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- Telephone Survey

1ZTHODOLOGY OF ATTALYSIS

. (o test the hypothesis that resporces will differ .

test concerns & comparison of ohserved and expected
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MATH RESULTS

Only 27.3 & of the departments reported the practice of
formal stretegic plamning.

(51.5 ¢ - infornal)

(21.1 ¢ - no planning)

X% = 5,09, d.f. = 2, p = 0.05 -
nof significent

57.6 % of the departments systematically %ake into -
consideration major environmentzl factors (e.g., tech-
nological changes, business cormunity requiremehts,
economic trends, etc) in their planning process.

(42.% & - 1o or a qualified yes)

(qualified yes = non-systematicelly, reactive posture)

66.6 4 reported as taking into consideration the impact

of the results of the environmental analysis on the present

and future needs of the students.
(33.3 % = Ho)

Xz = 3.67, d-f- = 17 p = 0005
not significant

In general, marketing departments do not have a formal
wvritten statement of mission (66,7 9).

(33.3 & - Ves)
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94 % of the sample steted having mein objectives.

Ce

(6 & - o clear objectives)
/!

. ) dof. - l, p - 0.05
ilcant \
The main objectives of 2 marketing department centered

on the preparation of students, having important scholarly

contribitions, engeging in resezrch, and building its
reputation and visibility.

L Tormel assescrment of strengths and wezknesses was said to
be undertaizen by only 30.3 % of the depertrients.
(54.5 % = Informally)

(15.2 & = ot done &t 211)

X? = 7-82, dq.l.. bod 2’ p - 0205
significant
66.7 & of the departzents sSaid that they never or seldomly

compare their offerings vwith t
institutions.
(33.3 % - Often or very often)

X° = 8,09, d.f. = 3, p = 0.05
significaent

i
36.% 4§ - Areas of spec
- Visibility ¢t
- Location

(33.3 % - Could not report any éifferentizl advantage)

67, dcfc hong 1, p - 0.0E
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In the department's yearly plen, the tvo rost important
areas to be emphasized are faculty development (B8 %) and
teaching per”ormance (82 9).

d.f. = 3, p = 0.05

Although €3,7 ¢ of the departiments rely on internal financin
/ fis o

such as university funds, there is & grou

,1

ng trend toward
generating externzl funds such as corporate sponsorships
(39 %) and donztions (55 9).

c.

. fo - 3, p - 0.0S
ot significent

N

it

ﬂ
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The umajority of the departments did not show the utilizalion
of a common promotionel tool in achieving denartmental

objectives.

X - l.)“}'e, dof. = l’ D - 0905
not significernt

The two nmajor iypes of promotional stretegic tools wvere
brochures, attencance at meeting z:¢ conference vreserntations.

97 % of the depariments reported administering student

eveluetion of feculty.

Only Lé & conduct compzaretive grede zielyces
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Research desizn: Would just descriptive statist

been more insightiul 2
Questions evelueted as contingenc

Could associations be consicderebly more revealing than
<

Chi-square Anelysis 7
Quections were custor-designed - XeeC replication study
]

Sanple frame : Is it reasonable to luwmp togett

-

prestigious depertrent like (say) UCLA 1ith & small,

teaching-oriented university ? Do they conp in the sare
envitonne ? Varving degrees of streteglc planning ere

Telephone survey - o visual cues (the model) and time



process by universities and colleges in relation to their
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Types of informetionzl bases used for stratezic plenning
purpdses end environnental contingencies
What ecducationzl purvoses should the depertment seek to

ational experiences can be provided
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