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ABSTRACT 

More and more colleges and universities annually compete for a decreasing market 

of students. Current population trends indicate that the traditional undergraduate market 

made up of eighteen-to twenty-two-year-old students will continue to shrink as the 

nation moves into the twenty-first century. As the nations' working adults' career needs 

change, colleges and universities must develop new programs that will satisfy the needs 

and wants of the new market and they must also promote those new programs. 

Institutions of higher education are confronted with questions concerning the 

justification for and the quality of their academic programs. In times of fiscal difficulty, 

legislators, board of regents, and administrators focus their attention on what they 

perceive as the less important programs. Many times, the arts are viewed as 

expendable. If an educational theatre program is to survive and succeed into the twenty-

first century, educational theatre must begin to look at students as individual customers, 

not faceless enrollment statistics. Each program must determine who the real customer 

is and learn how to satisfy their wants, needs, and concerns. Developing a marketing 

model is a positive step in identifying the real customer of educational theatre programs 

and their wants, needs, and desires. Research can provide a backbone for developing a 

productive marketing model. The research gathered can enable programs to make value-

driven decisions and to distinguish themselves from the competition. Higher education 

marketing is about communication. 

If educational theatre programs are to survive and excel, it will be necessary that an 

educational theatre program identify its primary and secondary markets and develop a 

system to communicate with each. In addition, the system must possess the capacity to 

identify the program's market position in relationship to its competitors. A marketing 
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methodology can assist theatre arts programs in analyzing and evaluating their student 

recruitment program. A marketing methodology can identify the theatre arts program's 

market position, potential target market, competition, student's wants and needs, and the 

graduate students' perceptions of the program. A marketing methodology can provide 

accurate information for the development of a marketing strategy. 
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CHAPTER I 

INTRODUCTION TO THE STUDY 

The Problem 

Historical Perspective of the Problem 

Marketing higher education is not a new idea. Colleges and universities have 

recruited prospective students since the 1890s. Larry H. Litten makes the point, " . . . 

one chancellor of a Midwestern state university declared his entire aim could be summed 

up in a single sentence: A thousand students in the State university in 1895; 2,000 in 

1900."' Contemporary promotion of colleges and universities demands more 

institutional resources each year. More and more colleges and universities annually 

compete for a decreasing market of students. Because of this rising demand, colleges 

and universities must make a more conscious, systematic, and efficient effort in 

promotion. Litten observes: 

. . . the very creation of the American university was a marketing 
decision. For it followed partly upon the perception among a keen-
minded new generation of academic leaders that the old-time college was 
missing most of the potential market of the middle-class American youth-
-that it was failing to adapt itself to the burgeoning urban world of the 
new professions and business corporations. The elective system of 
study, replacing the old prescribed curriculum in the classics, was 
designed above all to attract greater numbers of students.... state 
universities led the way in such recruiting policies...., rising numbers 
directly led to more generous legislative appropriations.^ 

As the United States moved into the twentieth century, state institutions of higher 

education were no longer satisfied with merely filling their seats with middle-class 

^ L. H. Litten, "Statement of the Sense of the Colloquium," Marketing in College Admissions: A 
Broadening of Perspectives (New York: College Entrance Examination Board, 1980), 12. 

^Ibid., 12. 



American students. Attracting the wealthy students became an additional objective of the 

state universities. Laurence Veysey makes this point. 

In such state institutions as Wisconsin and Michigan, administrators 
were particulariy concerned to attract well-to-do students of the kind who 
might other wise go to Yale or Harvard. Through lavish entertainment's 
and other means, they strove to create an atmosphere of cordial embrace 
to such highly prized students and their families, showering attention 
upon them and doing nothing to interfere with the controversial fraternity 
system that comprised a major piece of bait.̂  

Following World War II, universities added another objective to their mission: to 

create geographical diversity by attracting students who traditionally would not consider 

attending a university outside their region. Litten makes the personal observation: 

Cordial relations were established with particular schools across the 
country. Thus at my own high school in the suburbs of Los Angeles in 
1949, a "tradition" already existed that one student per year would go to 
Yale, on scholarship if need be, and that is exactly how I went,. . ."* 

The concept of marketing in higher education took another major step in the late 

1960s and early 1970s. Ethnic diversity became the contemporary objective of colleges 

and universities across the United States. Ethnic groups represented an untapped 

market. There was a need to recruit this market because it could supply an easily 

accessible potential student body grouped together in specific locations throughout the 

urban areas of the country. Litten states: 

Here was a clientele made to order for marketing, since it was visibly 
clustered in certain locations and thus relatively easy to reach The 
creation of black studies programs may in part be seen as a marketing 

' L. Veeysey, The Emergence of the American University (Chicago: University of Chicago Press, 
1965), 4-5. 

"^ L. H. Litten, "Statement of the Sense of the Colloquium," Marketing in College Admissions: A 
Broadening of Perspectives (New York: College Entrance Examination Board, 1980), 13. 



device Active recruitment in high schools and particular 

neighborhoods reached new heights.^ 

A. R. Krachenberg first made use of the term marketing in connection with higher 

education. Krachenberg wrote an article, "Bringing the Concept of Marketing to Higher 

Education." He pointed out that institutions of higher education were already embracing 

many contemporary management procedures. However, higher education continued to 

reject the practice of marketing as a tool to enhance the overall image and quality of 

institutions of higher education. Krachenberg wrote: 
Unfortunately, to many people the term marketing has a less than 
positive connotation. It has become a catch-word standing for all the 
undesirable elements in American business: the aggressiveness of 
Madison Avenue and its immoral manipulation of people. In short, 
marketing is looked upon by many as being fundamentally self-seeking 
and thus unacceptable by its very nature . . . . 

[However, if] anything is undesirable about marketing, it is not the 
activity and the manner in which it is carried out.^ 

Krachenberg's article brought the discussion of marketing higher education out of 

the institutional shadows and made it a legitimate issue. Krachenberg also caused 

discussion about issues of enrollment, program development, quality, and 

responsibility. Christopher H. Lovelock and Michael L. Rothschild wrote about 

Krachenberg's work: 

Krachengerg's article marked the beginning . . . Gorman focused on 
marketing's role in promoting student enrollments, emphasizing the need 
for an institution to review its resources and to promote its "differential 
advantages" to those market segments most likely to be receptive to them 
. . . Buchanan and Barksdale turned the marketing spotlight on 
continuing education and university extension . . . Ihlanfeldt discussed 
the application of marketing techniques to tackle the problem of declining 
enrollments . . . Hugstad sought to show "why some, but not all, of the 

^ Ibid., 14. 

^ A. R. Krachenberg, "Bringing the Concept of Marketing to Higher Education," Journal of Higher 
Education. Vol. XLIII (May 1972): 380. 



marketing methods used in business can not be transferred to serve the 
ends of higher education." . . . Kotler provided some pungent examples 
of "excessive and misguided" attempts to increase enrollment that 
smacked more of hard selling than marketing.^ 

By the decade of the 1980s, the majority of colleges and universities throughout 

the United States experienced the problem of no growth. As the pressure intensified on 

institutions of higher education to maintain stable numbers, new issues emerged. First, 

a deterioration in the quality of the applicants to institutions of higher education became 

apparent. This in turn caused a decline in the quality of students attending institutions of 

higher education. Another issue that continued into the 1980s was the declining 

popularity of higher education. The great prosperity promised students upon completion 

of a college degree was no longer accepted by prospective students. Many higher 

education administrators believed it to be an admissions issue. Faculty perceived it as an 

administrative issue requiring the attention of college's and university's Boards of 

Regents and presidents. Gerald Sussman argued: 

. . . colleges need to develop an institution-wide marketing organization, 
integrating the marketing functions of admissions, public relations, 
development, and alumni relations through a policy of placing them all 
under a single vice president who would report directly to the college 
president.^ 

Others believed the issue of marketing higher education required the attention of 

every level within the institutions. Leonard L. Berry and Bruce H. Allen argued: 

' C. H. Lx)velock and M. L. Rothschild, "Uses, Abuses, and Misuses of Marketing in Higher 
Education." Marketing in College Admissions: A Broadening of Perspectives (New York: College 
Entrance Examination Board, 1980), 49-51. 

* G. Sussman, "Views of Administrators in Higher Education Regarding the Extent and Adequacy 
of the Marketing Actî  ities Performed by Their Organizations." Ph.D. dissertation (Boston College: 
1979); quoted in C. H. Lo\elock and M. L. Rothschild, "Uses, Abuses, and Misuses of marketing in 
Higher Education," Marketing in College Admissions: A Broadening of Perspectives (New York: 
College Entrance Examination Board, 1980), 52. 



. . . an institution could develop successful exchange relationships with 
the numerous different "publics" with which it must interact—current and 
prospective students, alumni, donors, parents, counselors, accrediting 
agencies, community organizations, faculty and staff, the media, and 
many others.^ 

From its inception, higher education has been in a continual state of flux. Current 

population trends indicate that the traditional undergraduate market made up of eighteen-

to twenty-two-year-old students will continue to shrink as the nation moves into the 

twenty-first century. As the nations' working adults' career needs change, colleges and 

universities must develop new programs that will satisfy the needs and wants of the new 

market and they must also promote those new programs. Lovelock and Rothschild said: 

Marketing is a fact of life in American higher education. Like Moliere's 
character Monsieur Jourdain, who discovered to his amazement that he 
had been speaking prose for 40 years witiiout being aware of this, 
administrators at some of the better-run and more responsive institutions 
have been surprised to find that they have, in fact, been practicing 
marketing without realizing i t . . . . The issue is not, shouldmaTketmghe 
used in managing institutions of higher education, but how can it best be 
employed?*" 

In the past, many institutions of higher education seemed unaware of the power of 

marketing practices. Other institutions were unwilling to engage in the practice of 

marketing. However, most successful colleges and universities market themselves and 

their programs to insure adequate quality students in sufficient numbers. Marketing can 

serve institutions of higher education to meet the needs and wants of their consumers 

while maintaining the quality and integrity of the institutions. 

' L. L. Berry and B. H. Allen, "Marketing's Crucial Role for Institutions of Higher Education," 
Atlanta Economic Review (July/August 1977): 24-31. 

*° C. H. Lovelock and M. L. Rothschild, "Uses, Abuses, and Misuses of Marketing in Higher 
Education." Marketing College Admissions: A Broadening of Perspecti\ es (New York: College Entrance 
Examination Board, 1980), 64-65. 
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Statement of The Problem 

Institutions of higher education are confronted with questions concerning the 

justification for and the quality of their academic programs. Since the recession of the 

late 1970s, most United States educational institutions have encountered increasing 

financial difficulties. To counteract these economic pressures, institutions have 

increased tuition, cut programs, reduced faculty and staff, and cut funds for facilities 

and equipment. Theodore M. Hesburgh states: 

. . . there is no uncertainty about what happens in higher education when 
financing shrinks and inflation grows. A whole series of things happen: 
positions are vacated without being replaced and salaries currently paid 
are frozen or reduced; maintenance is deferred, which means you pay ten 
times more later to replaced the whole roof for not having fixed the leak; 
laboratory equipment becomes, not one, but two or three, generations 
obsolete; library resources are cut, books are not bought, and periodical 
subscriptions are canceled; computing facilities shrink, or become 
outdated or both; programs without sufficient students are canceled and 
with them attending faculty, even though tenured; new, promising 
programs are simply shelved for a better day, new opportunities lost for 
decades . . .*' 

In times of fiscal difficulty, legislators, board of regents, and administrators focus 

their attention on what they perceive as the less important programs. Many times, the 

arts are viewed as expendable. Harry S. Broudy, professor emeritus, philosophy of 

education. University of Illinois, said: 

It has never been easy to justify spending public funds for arts education, 
because art itself has been regarded as one of the finer things in life that 
ordinary people can do without and that people with means can provide 
for themselves. At a time when taxpayers seem to be convinced that 
public funds should provide only the barest necessities in the way of 
social services, it seems quixotic to argue for the preservation, let alone 
the expansion, of arts education . . . ' 

*̂  T. M. Hesburgh, "Preparing for the Millennium: Finding an Identify and a Future," in Standard 
Education Almanac (Chicago: Professional Publications Marquis Who's Who, Inc., 1984), 289. 

