient, user-friendly, and
comprehensive site to assist prospective colleggests — helps ensure that the college access
message is not limited to the 30 or 60 marketirgpsed sound bite. They provide “accessible
outlets which permit the translation of motivatiango actions” (Kotler & Zaltman, 1971, 9).
Websites have revolutionized traditional notiongalfege access destination.

In the Internet age, the television or radio st be a launching pad, directing young
people towards an authoritative source of infororatiWhile the advent of the Internet has made

such destinations far more readily available, is#issare not created equal. Many states currently
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have sites that are not functional, in the senaettiey do not allow the individual to receive
information and act on such information at the séime and from the same location. The most
effective web-based destination — a portal — iggaificantly more expensive and complex
endeavor. Additionally, web-based destinations ameimperfect panacea. Community-based
information and support centers remain a vital congmt of many ongoing college access
campaigns.

There are numerous college access marketing susttegss. The integrated marketing
efforts of the College Foundation of North Carolavhich included collaboration through an
“education cabinet” and the development of a sdmlaited web portal — helped boost the
college-enrollment rate for high school graduatesnf57% to 68% in less than a decade (AP,
2006). Kentucky’'s “Go Higher KY” campaign — whiblad different phases with different target
groups along with a grassroots component — helpa@ase the college-enroliment rate for high
school graduates from 55% to 62% in less than Bsy@eP, 2006). Experimental analyses have
added support for the efficacy of college accesskatmg; the Pathways to College Network
found that students were significantly more confidabout the ability to pay for college, less
confused about the admissions process, and fedt degiety after college access marketing
sessions (Maurer, 2006). However, is importanhate that such campaigns are not cheap;
North Carolina and Kentucky spend well over a miildollars on their integrated college access
marketing efforts. And funding is subject to thikims of government appropriation; in 2003,
the Kentucky legislature did not renew funding tlee campaign and leaders were forced to look
to other funding sources (MacDonald, 2005).

In addition to these established campaigns, thasebleen a recent explosion of activity.

In 2004, the National Governors Association prodidearly $20 million to 10 states looking to
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implement college access marketing campaigns (Maaldp 2005). In 2007, the American
Council on Education and the Lumina Foundation ¢had KnowHow2Go, a national print,
broadcast, and online campaign to prepare moreifoame and first-generation students for
continued education and increase their collegeddiece rates. They expect to receive upwards
of $30 million in donated advertising (Corrigan &ite, 2007). Maine kicked off their “Kick
Start” campaign with a Super Bowl advertisement Ba$sachusetts has purchased more than
$250,000 in paid media to support their “Think Agacampaign effort. There has also been
increased state collaboration on college acceskatiag initiatives through the Go Alliance — a

partnership of states who jointly develop or shaegketing materials.

College Access Marketing: The Next Generation

College access marketing — like most “social manggt— has been slow to incorporate
new marketing techniques into their campaigns. |8Vbollege access marketing has utilized
new media forms — especially web-based destinatiand to a lesser extent Internet
advertisements — there has been little done invéng of large-scale new marketing. While it
would be shortsighted to forgo the good (traditlor@lege access marketing) in search of the
great (next generation college access marketirgp, characteristics of the target group for
college access marketing campaigns suggests ttiatrsactivity could prove disastrous.

The students of today are members of the “ConneGteateration” — characterized by
their desire for experience, transparency, reingantconnection, and expression (Johnson,
2006). According to Tower (2006), “Students havghhexpectations of communicating via
technology” (2). The National Research CenterGotlege and University Admissions reports
that more than 60 percent of this year's graduatiags prefer student and faculty blogs over

other information sources (Alexander, 2007). 8&@et of students indicated that they would
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consider reading or responding to an instant meskagn a college representative (NCCCUA,
Tower, & Noel-Levitz, 2006a). The Pew Internet &rican Life Project found that 57 percent
of online teens have used the Internet to accdssmation about postsecondary education
(Hitlin & Rainie, 2005). Interestingly, Hispanicustents indicated greater interest in attending
college-related online chat events and downloadidgo podcasts than White peers (NRCCUA,
Tower, & Noel-Levitz, 2006b). Additionally, theusty found that parents are also utilizing new
media to navigate the college-going process. Beaitnajority of this activity has been focused
on the cutting edge practices of institutions, caltege access marketers.