'̂  H. S. Broudy, "Arts Education: Necessary or Just Nice?," Phi Delta Kappan (Jan. 1979): 348. 



In 1993 Harold M. Williams, President and CEO of the J. Paul Getty Trust made the 

point, "The arts were left out of the national goals for education as outlined by the 

previous administration."'^ Many people in the United States view the arts as a luxury 

rather than a necessity. 

Educational theatre programs throughout the United States compete with each other 

for a share of a decreasing number of potential students while also striving to prove their 

worth to their various publics. Due to these circumstances, educational theatre programs 

in America face enrollment issues and financial instability. 

If an educational theatre program is to survive and succeed into the twenty-first 

century, educational theatre must begin to look at students as individual customers, not 

faceless enrollment statistics. Each program must determine who the real customer is 

and learn how to satisfy their wants, needs, and concerns. Developing a marketing 

model is a positive step in identifying the real customer of educational theatre programs 

and their wants, needs, and desires. Research can provide a backbone for 

developing a productive marketing model. The research gathered can enable programs 

to make value-driven decisions and to distinguish themselves from the competition. 

Dennis L. Johnson explains: 

The total marketing concept brings people, programs, planning, and 
process together in an objectives-centered system that asks difficult 
questions. If we are to "make our case" with students, taxpayers, 
faculty, voters, legislators, alumni—all our publics~we must look at 
ourselves and our opportunities.... We must ask and get quantifiable 
and pragmatic answers to the following tough questions: 

1. What business are we in? 
2. Why do students attend our institution? 

'̂  H. M. Williams, Symposium on Public Policy and the Arts (Columbus, Ohio: The J. Paul 
Getty Trust, 1993), 16. 



3. Why do students continue at our institution and why do they 
graduate? 

4. Why do students leave? 
5. Are we ignoring possible new markets? . . . 

We need to know our market, our potential markets, and our image 
within our diverse and demanding publics. 14 

Administrators and faculty find it difficult to relate to the idea of marketing. 

Marketing courses and concepts have traditionally not been a part of their education or 

experience. Some faculty argue that the quality of education becomes compromised 

when higher education is marketed. Other opponents to the marketing of higher 

education view it as nothing more than advertising and promotion. Christopher H. 

Lovelock and Michael L. Rothschild make the observation, 'The application of 

marketing techniques to educational institutions, some critics argue, reduces these 

institutions to the level of cigarette firms and soap manufacturers."**^ 

Such views grow out of academia's ignorance of the scope and complexity of 

marketing. Marketing higher education is not about selling people a product they do not 

want. It is not about gimmicks to lure students to the campus. Higher education 

marketing is about communication. William Ihlanfeldt wrote: 

. . . the adoption and implementation of a comprehensive marketing plan 
by management will permit colleges and universities to become more 
responsive to constituent needs... . If higher education is to have a 
renewed credibility, many programs will have to be packaged differently, 
and the product should not be cheapened This changing market 
milieu will stimulate the development of a new educational environment. 
Some colleges and universities will be able to respond adepUy, but others 

^* D. L. Johnson, 'The Researcher and Nonprofit Marketing: Is Anyone Listening?," Developing 
A Total Marketing Plan (San Francisco: Jossey-Bass Publishers, 1979), 3-4. 

'̂  C. H. Lovelock and M. L. Rothschild, "Uses, Abuses, and Misuses of Marketing in Higher 
Education." Marketing In College Admissions: A Broadening of Perspectives (New York: College 
Entrance Examination Board, 1980), 34. 
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because of limited resources and poor management will respond with 
errant decisions.'^ 

If educational theatre programs are to survive and excel, it will be necessary for an 

educational theatre program to identify its primary and secondary markets and develop a 

system to communicate with each. In addition, the system must possess the capacity to 

identify the program's market position in relationship to its competitors. 

Justification of the Problem 

It is the objective of this research to develop a marketing methodology that will 

assist theatre arts programs in analyzing and evaluating their student recruitment 

program. The marketing methodology developed will identify a theatre arts program's 

market position, potential target market, competition, student's wants and needs, and the 

student's perceptions of the program. It is the intent that the marketing methodology 

provide accurate information for the development of a marketing strategy. This study 

will also encourage future consumer research by theatre arts graduate programs. 

Demographic data on a variety of factors enables forecasters to make predictions 

about what the future might hold. However, many times there is a wide difference 

between prediction and actual occurrences. It is this lack of conformity between 

prediction and occurrence that causes major trauma for higher education. Harold L. 

Hodgkinson makes the point: 

. . . because demographic changes, especially changes in the size and 
nature of the birth cohort, take many years to run their course through the 
age spectrum, we can build early warning systems to help us minimize 
the effects of demographic shocks. . . . unlike business, with its 

^^ W. Ihlanfeldt, 'The Current Marketing En\ ironment in Higher Education," Marketing In 
College Admissions: A Broadening of Perspectives (New York: College Entrance Examination Board, 
1980), 70,79. 

m . i:-.-'i»--'-'r-«r*^s5^«« 



powerful environmental scanning systems, higher education has been 
weak in planning for future generations of students, despite the 
availability of demographic data Planning on the basis of this 
demographic knowledge is essential if higher education is to become less 

reactive and more productive in the future '̂  

A demographic history of American education reveals that the baby-boom 

following World War II caused a major increase in elementary and secondary school 

enrollments in the 1950s and 1960s. During the 1970s and eariy 1980s, birth rates fell. 
Hodgkinson states: 

The major decline in births after the baby boom was almost completely a 
Caucasian (and probably middle-class) phenomenon. Birth rates for 
minorities stayed even during those years, resulting in an increased 
percentage of births coming from minorities, while white and middle-
class births were a smaller percentage of the birth cohort. 18 

The fluctuating birthrate of America made an impact on higher education. Through 

the 1960s and 1970s, the baby-boomers created larger enrollments and a resultant major 

growth in higher education. Growth peaked in the 1980s and has stabilized through the 

1990s. 

A few years before the baby-boomers entered the nations' colleges and universities, 

the national total enrollment for the Fall of 1959-60 was 3,639,847 students. In that 

same year, the national total current fund revenue for institutions of higher education 

totaled $5.8 billion with current fund expenditures at $5.6 billion. Of the $5.8 billion 

dollars in revenue, tuition and fees paid by the students provided 20 percent of the 

revenue, the federal government provided 18 percent, state government provided 23.7 

'̂  H. L. Hodgkinson, "Guess Who's Coming to College," Standard Education Almanac (Chicago: 
Professional Publications Marquis Who's Who, Inc., 1984), 281 

18 Ibid., 282. 
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19 percent, and endowments, gifts, grants, and local governments provided the balance. 

Ten years later, by the academic year of 1969-70, Fall enrollment had jumped to 

8,004,660 students. The current fund revenues had increased from $5.8 billion to 

$21.5 billion with current fund expenditures rising from $5.6 billion to $21.0 billion. 

Tuition continued to provide about 20 percent of the overall revenues. However, there 

was a slight increase of funds from 18 percent to 19 percent from the federal 

government. The state revenue contribution increased 3.6 percent going from 23.7 to 

27.3 percent. In the ten year period between the academic year 1959-60 to the academic 

year 1969-70, the national student body had increased by about 120 percent. In the 

same period, revenues and expenditures of institutions of higher education increased by 

an amazing 270 percent. 

As enrollment peaked in the early 1980s, the academic year of 1979-80 had an 

increase in the national Fall enrollment of about 45 percent increasing to 11,569,899 

students. The current fund revenue for the same time almost tripled rising 172 percent 

going from $21.5 billion to $58.5 billion with current fund expenditures increasing from 

$21.0 billion to $56.9 billion. Again the allocation percentages shifted. Funding from 

the federal government decreased 4 percent from 19 to 15 percent. State funding 

increased 4.2 percent rising from 27.3 to 31.5 percent. Tuition and fees remained stable 

at 20.4 percent. State governments made up the balance of funding withdrawn by the 

federal government. 

With enrollment stabilizing in the 1980s, the academic year of 1989-90 had an 

increase of 17 percent bringing enrollment to 13,538,560 at the nation's colleges and 

19 

171 
Digest of Educational Statistics (Washington, DC: U.S. Government Printing Office, 1992). 
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universities. To take care of the 17 percent increase in the number of students, current 

fund revenues grew by 140 percent rising from $58.5 billion to $139.6 billion with 

current fund expenditures reaching $134.6 billion. Federal government funding 

dropped by another 2.7 percent to 123 percent and state government funding dropped 4 

percent to 27.5 percent. Tuition and fees showed a marked increase from 20.4 to 24.3 

percent."^ Appendix A, Figure 1 expresses a graphic view of the changes from 

academic year 1959-60 to 1989-90. A trend toward increased reliance upon state and 

local government support had begun. 

To bring this into focus, there was a student population increase of 120 percent 

from academic year 1959-60 to academic year 1969-70 as revenues increased by some 

270 percent in the same period. The next ten year period ending in academic year 1979-

80 had a student population increase of about 45 percent while revenues jumped 172 

percent. The last period examined ended in the 1989-90 academic year. This ten year 

period saw only a very modest 17 percent growth in the student body while revenues 

jumped drastically by 140 percent. Appendix A, Figure 2 provides a graphic view of 

the changing numbers. 

It costs more and more each decade to operate the nation's colleges and universities 

and the burden has continually increased on middle-class Americans. Personal income 

has not risen at the same rate as higher education costs. According to the U.S. 

Department of Labor, in 1980, the average national income for all recorded employed 

Americans was $14327. In the same year, the average cost for a year of college, 

including room, board, tuition, and fees, was $2,165. Ten years later, in 1990, the 

average income increased 65 percent to $23,602, but, the cost of one year of college had 

20 Ibid., 171. 
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risen 110 percent to $4,504.~' This widening gap between income and college costs 

continued into the 1990s. 

A smaller percentage of parents' tax dollars goes to higher education while more of 

their annual income goes to pay tuition, room, and board. Since 1969, the Federal 

government has decreased the percentage of higher education costs it bears from 19 

percent to 12 percent. In 1979, state governments funding to institutions of higher 

education began to decline: from a high of 31.5 percent down to 27.5 percent. As 

federal and state governments withdraw funding, it has become up to the individuals to 

make up the difference. For many, the decline in government support has made it 

impossible for potential students to consider attending school. 

Other issues related to population must also be considered. Economic conditions 

such as the cost of college education to the student and the perceived value of a college 

degree are important factors in designing a marketing plan. An evaluation of statistics 

provided by the U.S. Department of Education beginning in 1959 and ending in 1990 

reveals an interesting view of higher education. In 1959, higher education was viewed 

as essential to career success by middle-class America. In 1990, middle-class 

Americans no longer held the same view. The value of a college education has 

increasingly been challenged. Contributing to this conflict in thought is that salaries for 

college graduates have not risen according to the cost of the education and the economy. 

Middle-class Americans' leaders have let them down and disappointed them. Effective 

communication continues to erode between government and the society it serves. 