On the institutional level, blogs, interactive ahatand sophisticated web-based
technologies have become a popular form of comnatinie. Institutions have discovered that
new marketing approaches — such as personalizedegealiting, interactive web sites, and chat
sessions — can contribute to growth in applicatiangproved quality of applicants, and a
reduction in admissions and recruitment-relateceagps (Foser, 2003).

Individuals and organizations involved with collegecess marketing are missing a
blessing in disguise. What has worked for highdwcation institutions will likely work for
higher education social marketers. New marketimgr@aches have the opportunity to provide
high-impact, low-cost message delivery mechanidimsly tailored in terms of message and
target audience. The success of social marketargpaigns mixing traditional marketing
(through media outlets) with new marketing (viradabuzz marketing) is an indication of the
potential of such approaches in the college aaoesketing domain.

There are some signs of activity on this front witesomes to college access marketing.
KnowHow2Go makes it explicit in their user guidattistates should encourage viral marketing

by distributing e-mail messages with campaign imfation and PSAs through e-mail.
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Additionally, they have started to advertise ondfmok, have developed a send-along feature on
their website, and have promoted strong commurageld support (Corrigan & Hartle, 2007).
The “Go Ahead, Get Ahead” effort in New Hampshiogpés to utilize street teams and peer-to-
peer networks. This is especially promising beeastsidies of youth voting behavior suggest
that person-to-person contact is a highly effectmeans of promoting socially beneficial
behavior (Green & Garber, 2001).

The “Kick Start” campaign in Maine is distributinigShirts with the campaign mascot
and message — as well as launching teen-oriented ghow with contestants competing for
scholarship prizes — in an effort to create buzmualrollege attendance. Additionally, a
sophisticated and interactive website serves aacibnal destination for Maine students. User-
created groups that support college access effoisomote positive messages have popped up
on the Facebook and other social utility sites.iSsigpplementation — “the effort to follow up
mass communication campaigns with programs of fadace contacts” — has been
revolutionized by new forms of person-to-persontaon(Kotler & Zaltman, 1971, 6). But the
scope of new marketing efforts remains on a snealkeswith current campaigns.

The reasons for such limited implementation are glern Given the concerns and
uncertainties about new marketing strategies -eims of efficacy and function— it may be a
matter of risk aversion. With groups involved iollege access work scrapped for resources,
risky and untested propositions might prove toontiag. Going with the safer, more traditional
approaches — which have proven quite effective@mesal cases — is the preferred option.
However, questions about limited access by undezsemted groups to new media should not be
a roadblock to change. Given that new media liteiia critical to college success, interested

parties should dedicate time, money, and effoghionking the divide. But another factor that
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needs to be considered is the lack of investigasiod exploration in this area. It could be
college access marketing campaigns are not utijlinew marketing strategies simply because
modes of doing so remain unexplored. There has heeconcerted effort to investigate their
potential design.

So what would college access marketing campaig@as ihcorporate new marketing

techniques look like in practice? Given the d@famf for-profit marketing campaigns and other

“social marketing” campaigns utilizing new marketitechniques, here are a few possibilities:

New Marketing Idea/Example

Description

Social Utility Groups: The Bright
Futures Facebook Group (Hillaker,
2006)

Students created a group for students at Univeo$iBforida who
turned down offers from more prestigious institnidecause of the
financial incentives of the “Bright Futures” Schidhip Program.
Thousands of students voluntarily joined the grang included it in
their profile. A message board allowed for commation within the
group. Marketing need-based and merit-based sditeprograms
through such a vehicle seems like a distinct pdigifor college
access marketing.

Interactive Promotions: National
CPA Student Recruitment (Spitfire,
2005, 31).

Part of a $25 million direct-marketing campaignttineluded an
interactive website with personality tests, padisd games.
Additionally, they launched a “Build a Record Labgtomotion that
allowed teens to develop business skills and actChte If You Can”
game that promoted forensic accounting. It reacived 8 million
high school students in a 2-month period. Collegeess marketing
might team up with specific professional organ@asi or institutions
to promote their cause in a similar manner.

Virtual Environments : The Coke
Music Web Site (Spitfire, 2005, 33)

Coca-Cola built interactive community based on lofenusic,
including a virtual recording studio, a music mixerusing sharing,
surveys and quizzes, t-shirt design, films, andrattive games. They
linked with AOL Music through an under-the-cap offer a free song
download. Word-of-mouth through chat, e-mail, amtant messagin
contributed to unprecedented traffic. Ongoing tesland special
promotions have led to sustained interest. A sinpfomotion would
be possible for college access marketing; possidlyng students
design a JoeCollege persona or other virtual yealit

Merchandising: The Florida “Truth”
Campaign (Spitfire, 2005, 29)

Convened summit of 500 young people and deterntimatd
merchandising was important component of campdiguth”
merchandise was distributed from “truth track” eg¢mts around the
state. Popular, branded teen merchandise ensatasiéissages will be
sustained and will be seen by the target populatidaine has taken a
similar approach with their “Kick Start” t-shirtslore states should
consider embedding fashionable, humorous, or trefatiiing into
campaigns.
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Blogging:
talk.collegeconfidential.com
(Alexander, 2007).

The lack of honest, straightforward information ialzgle to young
people led an Indiana father to start a blog wjih forums about
admissions, financial aid, standardized testind,@mpus life. The
site allows for continuous and anonymous discusdioaddition to
websites, college access marketing campaigns cetildp blogs that
tackle issues related to scholarship programs, sglomis requirements
and student experiences.

Novelty Messaging Snakes On A
Plane; EIf Yourself

The “Snakes on a Plane” marketing campaign comsigtan
interactive. personalized telephone and e-mailiserthat allowed
users to visit the fan sight and send customizessages — in the voic
of Samuel L. Jackson — to friends and family. Tk Yourself”
website was a popular site during Christmas tHatvald users to send
greeting cards with uploaded pictures of friend&anily on the body
of a dancing elf. Such tactics could be applieddilege access
marketing; possibly a famous athlete or perfornoeda be cast for
automated messages encouraging positive collegeydahaviors.

11°)

Gaming Environments: Information
embedded in youth leisure software

Described by Jaffe (2005) as the “convergent utdmgause it is
popular, time consuming, provides for active engaga, is utilized
by a targeted audience, and has been found toiteeaffective (p.
140). Include information about college attendancadeo game
software or make a college-going theme part oflawior computer
game.

Cross-Promotions U.S. Military
Recruitment of Teens (Spitfire, 2005
35)

Launched a website, youth-targeted magazine disétbto teachers
and students in schools, an IMAX film, and wrotgraminent role for
an Army instructor into a new ESPN reality showd#nally, they
sponsored NASCAR races, bull-riding events, thenArEootball
League, and car shows. It is essential for colegess marketing to
take a multi-faceted approach that looks for medess marketing
opportunities.

These are just starting suggestions for how collageess marketing should move

Future Thoughts

forward. However, it is important for college aceasarketing to keep up to date with cutting

edge practices and be proactive moving forwardterAdll, “a new generation of teens typically
arrives armed with new expectation and a disdaintie cultural tastes of their old siblings”
(McConnell & Huba, 2007, 96). Additionally, colle@ccess marketing must divide campaigns

into more distinct and discrete behavioral chamggndas. According to Balch (1974), students

must have the belief that the recommended actiarbeaaccomplished — both through “internal
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efficacy” and “external efficacy” (qtd. in Andreasel995 at 161). Current campaigns are too
complex; the KnowHow2Go Campaign asks students#wch for knowledgeable adults and

mentors, enroll in a college preparatory curricul@xplore institutional options, and search for
financial resources. “Social marketing” campaigns most effective when they are focused on
concrete, specific, and actionable positive behasianges. New media and new marketing will
never reach their full potential unless college essc marketers pare down their campaign
messages. There are also many questions thatestithin when it comes to integrating new

marketing strategies in college access marketimgpesgns. A better understanding of social
networking within this population, differential imapt of efforts across socioeconomic,

geographic, and racial and ethnic groups, andagistics of such efforts need to be explored in
a systematic and large-scale study.

But now is the time for college access marketingdme of age and get connected with
the students of the present and the future. Afégerstorm is brewing” — characterized by
competitive societal forces, changes to the mediar@nment and financial exigencies in “an
ever-increasing digital world governed by he apitd create countless synergies and dynamics
owing to the amalgamation of data, information, as@wmmunication” (Jaffe, 2005, 34).
Commercial marketing has embraced new marketingtipess and other forms of “social
marketing” are light years ahead of college acoesketing in this area. And the results to date
in these other domains are noteworthy. While tletist more questions than answers at this
time, integrating new marketing techniques intdeg® access marketing campaigns looks like a
promising undertaking. Increased support for itigative activities that will help pave the way