Educators and government continue to lose the admiration and respect of much of 

*̂ Employment and Wages Annual Averages. 1990. U.S. Department of Labor Bureau of Statistics 
(Washington, DC: U.S. Government Printing Office, 1991), 6. 
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society and have turned on each other as being the problem. Educators must be 

observant of the escalating pressures and attacks on education in the United States. 

Philip Kotler and Karen F.A. Fox make the point: 

Public officials and their constituents are raising questions about the 
performance of this sector of society: Are educational institutions 
teaching the right things? Are schools preparing U.S. students with the 
skills needed to compete globally into the twenty-first century? Are 
professors putting enough time and effort into teaching, or are they 
shortchanging their students by focusing on research and outside 
activities? Are schools spending money on the right things?^^ 

Another key issue accompanying this dissatisfaction with higher education 

continues to gain momentum. This issue is the conflict that has always existed between 

those who view higher education as meeting career needs of students and those who 

believe in liberal arts education. Those holding a utilitarian view believe higher 

education should provide career training. Those with a liberal arts point of view believe 

education should have the goal of creating a more aware and understanding citizenry 

who will actively participate in developing a quality society. Laurence Veysey makes 

the point: 

Those who were never friendly to the liberal arts and always saw the 
primary mission of higher education as practical service to the society in 
the most direct sense may more or less rejoice at the trend . . . I am 
mindful of the compromises that absolutely have to be made for survival 
in some situations. . . . I would urge that the question be regarded as 
one of balance, rather than of an overall-or-nothing attitude toward the 
liberal arts versus vocationalism.... The most prestigious corporations, 
like the most prestigious colleges, value the liberal arts the most. To 
adopt a frankly vocationalist image is to steer one's students onto a lesser 
track . . . It is to opt for an image related to a lower segment within the 
American middle class.^^ 

" P. Kotler and K. F. A. Fox, Strategic Marketing for Educational Institutions. 2d ed. 
(Englewood Cliffs, New Jersey: Prentice-Hall, Inc., 1995), preface. 

" L. Veysey, "Undergraduate Admissions: Past and Future," Marketing In College Admissions: 
A Broadening of Perspectives (New York: College Entrance Examination Board, 1980), 19-20. 
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For many Americans, higher education has become just a means to acquiring a job. 

To them, a college degree represents the equivalent of a certificate presented by any 

number of training schools. The belief that an education provides a person with a means 

of becoming a well rounded citizen who is better able to contribute to society is 

beginning to fade. 

Due to the changes in middle-class society, the United States faces the prospect of 

seeing the number of high school graduates diminish by 20-40 percent in the near 

future. The National Center For Education Statistics (NCES) predicts that between 

1990 and 1998 there will be a 14 percent increase in students over 25 and only a 6 

percent increase in the number of students under 25. 

Another means of analyzing this phenomenon is to look at degrees earned each 

academic year. The NCES reports 1,214,000 students received their Bachelor's degree 

in the 1995-96 academic year. A slight decrease to 1,190,0(X) in the academic year 

1999-2(XX) will follow the 1995-96 high. However, this number should rise to 

1,254,000 in the academic year 2004-05. Following the 1995-96 academic year, 

students earning Masters degrees will continue to decrease from 383,0(X) in 1995-96; 

371,000 in 1999-2000; and finally to 363,000 in 2004-05. The NCES forecasts 

students earning Ph.D. degrees will increase slightly after the 1995-96 academic year 

then remain constant into the twenty-first century: 1995-96: 41,300; 1999-2000: 

41,400; 2004-05: 41,400. A graphic view of these predictions is expressed in 

Appendix A, Figure 3. The possibility of a population decline will become a larger and 

larger issue each year. Kotier and Fox believe there will be a downward turn in the 

population. They state, "The 'baby boomlet' is passing through high school and into 
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college during the 1990s, after which the youth population will decline.""^ The decline 

in white non-Hispanic birthrates beginning in the late 1960s has made an impact on the 

student population that traditionally attends institutions of higher education. According 

to NCES statistics, the 1976 national Fall enrollment of undergraduates and graduates, 

included 84.3 percent white, non-Hispanic. By 1990, that percentage had dropped 

substantially to 80.2 percent. In 1976, white, non-Hispanic students made up 89.2 

percent of the graduate population. In 1990, that percentage has decreased to 86.7 

percent."'' 

The influence this trend will have on higher education in the visual and performing 

arts is critical. The visual and performing arts make up a very small percentage of 

overall enrollment nationally. A comparison of the overall number of visual and 

performing arts students in relationship to other disciplines serves as a point of 

reference. Business and management is the largest of the disciplines with education and 

social sciences a distant second and third. In the academic year 1989-90,249,081 

Bachelor's degrees were conferred in business and management. The social sciences 

conferred 116,925 Bachelor's degrees and 104,715 Bachelor's degrees in education. 

During this same period, there were only 39,695 Bachelor's degrees awarded in the 

visual and performing arts. Appendix A, Figure 4 provides a chart of these percentages. 

Not only does the number of degrees in the visual and performing arts make up a small 

portion of all degrees conferred, the number of these degrees is shrinking. In the 

academic year 1975-76, there were 42,138 Bachelor's degrees conferred in the visual 

"̂̂  P. Kotler and K. F. A. Fox, Strategic Marketing for Educational Institutions. 2d ed. 
(Englewood Cliffs, New Jersey: Prentice-Hall, Inc., 1995), preface. 

2̂  Digest of Educational Statistics. 1992 (Washington, DC: U.S. Government Printing Office, 
Oct. 1992), 204. 
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and performing arts. The number gradually declined to the academic year 1986-87 

when a low of 36,223 Bachelor's degrees was conferred. The next two years witnessed 

a gradual increase rising to 46,522 Bachelor's degrees being awarded in the visual and 

performing arts in the academic year 1991-92. This reflected an all-time high. Of the 

46,522 degrees awarded, only 5,486 were given in dramatic arts. That number makes 

up 12 percent of the visual and performing arts degrees conferred. 

The academic year of 1977-78 saw Master's degrees in the visual and performing 

arts rise to 9,036. A downward trend followed and reached a low of 7,937 Master's 

degrees conferred in the academic year of 1987-88. Following this low, visual and 

theatre arts Master's degrees made a gradual assent to 9,353 in the academic year 1991-

92. Of the 9,353 Master's degrees conferred, only 1307 were in the dramatic arts. That 

is only 14 percent of all visual and theatre arts Master's degrees conferred in the 

specialization of theatre. 

The academic year of 1977-78 saw graduated a new high of 708 Ph.D. degrees in 

the visual and performing arts. This figure refers specifically to Ph.D. degrees. Other 

doctorate degrees such as D.F.A.'s, D.M.A.'s, D.V.M.'s, Ed.D.'s were not identified 

by the research. The number declined .09 percent to 654 Ph.D. degrees in the academic 

year of 1980-81. Since the 1980-81 academic year, the numbers have steadily increased 

to 906 Ph.D. degrees being conferred in the visual and theatre arts in the 1991-92 

academic year. Of the 906 degrees conferred, 91 or 10 percent of all conferred were 

awarded in the dramatic arts.^^ Appendix A, Figure 5 provides a graph of these figures. 

The white non-Hispanic middle-class has traditionally contributed more than 80 

percent of the enrollment of colleges and universities. This is very significant to the 

26 Ibid., 263-264. 
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visual and theatre arts because white non-Hispanic students traditionally make up a 

larger percentage of their students. In the academic year of 1989-90, white non-

Hispanic students earned 87.2 percent of the Bachelor's degrees, 80.5 percent of the 

Master's degree, and 84 percent of the Ph.D. degrees conferred. It is also important to 

note that, of the degrees conferred, women earned 61.5 percent of the Bachelor's, 56.2 

percent of the Master's, and 44 percent of the Ph.D. degrees.^'' Projections of 

Education Statistics To 1997-98 forecasts: 

. . . traditional students 18-24 will make less of an impact on the higher 
education system in the years to come. However, students 35 and older 
will begin to make a major impact, especially women, as we move 
toward the twenty-first century.... the college enrollment of students 
under 25 is expected to decrease by nearly 600,000 between 1987 and 
1997. But the increased enrollment of older students is expected to 
offset declines... By 1997, older students are expected to account for 
45% of the 12.2 million students enrolled.... women played a major 
role in the 1.3 million enrollment increase between 1977 and 1987. Of 
that number, 93 percent was the increased enrollment of women. 
Women are expected to maintain the majority at 53 percent in 1997.̂ ^ 

A population shift to the South and West began in the late 1960s. Experts 

anticipate this phenomenon will continue into the twenty-first century. This shift in 

population deserves consideration in the development of a marketing methodology. 

Historical Trends: State Education Facts 1969-1989 makes the observation that major 

enrollment trends have occurred that will play an important part role in higher education: 

Between 1969 and 1989 enrollment increased more rapidly in the South 
(100%) than in the West (62%), the Midwest (56%), and the Northeast 
(51%).. . . The South had the highest share of enrollment in public A-
year institutions in 1989, at 35% . . . On a state-by-state basis, the 
distribution of students in higher education tends to reflect the overall 
population with the largest concentrations of students in the largest 

" Ibid.. 274, 278, 280. 

^ Projections of Education Statistics To 1997-98 (Washington, DC: U.S. Government Printing 
Office, 1997), 15-16. 
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states. In 1989,13 percent of all students attended colleges in 
California, followed by New York at 8 percent, Texas at 7 percent and 
Illinois at 5 percent.^^ 

While the number of potential traditional students available is shrinking, the same 

depletion rate does not hold true for the number of institutions of higher education. 

Since the academic year of 1959-60 when there were 2,008 institutions of higher 

education, the number of institutions has steadily grown to 3,601 in 1992.̂ ° Three 

hundred and thirty-seven institutions of higher education closed their doors between 

1959 and 1992. Two hundred and ninety-nine of them were private institutions. Only 

one public 4-year institution closed during this thirty-three year period.^' 

Competition for students has always existed between institutions of higher 

education and competition will continue to exist. However, in recent years the 

nontraditional educational organizations have begun competing with state institutions. 

According to Dennis L. Johnson: 

Competition for students exist not only between traditional institutions 
but with the military, proprietary schools, corporate learning centers, 
employers, museums and public libraries, correspondence schools, and 
self-learning 32 

Hodgkinson adds to this statement: 

. . . about 12 million people attend colleges and universities in the United 
States. However, another 46 million adults are being educated by other 
service providers. These providers range from union educational 

^' Historical Trends: State Education Facts 1969 to 1989 (Washington, DC: U.S. Government 
Printing Office, Aug. 1992), 74-76. 

°̂ Digest of Educational Statistics: 1992 (Washington, DC: U.S. Government Printing Office, 
Oct. 1992), 237. 

^' Ibid., 240. 

^̂  D. L. Johnson, "The Researcher and Nonprofit Marketing: Is Anyone Listening?," Developing 
A Total Marketing Plan (San Francisco: Jossey-Bass Publishers, 1979), 2. 
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colleges to the Management Academy of United Way, about 400 
corporations . . . ,the military, and the Graduate School of the U.S. 
Department of Agriculture, which alone educates some 12 million adults. 
. . . AT&T spends $1.7 billion on its own education and training 
programs. According to the College Board, about 50 percent of all 
American adults are taking some form of organized instruction, but only 
a small minority of the total is learning in a college or university setting. 
If one quarter of these 46 million adults now being educated had decided 
to take their education programs at college or university, there would be 
no decline in enrollments in higher education: we now have a "second 
system" of postsecondary education in the U.S. whose total annual 
investment equals what is invested in colleges and universities put 
together-about $50 billion.^^ 

The long era of growth in traditional American higher education has ended. The era 

of generous legislative appropriations to higher education has also vanished. 

Institutions are increasingly threatened by the decline in the number of potential 

traditional students coupled with increasingly conservative funding. 