for college access marketing’'s next frontier iseesisl.
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For non-profit organizations and governmental &ditinvolved in college access
marketing initiatives, there are several thingsctmsider in moving forward with current
campaigns or designing new ones. 1) Rather thawing traditional media and classic
marketing as the foundation of campaigns, it isangnt to view new media and new marketing
as the focal point. Traditional media and marlgetamould support cutting-edge efforts. 2)
College access marketing should not be seen agayuoause; the elements of college access
must be delineated in order for marketing efforta both old and new media environments — to
be most effective. Breaking the college-going psscinto 4 pieces is a start, but in truth there
are 15-20 steps that must be taken in order fooung person to attain a higher education
degree. 3) College access marketing initiatives arly as successful as the support behind
them. Collaboration is the critical foundation afy college access marketing campaign.
Focusing on the destination and presentation elesr@na college access marketing campaign
with undue focus on building representative, cresstor support will lead to unrealized goals.
4) College access marketers need to be activebiiad in dialogue with commercial marketing
“thought leaders” and other members of the “somarketing” community. While there are
unique elements to “social marketing” that mightjuee reconsideration of commercial
practices, there is more that unites social markendth commercial marketers than divides
them. Planning, design, and implementation ofeg@l access marketing campaigns cannot be
done outside of a larger marketing framework. t5% hot all about money. In the new media
environment, new marketing has the potential t@gla premium on creativity, and not merely
capital. College access marketing cannot buy ss¢cae must be earned through innovative

thinking and cutting-edge practice.

21



References

Adler, R.P. (2007). Next-Generation Media: The GloBhift. Washington, DC: The Aspen
Institute.

Alexander, A. (2007, March 4). Students use blogsut through fog, find right college.
The RecordNJ). Z-8.

Andreasen, A.R. (1995Marketing social change: Changing behavior to proeno
health, social development, and the environm®ah Francisco: Jossey-Bass.

Andreasen, A.R. (2006%ocial marketing in the 21Century Thousand Oaks, CA: Sage
Publications.

AP (2006, September 23). Websites help sort cokerey. Wired NewsRetrieved May 3, 2007,
from http://www.wired.com/news/wireservice/0,71842-0.ttw=rss.index

Balch, G.I. (1974). Multiple indicators of survegsearch: The concept of ‘sense of political
efficacy’.” Political Methodology. (2). 1-44.

Baum, S. & Payea, K. (2009ducation pays 2004: The benefits of higher edoodtr
individuals and societyNew York: The College Board.

Bloom, P.N. & Novelli, W.D. (1981). Problems andaflenges in “social marketingJournal of
Marketing 45. 79-88.

Bollier, D. (2006) When push comes to pull: The new economy and ewfunetworking
technologyWashington, DC: The Aspen Institute.

Corrigan, M. & Hartle, T. (2007). Helping needydgmts ‘Know How 2 Go.The Presidency.
10-12.

Foster, A.L. (2003, May 2). Colleges find more apgotts through personalized web recruiting.
The Chronicle of Higher Education. @3t). A37.

Fox, K.F. & Kotler, P. (1980). The marketing of &dcauses: The first 10 yeadurnal of
Marketing.44(4). 24-33.

Green, D. & Gerber A (2001getting out the youth vote: Results from randomfiedd
experimentsRetrieved May 3, 2007, from
http://www.yale.edu/isps/publications/Youthvote.pdf

Hall, P.D. (2007). A question of empowerment: Imfi@tion technology and civic engagement in
New Haven, Connecticut. In K. Rafter & M. Cortesl$b), Nonprofits and technology:
Emerging research Chicago: Lyceum Books, Inc.

22



Hespos, T. (2000, November 2). Leveraging the pafeiral marketing ClickZ
Retrieved May 3, 2007, frommttp://clickz.com/showPage.htm|?page=831651

Hillaker, E. (2006, October 4). Higher tuition magter ‘Bright’ studentsThe Independent
Florida Alligator. Retrieved May 3, 2007, from
http://www.alligator.org/pt2/061004brightfuturesgph

Hitlin, P. & Rainie, L. (2005)Teens, technology, and schdgktrieved May 3, 2007, from
http://www.pewinternet.org/pdfs/PIP Internet andhasds 05.pdf

Jaffe, J. (2005)Life after the 30-second spétoboken, NJ: John Wiley & Sons, Inc.

Johnson, L. (2006Mind your X’'s and Y’s: Satisfying the 10 cravirgdsa new
generation of consumerllew York: Free Press.

Kanoy, R.C. & Watts, T.J. (2009ncreasing access to higher education: Success from
integrating web-based tools with public politynpublished white paper.
University of North Carolina. Retrieved May 3, 20&dm
http://www.collegeaccessmarketing.org/docs/Northroldi@a_Access_Paper.pdf

Kelly, L. (2007).Beyond buzz: The next generation of word-of-mouttketing.New
York: American Management Association.

King, L. (2004). Using the Internet to facilitatecasupport health behavioSocial Marketing
Quarterly. 10(2). 72-78.

Kotler, P. & Zaltman, G. (1971). Social marketign approach to planned social change.
Journal of Marketing35(3). 3-12.

Lasica, J.D. (2007)'he mobile generation: Global transformations a tellular level.
Washington, DC: The Aspen Institute.

Lenhart, A. & Madden, M. (2007%ocial networking websites and teens: An overview.
Retrieved May 3, 2007, from
http://www.pewinternet.org/pdfs/PIP_SNS Data Menam 2007.pdf

MacDonald, G.F. (2005, August 31). Going to collggés the hard selUSA TodayRetrieved
May 3, 2007, fronmhttp://www.usatoday.com/news/education/2005-08-8ikege-
marketing_x.htm

Maurer, G. (2006, October). Changing the way Anaaricprepare to go to collegereentree
GazetteRetrieved May 3, 2007, from
http://www.greentreegazette.com/SpecialSeries/0BRHpareCollege.aspx

McConnell, B. & Huba, J. (2007itizen marketersihen people are the message.
Chicago: Kaplan Publishing.

23



McPherson, M., Smith-Lovin, L., & Brashears, M.E0Q6). Social isolation in America:
Changes to core discussion networks over two decAdeerican Sociological Review
71(3). 353-375.

Melber, A. (2006, May 30). MySpace, MyPolitidhe Nation Retrieved May 3, 2007, from
http://www.thenation.com/doc/20060612/melber

Napoli, P.M. (2007)Hyperlinking and the forces of “MassificationUnpublished working
paper. Donald McGannon Communication Research Cdrétrieved May 3, 2007,
from http://www.fordham.edu/images/undergraduate/comuatimns/hyperlinking. pdf

NRCCUA, James Tower, & Noel—Levitz (2007&ngaging the “Social Networking”
generationRetrieved May 3, 2007, from
https://www.noellevitz.com/NR/rdonlyres/425D56C3-CB-4A90-9782-
F70ED7AC3CF2/0/EExpectationsClassof2007.pdf

NRCCUA, James Tower, & Noel—Levitz (2007b)ispanic Students and the wdetrieved
May 3, 2007, fromhttps://www.noellevitz.com/NR/rdonlyres/E383EB857304287-
BBED-AEODAA396E34/0/EExpectationsHispanicStudenttha\Web.pdf

Peattie, S. & Peattie, K. (2003). Ready to fly 8dReducing social marketing’s dependence
on commercial marketing theorylarketing Theory. 8). 365-385.

Perna, L.W. (2003). The private benefits of higb@ucation: An examination of the earning
premium.Research in Higher Education. @4. 451-472.

Schwartz, B. (2004). The paradox of Choice: Whyenreress. New York: Ecco.

Smith, W.A. (2006). Social marketing: An overviewapproach and effectBjury
Prevention 12. 38-43.

Spitfire Strategies (2005). It's not what you tekm, it's what they hear: Research
report for College Goal Sunday 2006. Washington; DEnina & NASFAA.

Tauder, A.R. (2005). Getting ready for the nextagation of marketing communications.
Journal of Advertising Research5. 5-8.

Tolbert, C.J. & McNeal, R.S. (2003). Unraveling &féects of the Internet on political
participation?Political Research Quarterly. 8). 175-185.

Tower, J. (2006)New technologies in student tecruitmesmpublished white paper.
Retrieved May 3, 2007, frommtp://www.jamestower.com/Files/NewTech.10-19.pdf

Trout, J. (2006, March 2). Is word of mouth alsitracked up to bé=orbes Retrieved May 3,
2007, fromhttp://www.forbes.com/columnists/2006/03/02/am-bginarketing-
cxX jt 0307trout.html?partner=moreover

24



Venegas, K.M. (2007). The Internet and college ssc€hallenges for low-income
studentsAmerican Academic..341-154.

Williams, A. (2007, March 18). The future presidesn your friend listThe New York
Times Retrieved May 3, 2007, from
http://www.nytimes.com/2007/03/18/fashion/18mysphtel

WOMMA (2007).Word of Mouth 101Retrieved May 3, 2007, from
http://www.womma.org/wom101/02/

25