Colleges and universities must develop the ability to attract students. The fate of 

those colleges and universities that cannot will be to perish. "The Purposes and the 

Performance of Higher Education in the United States: Approaching the Year 2000" is 

a report developed by the Carnegie Commission on the future of higher education. The 

Commission identified nine points they believed require serious attention by colleges 

and universities if they were to survive and thrive into the twenty-first century. The 

Carnegie Commission, as a result of their findings, came to the conclusion that many 

existing colleges and universities will close before the turn of the century. Theodore M. 

Hesburgh summarizes the Carnegie report: 

Quality. This is central to the whole endeavor and should 
be the focal point to be emphasized and not compromised 
in any and all academic adjustments... 
Balance.... each university must decide what are its 

'^H. L. Hodgkinson, "Guess Who's Coming to College," Standard Education Almanac. 1984-85 
(Chicago: Professional Publications Marquis Who's Who, Inc., 1984), 284. 
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special priorities among all the possible academic programs available . . . 
Integrity. If we are to deserve widespread support from our 
constituencies, we must be able to articulate our educational vision in an 
honest and realistic way . . . 
Adaptation. This means we do not sell our birthright while planning to 
survive, grow, and become better, even in difficult times. Distinctiveness 
is hard won and easily lost. 
Dynamism. This means we have to be lively and inventive enough to do 
with confidence and vigor what must be done . . . Effective use of 
resources. This primarily speaks to the money available, but also to the 
people. 
Financing. The report warns us not to expect more, even probably less, 
federal financing . . . 
Leadership. The report calls for leaders combining compassion and 
realism, while admitting these qualities are rare. 
Independent higher education. . . . There is not one but 3000 futures. 
Each of us must find our own. It will lie in the uniqueness of each 
institution; its history to be remembered, its traditions to be maintained, 
its strengths to be built upon, its weaknesses to be eliminated, its creative 
possibilities to be realized, its financial viability to be assured . . . The 
common good of the institution must be the overriding consideration 
. . . that their institution will not only survive but prevail. ^^ 

The pressure to survive forces many college and university administrators to seek 

new approaches to meet the educational needs of the individual student. In addition. 

administrators want to fulfill the needs of the society that the students will enter upon 

graduation. KoUer and Fox believe: 

Institutions that understand marketing principles often achieve their 
objectives more effectively They must attract resources, motivate 
employees, and find customers . . . Marketing is designed to produce 
four principal benefits: 

1. Greater success in fulfilling the institution's mission. 

2. Improved satisfaction of the institution' s publics and 
markets. 

^ T . M. Hesburgh, "Preparing for the Millennium: Finding An Identity and A Future," Standani 
Fxlucation Almanac. 1984-85 (Chicago: Professional Publications Marquis Who's Who, Inc., 1984), 
290-291. 
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3. Improved attraction of marketing resources. 

4. Improved efficiency in marketing activities.^'' 

As college and university administrators look to the future, marketing will be one of 

the tools needed to help guide them through the new challenges confronting them. 

Statement of Hypothesis 

The development of a marketing plan for the Texas Tech University Department of 

Theatre and Dance Graduate Program will provide one tool to help ensure continued 

development. Further, the marketing plan will provide a model for other departments 

wishing to develop their own marketing strategies. 

Survey of Current Literature 

Although much has been written about student recruiting, no one has created a 

model for recruiting programs. In 1972, A. R. Krachenberg published an article in the 

Journal of Hi gher Education entitled "Bringing the Concept of Marketing to Higher 

Education." Krachenberg's article presented the argument that colleges and universities 

should market their product. Since the publication of his article, the idea of marketing 

colleges and universities has found slow acceptance. Interest in marketing institutions 

of higher education has increased because of falling enrollments and financial 

challenges. Growing interest attracted many new works with a wide range of focus. 

Much of the work concentrates on methods of adapting commercial business marketing 

practices to higher education while other works endeavor to define where and how 

^̂  P. Kotler and K. F. A. Fox, Strategic Marketing for Educational Institutions. 2d ed. (Englewood 
Cliffs, New Jersey: Prentice-Hall, Inc., 1995), 26. 
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marketing fits in to an institution's organizational chart. The field of marketing for 

nonprofit organizations has also developed with some experts in the field interpreting 

college and university marketing needs to be the same as any other not-for-profit 

organization. As the concept of marketing higher education like a product has generated 

a significant following, marketing suggestions specifically designed to address the 

challenges faced by higher education institutions have emerged. 

The following publications were chosen to be resources for this dissertation out of 

the one-hundred and fifty books, articles, and papers evaluated. Each of the 

publications served as a valuable resource in the development of the marketing model. 

The AMA Management Handbook (1994) provides a general survey of marketing 

concepts. Professors considered leaders in their respective area of marketing provided 

the collection of articles found in Section 2, entitied "Marketing." The professors 

represent Columbia University, University of Pennsylvania, Monash University, 

University of California, Berkeley, University of South Carolina, Vanderbilt 

University, Catholic University of Leuven, Belgium, Northwestern University, Boston 

University and Harvard University. Issues concerning marketing management, product 

life cycle, strategic marketing planning, marketing research, quality, auditing the 

marketing function, advertising and mass communication, and direct marketing are 

addressed. In the introduction to Section 2, Noel Capon makes the point: 

Regardless of whether their underiying purpose is to make profits 
(business firms) or to fulfill some social goal (public and not-for-profit 
organizations), the major task of all organizations is to create and recreate 
customers. Customers are truly organization assets and should be treated 
as such.̂ ^ 

*̂ N. Capon, "Introduction to Section 2, "AMA Management Handbook. 3rd ed., (New York: 
American Management Association, 1994), section 2, 3. 
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In its totality. Section 2 proposes that all areas of marketing be centered on customer 

satisfaction. 

Published in 1985 and edited by Roger J. Fecher, Applying Corporate Management 

Strategies is a collection of nine loosely connected articles. All the articles have the 

central thesis of applying business concepts and practices to institutions of higher 

education. In Chapter 1, Ralph M. Davis provides a comparison and contrast of higher 

education and the corporate worid. Davis examines the need for higher education to 

renew itself and provides the corporate world as a model for achieving the desired 

results. In Chapter 2, Robert N. Maust pursues the need of higher education to adopt 

the skills and methodologies developed by business in the field of marketing. The major 

point Maust makes is that if positive results are achievable, it is mandatory to organize 

around people with a background in nonprofit marketing. Chapter 3, by Anthony D. 

Birch, investigates the need for colleges and universities to adopt commercial business 

practices in their business offices. Birch makes the observation that most college and 

university business offices are isolated and dissociated with the rest of the school. By 

mainstreaming the business offices, they will effectively contribute to the goals and 

objectives of the institution. In Chapter 4, M. J. Williams, Jr. discusses the managerial 

differences that exist between commercial business and not-for-profit organizations. 

Williams points out that conflict is a positive force in commercial business. This conflict 

can produce creativity and by doing so improve the company. However, higher 

education administrators have always been encouraged to be coUegial. Because of this 

belief, conflict holds a negative connotation and is something that must be avoided. 

Williams believes that college and university administrators must begin to embrace 

conflict as a positive and make it work for them rather than spending valuable time 

attempting to eliminate it. In Chapter 5, Stephen F. Harran, Jr. addresses the need for 
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colleges and universities to apply systems and techniques employed by business to 

develop a carefully planned capital budget. Chapter 6 speaks to the issue of tax-exempt 

capital financing. Chapter? investigates computerized information systems. 

Chapter 8, by Thomas O. James, defines various management styles including Theory 

X, Theory Y, and Theory Z. James poses the question of whether we as managers 

choose a style or does the style choose us. Chapter 9, written by Warren Bryan Martin, 

provides a comparison and contrast of higher education administration and corporate 

leadership. Martin points out that both have the same goal: excellence. Martin believes 

that both have a great deal to learn from each other as we aim to the future, and that the 

time has come to encourage better communication between the two. 

Edited by Robert S. Lay and Jean J. Endo and published in 1987, Designing and 

Using Market Research is a collection of articles by noted experts in their respective 

field. Lay and Endo state: 

This sourcebook is an attempt to demonstrate that although academic 
market research has not lived up to its full potential, the potential is 
there—if administrators create the demand for creative and useful 
research and are willing to invest them-selves in better planning 
for their institutions. Market research is too important to be 
left to the market researchers.^^ 

Larry Litten, one of the early pioneers in higher education marketing theory, opens 

the book with an analysis of what he expects of market research for academia. Litten 

addresses his concerns regarding higher education's inability to reach its full marketing 

potential. Included in Litten's discussion are the function and role of market research, 

types of research and their focus, the inadequacies and limitations of current marketing 

practices, misguided expectations, and what developments are needed if market research 

" R. S. Lay and J. J. Endo, ed.. Designing and Using Market Research (San Francisco: Jossey-
Bass Inc., Publishers, 1987), 2. 
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is to meet its potential in higher education. In Chapter 2, Trudy H. Bers provides 

information on how to use focus groups to gain an understanding of how a college's or 

university's various audiences perceive the institution. Bers discusses the initial 

planning involved in focus group studies, how to conduct a focus group, as well as the 

positives and negatives of focus group interviews. In Chapter 3, Richard A. Voorhees 

addresses the topic of evaluating the demand for the creation of a new program. 

Voorhees explains a number of techniques successfully used to assess the success 

probability of a new program. In Chapter 4, Glennwood Rowse addresses how to 

analyze the competition. Rowse develops a framework for identifying the competition. 

Rowse provides an extensive list of questions that, when answered honestiy, will 

provide a detailed data base that defines the competition. In addition, Rowse includes 

quantitative measures for analyzing the gathered data. In Chapter 6, Eric Straumanis 

examines the "trade-off analysis" approach to positioning an institution or program in 

the best possible market about its characteristics and attributes. Straumanis discusses 

how "trade-off analysis" will work for initial positioning and repositioning. Straumanis 

also provides a methodological appendix that provides a comparison and contrast 

between personal interview techniques and microcomputer approaches of analysis. In 

Chapter 6, David L. Brodigan discusses one of the major issues confronted by 

legislators, boards of regents, and administrators. Brodigan poses the question of 

balancing the cost of tuition with perceived value. Brodigan advances the "magnitude 

estimation" technique as a means of evaluating cost and quality. Brodigan defines the 

terminology and methodology used in "magnitude estimation." To identify 

opportunities available to the institution requires an evaluation of price, quality, and 

value. In Chapter 7 Julie Wakstein examines market segmentation. Wakstein strongly 

encourages the employment of the 3 M' s Principle, "in order for an institution to 
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communicate effectively with its constituencies, the right messages must be 

disseminated to the most receptive markets using the best media."^^ Wakstein gives an 

in-depth explanation of the Chi-square Automatic Interaction Detector as a technique for 

identifying market segments. In the last chapter of the book, Byron G. McCalmon 

describes how to develop and implement a marketing plan for recruiting new freshman. 

McCalmon uses a case study of the University of Colorado as an example. 

Developing A Total Marketing Plan, edited by John A. Lucas and published in 

1979, is a sourcebook composed of five chapters. Each chapter represents the writings 

of recognized experts in their respective field of study. The book examines the 

researcher's role in marketing higher education, how marketing applies to recruiting, 

and discusses the implementation of a the total marketing concept. In Chapter 1 Dennis 

L. Johnson examines the marketing concept from the point of view of a market 

consultant. Johnson defines nonprofit marketing and explores the need for nonprofit 

marketing. Johnson evaluates the total marketing concept and discusses how to bring 

marketing to the college campus. Johnson closes the chapter with a discussion of the 

responsibilities of the researcher and how to market the research gathered. In Chapter 2, 

Paul G. Larkin analyzes the community college point of view. Larkin discusses what 

market research is, establishes definitions related to marketing, examines market 

analysis, and describes the essential elements of a good marketing plan. Chapter 3 is an 

evaluation of the tools and techniques of market research. Gerald H. Gaither examines 

such issues as how to do marketing, how to use surveys as a primary data-collection 

method, how to position the institution, as well as how to conduct an ongoing 

^ J. Wakstein, "Identifying Market Segment, "Designing and Using Market Research (San 
Francisco: Jossey-Bass Inc., Publishers, 1987), 91-92. 
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performance evaluation. Gaither concludes with an examination of the special problems 

involved in student marketing. In Chapter 4 the point of view of a college's community 

development officer is taken. William R. Howard describes how the educational 

institution and the community can come together as an agent of change better prepared to 

solve community problems. Howard makes the point: 

Education is more than schooling; it is concerned with change in the 
attitude and behavior of individuals. It is concerned with developing 
people who are competent in improving their family, career, and 
community life. . . . community-based marketing will serve as a means 
of creating this partnership.^^ 

The concluding chapter by John A. Lucas is a summation of the previously 

discussed issues. Lucas points out the need for all involved to understand the total 

marketing concept. 

Enhancing Information Use in Decision Making, edited by Peter T. Ewell and 

published in 1989, contains a body of work by experts in their areas of investigation. 

The book is divided into three sections. Each section has its own specific issues to 

investigate. Section I develops the topic of who in the organization uses information, 

for what purpose, and under what circumstances. Section II investigates how and 

where concrete information enters the decision making process. Section III confronts 

the issues related to the information itself. Discussion centers on questions concerning 

the gathering and communicating of information to the decision makers of the 

organization. 

3̂  W. R. Howard, "Community Transactions and the Marketing Process," In E)eveloping A Total 
Marketing Plan (San Francisco: Jossey-Bass Inc., Publishers, 1979), 127. 
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Image Analysis, by Bob Topor, examines the need for an image analysis and the 

benefits an organization receives from such an endeavor. Topor describes the 

components used to perform the analysis and how to put "it" all together. 

Edited by Andrew J. Falender and John C. Merson and published in 1983, 

Management Techniques for Small and Specialized Institutions does not provide a large 

body of information on marketing. Of the 11 chapters in the book, only one relates to 

marketing. In Chapter 4, Carl Allen focuses on the shrinking pool of potential students 

available to colleges and universities. Allen discusses methods of creating a viable 

enrollment and admissions plan. 

Marketing Higher Education, edited by David W. Barton, Jr. and published in 

1978, is a collection of articles by a college president, admission officers, and financial 

aid directors. The major focus of the book is on the communication process between the 

institution and its students and potential students. 

In Chapter 1, John Anthony Brown points out that students have the right to know 

about the college they might attend. Brown points out the value of market research as a 

tool for learning what students feel about an institution. Market research provides 

information about what must be communicated to the potential student. This allows for 

an informed decision on the part of the student. 

In Chapter 2, Herbert C. Mudie examines how to identify and expand the student 

pool. Mudie proposes analyzing the institution's current student population with 

demographics, geographies, and academics. In doing so, the institution learns its 

abilities and the student population it can best serve. In Chapter 3, William H. Turner 

ouriines the eighteen month admissions year as it relates to the prospective student and 

the admissions officer. Turner explains the steps evolved as the prospective student 

progresses through the "admissions funnel." Chapter 4, written by Thomas 
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Huddleston, Jr. and Burt F. Batty, is an enlightening look into the concept of marketing 

financial aid. Huddleston and Batty make the point that as the student pool declines 

price competition becomes a major factor in the prospective student's choice. In Chapter 

5, Clifford C. Campbell states that improving the quantity and quality of the student 

body is a long-term endeavor that includes no quick fixes. Campbell insists that the 

long-range planning be built around solid admissions planning and budgeting and 

competent personnel with a commitment to the admissions goal. The final chapter of the 

book is Chapter 6. It is a case study of Temple University's marketing strategy 

regarding to concepts discussed in previous chapters. Chapter 7 discusses a list of 

questions that college and university officials must contemplate as they struggle to 

develop a marketing plan. Cookie cutter answers for marketing success do not exit. No 

ideal marketing plan exits for application to each institution. A clear understanding by 

all who participate in such an endeavor must exist. It is up to each institution to come up 

with what will work best for them. 

Marketing in College Admissions: A Broadening of Perspectives is a collection of 

papers presented at the colloquium entitled "Marketing, Student Admissions, and the 

Public Interest." Held November 7-9, 1979, in Racine, Wisconsin, the organization of 

the colloquium focused on the desire to investigate the effects increased marketing was 

having on institutions of higher education. The organizers believed that the positive 

effects of marketing were well announced. However, the organizers felt that the 

negative impact of marketing on higher education was going unnoticed and needed to be 

addressed. The committee saw the need to address such questions as: 

What are the various expectations that students, faculty, alumni, and 
society have of our system of higher education and its individual 
components? Is the system currentiy meeting those expectations? Does 
higher education somehow possess sensibilities or structures to permit us 
to know when and where marketing may be appropriate or, conversely, 
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where it may be a detriment to individuals or groups of students, 
institutions, or society? Finally, can educational integrity and standards 
of excellence be maintained in the face of a marketing orientation in 
higher education?^^ 

The major themes of the colloquium were: 

1. Marketing as a part of American higher education. 

2. Ethical problems created by marketing higher education. 

3. Marketing is more than promotion or recruitment and 

4. Potential benefits and risks of using the formal techniques of 
marketing higher education. 

Written by Frank Bradley and published in 1985, Marketing Management focuses 

on the issues of, "providing, communicating and delivering value to customers.'"^' The 

book seeks to examine strategic and operational marketing as it relates to consumer 

issues concerning products and services. It is divided into six parts. Part A identifies 

and discusses societal and customer values. Part B focuses on choosing the most 

beneficial values for markets and consumers as they affect the consumers. Part C 

addresses the methods employed to provide value to the customer. Part D discusses the 

need to communicate with the customer and Part E develops the issues centering on 

delivering customer satisfaction. The last section. Part F, covers the planning and 

implementations and integration of all the Parts. 

The Marketing Plan, written by David S. Hopkins and published in 1981, evaluates 

practices of business firms in preparing a formal marketing plan. Also covered are 

recent alterations and modifications of the planning process. Surveys of executives 

^ The College Board, Marketing College Admissions: A Broadening of Perspectives (New York: 
College Ejitrance Examination Board, 1980), preface. 

•*' F. Bradley. Marketing Management (London: Prentice-Hall, 1995), preface. 
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representing 267 manufacturing companies and service firms provide the foundation 

information of the book. Part I of the book contains three chapters that concentrate on 

the formal planning of marketing. Chapter 1 defines a marketing plan, discusses 

common problems encountered, identifies who is responsible, and provides some 

planning guidelines. Chapter 2 develops the basic elements of a marketing plan: 

situation analysis, forecasts, mission, objectives, strategies, action programs, 

monitoring procedures and contingency planning. Chapter 3 analyzes the broader 

context of market planning. Discussed are issues concerning the marketing portfolio, 

segmentation strategies, and strategic marketing management. Part II is a collection of 

examples of market planning guidelines, forms and schedules. 

Marketing Strategy, edited by Dale Littler and Dominic Wilson and published in 

1995, is a collection of papers by scholars in the field of management. The articles 

present many different perspectives on the various aspects of marketing strategy. The 

five articles in Part I encompass discussions of marketing strategy and strategic 

decisions. In the first article of the section, "The Contributions of Marketing to 

Strategic Management," E. Ralph Biggadike makes an interesting observation: 

The enormous and diverse array of research in marketing has not lead to 
many 'general facts and laws' ~ either for marketing or for strategic 
management issues. Marketing does, however, have a rich basis for 
hypothesizing about strategic situations and a growing body of 
techniques to explore these hypotheses. Most reported research, 
however, is ad hoc problem-oriented research with little attempt to 
integrate and extend relationships to other situations."*^ 

Part II of Marketing Strategy assesses the need for environmental analysis in 

developing a marketing strategy. Central to the discussion is the need to understand the 

^̂  E. R. Biggadike, 'The Contributions of Marketing to Strategic Management," Marketing 
Strategy (Oxford: Butterwork-Heinemann Ltd., 1995), 25. 
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total environment and how to shape a strategy to contend with it. Part III addresses 

issues concerned with organizational analysis. If an organization desires to maintain a 

competitive advantage in the years to come, identification of its strengths and 

weaknesses is necessary. Part IV concentrates on the implementation of die marketing 

strategy and the issues of market penetration, market development, new product 

development, and diversification. 

The New Science of Marketing, written by Vithala R. Rao and Joel H. Steckel and 

published in 1995, distinguishes between the art of marketing and the science of 

marketing. The writers describe how to conduct the market research needed and how to 

analyze the research to develop a relevant strategic marketing plan. It takes into account 

issues confronted by the people involved in developing a marketing strategy. The book 

takes into account current tools and techniques that provides better data and methods for 

marketing. 

In Now What Do I Do. Bob Topor stresses the need to develop a strong 

understanding and appreciation for marketing before attempting to apply it. Topor 

discusses niche building and positioning, public relations and marketing, research as the 

key to success, and the absolute need for quality service in higher education. 

Published in 1995, Strategic Marketing for Educational Institutions. 2nd edition, is 

an excellent book by Philip Kotler and Karen F.A. Fox. As one of the leading experts 

in marketing, Kotler was involved in the inception of the concept of nonprofit 

marketing. He has focused much attention on distinguishing higher education marketing 

from other forms. Strategic Marketing for Educational Institutions attempts to provide a 

broad overview of marketing for higher education and to explain how the many factors 

fit together to create a whole. Kotier and Fox divide the book into six sections each with 

a distinctive purpose. Part I provides an introduction of marketing and describes how it 
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relates to higher education. Part II evaluates how an institution arrives at a marketing 

plan and the issues confronted. Part III examines the tools and techniques used to 

identify and understand available markets and Part IV discusses the design process. 

Part V investigates methods of application used in marketing higher education and Part 

VI provides guidelines for evaluating the marketing plan. 

Target Marketing. 3rd edition, written by Linda Pinson and Jerry Jinnett and 

published in 1996, is a step-by-step plan that assists in the development of a marketing 

plan. Part I develops a discussion of methods for surveying the market. Chapter 2 

discuses copyright law, trademarks, and patents. Chapter 3 provides information 

regarding how to construct, distribute and evaluate questionnaires as a means of 

evaluating the market. If the market evaluation is successful, then testing the market 

becomes necessary. Chapter 4 discusses methods for testing the new product or service 

with potential customers. Chapter 5 provides direction in determining and evaluating the 

competition and Chapter 6 focuses on how to identify the target market for a product or 

service. Demographics and psychographics and their importance in identifying a target 

market are the central issues discussed. Chapters 7 through 11 make up Part II. The 

key questions relate to reaching a target market: distribution, price, promotion, and 

packaging. Part III, Chapters 12 through 14, concentrate on retaining your target 

market: customer service, customer satisfaction, and communication. The intention of 

the book is to supply practical information and serve as a practical guide in developing a 

"new" idea. 

A search of Dissertation Abstracts International through December of 1995 

produced no studies concentrating on the marketing of a department of theatre and dance 

at an institution of higher education. 
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A review of the materials reveals that marketing for higher education is in its 

infancy. Since the term marketing was first used by A. R. Krachenberg in connection 

with higher education in 1972, those with an interest in the field have worked diligently 

to define and understand the issues surrounding the marketing of higher education. 

Much conflict exists over who is, or should be, responsible for developing and 

instituting a marketing plan at the college or university. Many people involved in higher 

education use ethical grounds to question the use of marketing by higher education. 

The question of responsibility continues to be of central focus. Some experts see it 

as the responsibility of the regents and president. Others believe it is the duty of the 

admissions office while others propose the creation of a completely new division 

specifically dedicated to marketing the institution. Even with all the conflicting issues 

and points of view, none of the work has specifically addressed the marketing of 

individual departments or schools. The earlier quoted observation of E. Ralph 

Biggadike continues to ring tnie: 
' & & • • 

The enormous and diverse array of research in marketing has not lead to 
many 'general facts and laws' ~ either for marketing or for strategic 
management issues. Marketing does, however, have a rich basis for 
hypothesizing about strategic situations and a growing body of 
techniques to explore these hypotheses. Most reported research, 
however, is ad hoc problem-oriented research with little attempt to 
integrate and extend relationship to other situations.'' 43 

There exists a fundamental need for research in the field of marketing departments 

and schools of theatre and dance. Because of a shrinking pool of potential students and 

financial challenges, competition among the colleges and universities will become a 

central issue confronting all theatre arts programs. A practical approach to confronting 

^ E. R. Biggadike, 'The Contributions of Marketing to Strategic Management," Marketing 
Strategy (Oxford: Buttenvork-Heinemann Ltd., 1995), 25. 
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such issues is for departments and schools to develop a comprehensive marketing plan. 

This study proposes to meet the need by designing a marketing methodology for the 

Texas Tech University Department of Theatre and Dance Graduate Program. In 

addition, the study will provide valuable information and direction for other instiUitions 

of higher education theatre arts programs. 

Definitions 

Specific management and marketing terms are used for this study. The 

establishment of clear working definitions will enhance personal and institutional 

consideration for educational theatre marketing. Kotier and Fox have developed an 

excellent definition of marketing for higher education: 

Marketing IS the analysis, planning, implementation, and control of 
carefully formulated programs designed to bring about voluntary 
exchanges of values with target markets to acliieve institutional 
objectives. Marketing involves designing the institution's offerings to 
meet the target markets' needs and desires, and using effective pricing, 
communication, and distribution to inform, motivate, and service these 
markets."^ 

Every theatre education program has internal and external audiences that have an 

interest in the program or possess the potential to have an interest in the program. The 

internal audience, whether potential or actual, consists of the university's faculty and 

staff, deans, vice-presidents, president, administrators, board of regents, and current 

consumers. Comprising the university theatre program's external audience, potential or 

actual, are the government, accrediting organizations, competitors, the local community. 

** P. Kotler and K. F. A. Fox, Strategic Marketing for Educational Institutions. 2d ed. (Englewood 
Cliffs, New Jersey: Prentice-Hall, Inc., 1995), 6. 
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the media, current consumers' parents, potential consumers, foundations, donors, and 

alumni. 

The market is defined as the people who have an actual or potential want or need in 

the product or services being offered by the educational theatre program and have the 

ability to obtain it. 

The consumer is defined as the person who acquires and makes use of the service 

or product being provided by the educational theatre program. Many educators do not 

like referring to their students as consumers. To them, referring to students as 

consumers somehow positions higher education on a commercial plane and lowers its 

prestige. 

The product of the educational theatre program is very hard to define. Unlike for-

profit manufacturing organizations, education does not manufacUire a physical object for 

the consumer to see, handle, and scrutinize before purchasing the product. The 

curriculum and knowledge to be transmitted to the consumer are the primary product, 

goods or service offered by an educational theatre program. This statement serves as a 

definition of theatre education. Such a product is intangible, changeable, and variable 

from one faculty member to another and one semester to the next. Kotler and Fox make 

the point: 

Most educational services combine both tangible and intangible 
elements~they aren't "pure" service At the most fundamental level 
stands the core offering, which answers the questions. What is the 
consumer really seeking? What need is the program or service really 
satisfying? . . . The core offering is almost always embodied in some 
tangible form . . . The tangible offer may take the form of a classroom 
. . . The marketer can offer the target market additional services and 
benefits that go beyond the core offer and the tangible offer, thus making 
up the augmented offer A college can offer lifetime use of the 
career-placement center, membership in the alumni organization, and 
perhaps access to college classes to update skills in the future. . . . We 
see that service is not a simple thing but a complex offer consisting of 
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core need-satisfied service, a set of tangible characteristics, and a set of 
augmenting benefits ."̂^ 

The target market of the educational theatre program is defined as those consumers 

who possess wants, needs, and desires that will best be met by the product being 

offered. The target market is identified and grouped by certain demographic 

characteristics. For example, the target market might be from twenty-four to thirty years 

old, single, and located in the Northeast. 

Market segmentation is the process of dividing consumers with common needs, 

wants, and desires for a product into distinct subsets to serve them in the most 

appropriate manner. Market segments are defined geographically, demographically, 

psychographicly, and behavioristicly. Geographic segmentation develops information 

about country, region, state, county, city, and density of all the above. Demographics 

provide information relating to age, sex, family life cycle, income, occupation, 

education, religion, ethnicity, and nationality. Psychographic segmentation identifies 

social class, lifestyle, and personality. Behavioral segmentation provides information 

about benefits sought, user status, loyalty, readiness stage, and attitude toward the 

program and/or institution. 

A marketing profile is the analysis made of the information developed from market 

segmentation. This information will allow the educational theatre program to determine 

what information is most appropriate to the project at hand thus identifying the market 

segment opportunities confronting the program. 

The market position describes how the program's various internal and external 

audiences perceive the program in relation to other programs and institutions. A market 

45 Ibid., 277-281, 
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positioning .strategy is the educational theatre program's method of repositioning the 

program in a more satisfactory market position to achieve the desired goals and 

objectives of the educational theatre program and the institution. Kotier and Fox state: 

Dew doping a positioning strategy consists of the following steps: (1) 
assessing the institution's current position in the relevant market, (2) 
selecting the desired position, (3) planning a strategy to achieve the 
desired position, and (4) implementing the strategy. 46 

Degree tracks, price, location and delivery system, promotion, facilities, and people 

combine to create the marketing mix of an educational theatre program. The market 

position of the educational theatre program determines the emphasized elements of the 

marketing mix. 

Strategic planning is the process that an educational theatre program goes through 

to define their overall objectives and to determine the means that to be undertaken to 

achieve the objectives. Kotler and Fox define strategic planning as: 

. . . the process of developing and maintaining a strategic fit between 
the institution's goals and capabilities and its changing marketing 
opportunities. It relies on developing a clear institutional mission, 
supporting goals and objectives, a sound strategy, and appropriate 
implementation."^^ 

An institution's sole purpose for existence is to accomplish a perceived benefit to 

society. This reason to exist is their mission. An educational theatre program's 

perceived function in society, their internal and external audiences they serve, their 

current offerings and their future offerings define the program's mission. 

Objectives are defined as specific and measurable outcomes expected of the 

educational theatre program for a designated time period. Norton J. Kiritz and Jerry 

^Ibid., 178. 

^' Ibid., 95. 
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Mundel state, "Objectives should state who is to change, what behaviors are to change, 

in what direction the changes will occur, how much change will occur, and by what time 

the change will occur."^^ 

This study is limited to the Texas Tech University Department of Theatre and Dance 

Graduate Program. 

Organization of the Study 

Chapter I is an introductory chapter. It is divided into three parts. Part one 

presents an historical perspective of the problem, statement of the problem, a 

justification for the problem, and a statement of the hypothesis. Part two provides a 

survey of the literature concerning the marketing of higher education. Part three 

describes the organization of the study. 

Chapter II is concemed with marketing research. It is divided into two parts: 

primary and secondary research. Part one provides an analysis and interpretation of the 

primary research. Part two of Chapter II is an analysis and interpretation of the 

secondary research into consumers of the Department of Theatre and Dance Graduate 

programs at Texas Tech University. Part two categorizes the data by strengths and 

weaknesses, opportunities and threats, market position, target market, competition, and 

benchmarking of the Program. Chapter II concludes with recommendations based on 

primary and secondary research for the Texas Tech University Department of Theatre 

and Dance Graduate Program for effectively and efficientiy marketing their program. 

^ N. J. Kiritz and J. Mundel, Program Planning and Proposal Writing (Los Angeles: The 
Grantsmanship Center, 1988), 4. 
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Chapter III presents the marketing plan generated by the study based on 

recommendations made in Chapter II. A list of appendices and a complete bibliography 

on marketing literature concludes the study. 
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CHAPTER II 

THE MARKETING PLAN RESEARCH 

Introduction 

The intention of market research concerning the graduate theatre arts program is to 

provide factual information about a number of focuses. The research allows those 

concemed a clearer understanding of the theatre worid and its relationship to the theatre 

arts program. It also provides a clearer understanding of the relationship between the 

theatre arts program and the constantiy changing markets. In his article, "Viewing the 

Worid Without Ivy-Covered Glasses," Larry H. Litten quotes Meek and Skelly: 

Positioning an institution in the marketplace without research is like 
attempting to parallel park with your car windows fogged up. If you 
can't see where you are going—or where you have been—you are likely to 
bounce off a bumper or two and still not wind up where you want to 
be."̂ ^ 

Although the theatre arts program is looking for quality consumers (students), it is also 

looking for potential customers whose needs and wants are compatible with the goals 

and objectives of the program. Pantages and Creedon state, "the more congruence there 

is between the student's values, goals, and attitudes and those of the college the more 

likely it is that the student will persist.. ."̂ ^ 

"*' E. Meek and G. Skelly, "Defog and Research," The New Guide to Student Recruitment 
Marketing (Washington, DC: Council for the Advancement and Support of Education, 1986); quoted in 
L. H. Litten, "Viewing the World Without Ivy-Covered Glasses," Designing and Using Market Research 
(San Francisco: Jossey-Bass Inc., Publishers, 1987), 5-6. 

^ T. J. Pantages and C. P. Creedon, "Studies of College Attrition: 1950 - 1975." Review of 
Educational Research (1978), 48 (1), 49 - 101; quoted in G. H. Gaither, "Some Tools and Techniques of 
Market Research for Students," Developing A Total marketing Plan (San Francisco: Jossey-Bass Inc., 
Publishers, 1979), 35. 
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It is imperative for the theatre arts program to analyze its personality and pressure as 

well as the wants, needs, and desires of the current and potential students. Such an 

analysis will help assess the compatibility of the students with the program. A good 

match rewards both the student and the department. A bad match punishes the student 

and the department. Gaither states, "The college environment can thus reinforce or 

punish—motivate or depress-the student."^' Achieving the proper "fit" will allow for 

fewer unsought consequences for the student and the department as the student proceeds 

through the program. Data gathering helps determine the congruent match. 

The development of demographic, geographic, phychographic, and behavioral 

information about the current student population provides a profile of the characteristics 

of the programs typical student. This information identifies where the department might 

begin the recruitment process and what type of student that the program is likely to 

attract. The specific demographic information that might be needed about each student 

includes: age, sex, family life cycle, religion, ethnicity, nationality, educational 

institutions previously attended, and academic background. Geographic information 

about home town and its size can prove beneficial as well as psychographic information 

about social class, lifestyle, and personality. Behavioral information about a student's 

program goals, occupational goals, image of the department, and image of the program 

will also provide important data. 

The gathered data can be formatted into a useful medium for decision making. 

Computer mapping is one method to present the information. There are several 

*̂ G. H. Gaither, "Some Tools and Techniques of Market Research for Students," Developing A 
Total Marketing Plan (San Francisco: Jossey-Bass Inc., Publishers, 1979), 35. 
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programs available that will supply a visual analysis of the information. Gaither 

explains: 

The data in such maps are arrayed by zip code areas with a wide range of 
values (for example, 1-50 students, 51-100 students, and so on) with 
each area having a symbol designation such as dot, plus sign, a circle, 
or a square. These type maps are commonly used in federal census 
reports, with increasing concentrations of populations represented by 
increasingly dark symbols.^^ 

There are numerous computer programs available for both PC and Macintosh 

platforms for data information management. The information gathered can be generated 

in several formats: bar charts, population pyramids, trend graphs, and maps. The 

method of presenting such information is important. A careful choice assures that the 

information will be clear and understandable to all concemed. 

The creation of the data base identifies the theatre arts program's primary market. 

The primary market is defined by Kotler and Fox as "one from which it receives a large 

number of applications over time and from which a high percentage of accepted students 

typically decide to enroll."^^ Defining a primary market takes on a multiplicity of 

modes. As a hypothetical example of a primary market, the geographic arrangement of 

the information indicates that students might have traditionally come from a five state 

region within a three hundred mile radius of the university. In addition to geographic 

considerations, the students possibly come from communities with populations of fifty 

thousand to one hundred thousand. Demographics may determine that the majority of 

the students are white and Protestant. They are possibly thirty to forty years old and 

2̂ Ibid., 39. 

^ P. Kotler and K. F. A. Fox, Strategic Marketing for Educational Institutions. 2d ed. (Englewood 
Cliffs, New Jersey: Prentice-Hall, Inc., 1995), 400. 

44 

Rf">ii»«:sr*-^5d 



•» 

have worked at the college level for ten years. These students might also have average 

earnings of $27,000.00. 

It is possible to identify a secondary market with a much larger geographic area 

than the primary market. The secondary market will also possess a larger number of 

potential applicants than the primary market. The secondary market produces a very 

limited number of students in relation to those available. Kotier and Fox define a 

secondary market as "one from which the school has received a steady flow of 

applications over a period of three to five years but from which few of the admitted 

students have enrolled."^"^ 

To some degree, a college or university theatre arts department has secondary 

information on record throughout the institution's system. This existing information 

serves as an accessible and inexpensive means for gathering demographic and 

geographic characteristics about students. Once identification of institutional 

information resources is identified and access permitted, it is necessary to gather and 

analyze the information. Arrangement of the information in a meaningful manner is 

necessary. 

Secondary Research 

Population Evaluation 

Secondary research into available data reveals a migration from the north and 

midwest to the southern and western states. Population data indicates the shift to the 

^ Ibid., 400. 
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South and west began in the late 1960s.̂ ^ This phenomenon is expected to continue into 

the next century. The shift in population deserves consideration in the development of 

the Texas Tech University Department of Theatre and Dance Graduate Program 

marketing methodology. Major enrollment trends have occurred that play an important 

role in higher education: 

Between 1969 and 1989 enrollment increased more rapidly in the South 
(100%) than in the West (62%), the Midwest (56%), and the Northeast 
(51%) The South had the highest share of enrollment in public 4-
year institutions in 1989, at 35% . . . On a state-by-state basis, the 
distribution of students in higher education tends to reflect the overall 
population with the largest concentrations of students in the largest 
states. In 1989, 13 percent of all students attended colleges in 
California, followed by New York at 8 percent, Texas at 7 percent and 
Illinois at 5 percent.^^ 

These statistics indicate that 33 percent of the nation's college students attend 

college in four states; California, New York, Texas, and Illinois. 

Colleges and Universities 

The information presented in Barron's Profiles of American Colleges. Barron's 

Index of College Majors, Peterson's Register of Higher Education, the Directory of 

Graduate Programs, The Best Buys in College Education, and The Insider's Guide to 

the Colleges 1994 is not accurate. It does not identify all colleges and universities that 

have theatre arts programs. This is due in large to the way the directories and indexes 

collected the data. However, these directories and indexes are major publications used 

^̂  Historical Trends: State Education Facts 1969 to 1989 (Washington, DC: U.S. Government 
Printing Office, Aug. 1992), 74-76. 

^ Ibid., 74-76. 
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by students seeking information on programs. It provides a good representation of the 

nation's colleges and universities. 

Barron's Profiles of American Colleges profiles 1550 colleges and universities 

offering a Bachelor's degree. Of the 1550 colleges and universities profiled, 628 have 

an undergraduate program in the dramatic arts. The strong population shift indicates the 

need to identify institutions of higher education in Texas and the South with theatre arts 

programs. The Southwest Theatre Association Membership Directory. 1996 includes 

sixty-seven colleges and universities in the Southwest region that have theatre programs. 

Texas, Louisiana, Oklahoma, New Mexico, and Arkansas comprise the Southwest 

Theatre Association hereafter referred to as Southwest Theatre Association. Due to the 

large shift in population, identification of colleges and universities offering studies in 

dramatic arts in New York, California, and Illinois require identification. Barron's 

Profiles of American Colleges reveals California has thirty-five undergraduate programs 

of study in the dramatic arts. The state of New York provides forty undergraduate 

programs of study in the dramatic arts and Illinois has twenty-five undergraduate 

programs in the dramatic arts. California, New York, Illinois, Texas, and the rest of the 

Southwest Theatre Association region contain more than one-fourth (167) of the nations 

(628) undergraduate dramatic arts programs. 

Texas Tech University Image 

It must be recognized that the directories and indexes evaluated, in many instances, 

provide inaccurate and incomplete information. The Texas Tech University Department 

of Theatre and Dance is not listed in some of the indexes and directories and is 

misrepresented in others. This oversight can be attributed to representatives of the 

university not completing surveys and in other instances providing erroneous 
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information to the editors of the directories and indexes. Due to this oversight, the 

reputation of the Department of Theatre and Dance is not as good as it should be. 

Barron's Profiles of American Colleges provides information valuable to the 

consumer wishing to make an informed decision in choosing a college or university. 

The register provides information regarding programs of study, enrollment, student-to-

faculty ratio, percentage of faculty members who hold doctorates, tuition and fees, room 

and board costs, as well as the number of applicants annually. In addition, the directory 

includes the College Admissions Selector Rating. The College Admissions Selector 

Rating is a system used to determine the academic competitiveness of the institutions. 

Barron's Profiles of American Colleges defines competitiveness: 

Most Competitive: Even superior students will encounter a great deal of 
competition for admission to colleges in this category. In general, these 
colleges require high school rank in the top 10% to 20% and grade 
averages of A to B+. . . . 

Highly Competitive: Colleges in this group look for students with grade 
averages of B+ to B and accept most of their students from the top 20% 
to 35% of the high school class . . . 

Very Competitive: The colleges in this category admit students whose 
averages are no less than B- and who rank in the top 35% to 50% of their 
graduating class. 

Competitive: This category is a very broad one . . . Some of these 
colleges require that students have high school averages of B- or better, 
although others state a minimum of C+ or C. 

Less Competitive: Included in this category . . . are colleges that admit 
students with averages below C who rank in the top 65% of the 
graduating class. These colleges usually admit 85% or more of their 
applicants. 
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Noncompetitive: The colleges in this category generally only require 
evidence of graduation from an accredited high school. 

57 Special: Listed are colleges whose programs of study are specialized. 

Barron's Profiles of American Colleges recognizes Texas Tech University as 

"competitive." The dramatic arts and fine arts are recognized as programs of study. 

Barrons's Profiles of American Colleges indicates ninety percent of the undergraduate 

students are from the state of Texas and eighty-four percent of them are white. 

Undergraduate tuition averages about $1198 per semester and room and board costs 

average about $3563.^^ 

Barron's Index of College Majors provides a condensed chart view of the same 

basic information as Barron's Profiles of American Colleges of American colleges and 

universities. It evaluates colleges and universities on their academic competitiveness in 

the same format as Barron's Index of College Majors. The index identifies Texas Tech 

University as "less competitive." In addition, the Department of Theatre and Dance is 

not recognized as a program of study at Texas Tech University. However, dance is 

recognized as a course of study by the directory. The Fine Arts Program is listed as a 

division of the Art Department. Music is recognized as a program of study at Texas 

Tech University.^^ 

57 Index of College Majors. 17th ed., (New York: Barron's Educational Series, Inc., 1990), preface. 

^ Barron's Profiles of American Colleges. 19th ed., (Hauppauge, New York: Barron's Educational 
Series, Inc., 1992), 1433-1434. 

5' Barron's Index of College Majors. 17th ed., (Hauppauge, New York: Barron's Educational 
Series, Inc., 1990), 322-323. 
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Peterson's Register of Higher Education does not rank colleges and universities by 

academic standards. The register profiles the institution by type, control, enrollment, 

setting, and tuition and fees. The register describes Texas Tech University as a 

university controlled by the state with a coed enrollment of 24,(X)7. Tech is considered 

an urban campus made up of 1,839 acres on the outskirts of town. An undergraduate 

can expect to pay approximately $1,550 per year in tuition and fees. The Texas Tech 

University Department of Theatre and Dance is recognized. There is no mention of the 

Interdisciplinary Fine Arts Program.^^ 

The Directory of Graduate Programs identifies colleges and universities with 

graduate programs in theatre arts and drama. It recognizes the Texas Tech University 

Department of Theatre and Dance. The directory indicates that the Masters and 

Doctorate degree are offered. The Directory of Graduate Programs states that graduate 

enrollment in the Department of Theatre and Dance is 143. It reveals that twenty-seven 

Masters degrees and seven Doctorate degrees are awarded annually. Of the 143 

graduate students making up the Department of Theatre and Dance Graduate Program, 

the index indicates at least half are receiving financial aid. The financial information 

provided in the directory indicates that aid is available to the graduate student in the first 

year of study. The index indicates aid is awarded as assistantships, grants, 

scholarships, tuition waivers, and work study. No traineeships or internships are 

available through the Texas Tech University Department of Theatre and Dance Graduate 

Program. The directory states that two hundred prospective students apply annually and 

seventy-five percent of those students gain acceptance into the program. Prospective 

students must take the Graduate Record Exam general exam. Indication of required 

^ Peterson's Register of Higher Education 1995. (Princeton: Peterson's Guides, 1995), 605-606. 
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scores are not stated. The index confirms the requirement of references and an 

undergraduate theatre degree by the Department of Theatre for admittance into the 

graduate program. Requirements necessary for fulfilling the graduate degree include 

residency, seventy-two hours of study, a comprehensive examination, and a 

dissertation.^' 

The Insider's Guide to the Colleges 1994 evaluates institutions of higher education 

through a series of topics that describe the institution. The institution is described by 

size, location, public or private, coed or single sex, minority perspective, political 

activity, preprofessional versus liberal arts, Greek and other social life, security, and 

quality of life. A section identified as "The College Finder" helps the student match their 

interests to specific colleges and universities. The description of Texas Tech University 

by the guide states: 

Money magazine recently named Lubbock, Texas, one of the best places 
to live in the U.S . . . . Students tend to agree that Tech food is good and 
reasonably priced . . . Because Lubbock is a "dry" town, (liquor is not 
sold within the city limits), many students make frequent trips to the 
"strip," a stretch of liquor stores outside the city limits. Parties and 
celebrations are well established at Texas Tech . . . Texas natives 
compose the majority of the student body. Dallas and Houston have the 
largest representation . . . Before making the decision to come to Tech, 
one student warned, "you have to come and smell it first." The scent of 
nearby cows and slaughterhouses wafts across the campus when the 
wind is blowing in a certain direction . . .̂ ^ 

The Best Buys in College Education identifies colleges that offer a high quality 

education at a reasonable cost to the consumer. Considering cost and quality the 

directory identifies Texas Tech University as a good buy. There is no mention of the 

** GRE/CGS Directory of Graduate Programs. 13th ed., (Princeton: Educational Testing Service, 
1991), 36-37. 

*̂  The Insider's Guide to the Colleges 1994. (New York: St. Martin's Press, 1993), 642-643. 
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Fine Arts Doctoral Program in the identification of unique or important graduate 

programs provided by Texas Tech University. The Best Buys in College Education, 

however, does state, "Fraternities and sororities provide drinking opportunities in a 

town that is as dry legally as it is climatically . . ."̂ ^ 

Competition 

Research of Barron's Index of College Programs identifies possible competition to 

the Texas Tech University Department of Theatre and Dance Graduate Program. The 

same academic criteria used to define potential competitive institutions is used to define 

the image of Texas Tech University. 

Twelve of the 167 colleges and universities in the Texas region, California, New 

York, and Illinois receive "noncompetitive" status from Barron's Index of College 

Programs. Twenty-one institutions receive the title of "less competitive." Of the 167 

institutions, the index identifies seventy "competitive." Thirty of the institutions receive 

the ranking of "very competitive." Sixteen institutions achieve the status of "highly 

competitive." Research reveals five "most competitive" institutions and four "special" 

programs. There are no "most competitive" or "special" institutions recognized with 

theatre arts programs in the Southwest Theatre Association. A number of the 

institutions identified in the Southwest Theatre Association directory do not receive 

recognition in Barron's Index of College Maiors. Again, the index is incomplete but is 

believed representative of the nation's theatre arts programs. 

The Directory of Graduate Programs identifies colleges and universities with 

graduate programs in theatre arts and drama. The directory identifies nineteen graduate 

63 E. B. Fiske, The Best Buys in College Education. (New York: Times Books, 1985), 331. 
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theatre arts programs in the institutions comprising the Southwest Theatre Association. 

Of the nineteen programs identified, six have a doctorate program; Louisiana State 

University, the University of Oklahoma, the University of North Texas, Texas 

Women's University, Rice University, the University of Texas/Austin, and Texas Tech 

University. However, Texas Tech University's Interdisciplinary Fine Arts Program 

goes unrecognized by the directory. 

Data gathered from the Directory of Theatre Training Programs provides a 

breakdown of active theatre programs by specialization and degrees offered. In 

addition, there is an indication of the average number of students typically enrolled in the 

specific degree stated. The Directory of Theatre Training Programs provides profiles of 

theatre programs throughout the United States. The directory recognizes 333 programs 

that responded to a questionnaire requesting specific information about their program of 

study. 

Information gathered classifies programs in general theatre, acting, directing, 

design, production and technology, stage management, playwriting and dramaturgy, 

history and criticism, theatre management, theatre education, musical theatre, children's 

theatre, and a category of "other." The classification of "other" is specifically identified 

by school. Along with type of program, there is identification of degrees granted by 

each program. Table 1 provides a detailed view of this information. 
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Students Enrolled in the Fall Semester of 19% 

The Graduate School data base indicated that fifty-five students enrolled with the 

Department of Theatre and Dance in the Fall semester of 19%. Six of the enrollments 

did not appear to be legitimate because a current registration date did not appear on their 

data base. They were removed from the list to be used for the survey. It was later 

established that three of the six questionable enrollments were 19% Summer semester 

students seeking admission to the Ph.D. program. All three of the Summer semester 

students have full-time positions with institutions of higher education. It was also 

determined that three of the graduate students enrolled for the Fall 19% semester are 

maintaining full-time positions while taking classes with the Department of Theatre and 

Dance. The graduate student body of the Department of Theatre and Dance is made up 

of twenty-seven males and twenty-two females. There are forty-two white, four Asian, 

and three Hispanic graduate students. Sixteen of the graduate students are married and 

thirty-three are listed as single. There is no breakdown of divorced or widowed 

students. There are twenty-three graduate students between the ages of twenty-four and 

thirty-four, seventeen between the ages of thirty-five and forty-five, and nine between 

the ages of forty-six and fifty-six. Thirty of the students come from the Southwest, nine 

come from the Southeast, four from the Midwest, four from the Pacific Rim, and two 

from the Northeast region of the nation. Twenty-four of the Department of Theatre and 

Dance graduate students come from communities with a total population under twenty-

five thousand, three from communities twenty-five thousand to fifty thousand, two from 

communities one-hundred thousand to two-hundred thousand, eleven from communities 

two-hundred thousand to five-hundred thousand, and eight from communities of over 

five-hundred thousand population. 
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Graduates of the Ph.D. Program 

The Texas Tech University Department of Theatre and Dance data base of graduates 

of the Department of Theatre and Dance Graduate Program contains the names of sixty-

four Ph.D. graduates of the program between the years of 1979 and 1995. Forty-two of 

the graduates were identified as being male and thirty-two were identified as being 

female. Thirty-two of the students were married and thirty-two were single while 

attending Texas Tech University. Thirty-nine of the students came to Texas Tech 

University from the Southwest; twelve came from the Midwest; four came from the 

Northeast; three came from the Northwest; two came from the Southeast; one came 

from Norway; one came from Iran; and one came from Iraq. Thirty-eight of the 

students were in their thirties while attending Texas Tech University; nineteen were in 

their forties; four were in their twenties; and two were in their fifties. Forty of the 

sixty-four graduates are identified as having held a teaching position prior to admittance 

to the Ph.D. program and fifty-five accepted teaching positions upon graduating from 

Texas Tech University. 

Interpretation of Secondary Data 

Each of the directories and indexes evaluated contain information that is incorrect. 

The information provided is incomplete and in many cases the information is inaccurate. 

The information necessary for the indexes and directories to be accurate and complete 

was not furnished by the universities and colleges. However, the directories and 

indexes do furnish a good cross-section of the nation's colleges and universities. These 

directories and indexes are an accurate representation of profile material available to 

students searching for a program of study. 
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Interpretation of the secondary data regarding the shifting population in the United 

States indicates the need to focus attention in the states of California, New York, 

Illinois, Texas, and the other states making up the Southwest Theatre Association that 

have 33% of the nation's theatre students. Statistics in Barron's Profiles of American 

Colleges indicate these four states contain thirty-three percent of the nation's college 

students and more than a fourth of the nation's undergraduate theatre programs. 

Historical Trends: State Education Facts 1%9-1989 predicts the shift in population will 

continue into the next century. 

Secondary data gathered from Directory of Theatre Training Programs reveals four 

Interdisciplinary Studies programs offering a Master of Arts degree in Interdisciplinary 

Studies: Southern Oregon State University, Western Oregon State University, and 

Columbia College located in Chicago, Illinois. Ohio University offers an 

interdisciplinary Ph.D. course of study. Appendix D provides further information on 

each program. 

Secondary data reveals thirty-four Theatre Management programs: nineteen 

Bachelor's programs, five Master's programs, and thirteen Master of Arts programs. 

The programs identified provide a cross-section of colleges and universities of the 

United States. Eight of the thirty-four programs identified are located in the four states 

of California, New York, Illinois, Texas and the Southwest Theatre Association 

region. Appendix D provides additional information on each program. 

Secondary research identifies forty-one colleges and universities offering a Master 

of Art degree in General Theatre. The forty-one colleges and universities identified 

provide a cross-section of the United States with eleven of the institutions being in the 

four states of California, New York, Illinois, Texas and the Southwest Theatre 

Association region. There are six Ph.D. programs in General Theatre studies of which 
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only one is in the four states of California, New York, Illinois, Texas and the Southwest 

Theatre Association region. Appendix D provides further information on each program. 

Secondary research reveals seventeen Playwriting and Dramaturgy programs 

throughout the United States: four Master of Art programs and thirteen Master of Fine 

Arts programs. Eight of the seventeen programs are in the states of Texas, California, 

New York, and Illinois. Secondary research identified two Ph.D. Playwriting and 

Dramaturgy programs. One of the programs is in Texas. Appendix D provides 

additional information oi) each program. 

The secondary research gathered identifies seventeen Master of Art History and 

Criticism programs. Texas, California, New York, and Illinois contain six of the 

History and Criticism programs. A Master of Fine Arts History and Criticism program 

exists at the University of Texas/Austin. Research identifies fourteen Ph.D. courses of 

study. Texas, California, New York, and Illinois have four of the History and Criticism 

programs. Appendix D provides further information on each of the programs. 

Secondary research identified seventy-four Bachelor of Art Acting and Directing 

programs, seventy-six Bachelor of Fine Arts Acting and Directing programs, seventy-

four Master of Fine Arts programs, and fourteen Master of Art programs within the 

boundaries of the United States. Of the seventy-four programs identified, there are 

eighteen Bachelor of Arts, eighteen Bachelor of Fine Arts, twenty-one Master of Fine 

Arts, and six Master of Arts Acting and Directing programs in the four states of 

California, New York, Illinois, Texas and tiie Southwest Theatre Association region. 

Appendix D provides additional information on each program. 

Secondary research gathered from Barron's Index of College Maiors defines the 

competitiveness of the colleges and universities with the College Admissions Selector 

Rating system. The system defines colleges and universities as "most competitive," 
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"highly competitive," "very competitive," "competitive," "less competitive," and 

"noncompetitive." California has four "most competitive" institutions. There is one 

"most competitive" institution recognized in Illinois. There is one "most competitive" 

institution in New York. There are no institutions of "most competitive" ranking in the 

state of Texas. Five institutions in California, one institution in Illinois, ten institutions 

in New York, and three institutions in Texas receive the rank of "highly competitive." 

Nine institutions in California receive the rank of "very competitive." Three institutions 

in Illinois receive recognition as "very competitive." Fifteen institutions in New York 

and three institutions in Texas receive the definition of "very competitive." There are 

thirteen "competitive" institutions identified in California. Thirteen "competitive" 

institutions exist in Illinois. Thirteen "competitive" institutions receive recognition in 

New York. There are fifteen "competitive" institutions identified in Texas. Four 

California institutions receive the definition of "less competitive." Five Illinois 

institutions rank as "less competitive." One New York institution ranks as "less 

competitive." Ten Texas institutions have the distinction of being defined as "less 

competitive." There are no "noncompetitive" institutions identified in California or 

Illinois. There is one "noncompetitive" institution recognized in New York and two 

"noncompetitive" institutions recognized in Texas. 

Barron's Index of College Maiors defines Texas Tech University as "less 

competitive." Barron's Profiles of American Colleges defines Texas Tech University as 

"competitive." None of the secondary research identified the unique Fine Arts 

Interdisciplinary program offered by Texas Tech University. The GRE/CGS Directory 

of Graduate Programs recognizes the Graduate Theatre Program at Texas Tech 

University. The information provided by the directory is erroneous and does not 

identify the Interdisciplinary Fine Arts Program. 
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Seven Texas universities provide potential competition to Texas Tech University: 

Baylor University, Southern Methodist University, Stephen F. Austin University, the 

University of Houston, the University of Texas/Austin, the University of Texas/El 

Paso, and the University of Texas/Pan American. Besides the seven Texas programs, 

seven programs in the Southwest Theatre Association region deserve consideration as 

competition. There are seventeen programs in Califomia offering possible competition 

to Texas Tech University. Eight graduate theatre programs of study in the state of New 

York represent possible competition. Illinois possesses nine graduate programs of 

study requiring evaluation as potential competition to the Texas Tech University 

Department of Theatre and Dance Graduate Program. 

Graduate students enrolled in the Fall of 19% are close to an even division of males 

and females: 55% male and 45% female. By far, the majority of the students are white: 

68% white, 8% Asian, and 6% Hispanic. The majority of the graduate students are 

single: 68% single and 32% married. Almost half of the students enrolled in the Fall of 

19% are between the ages of twenty-four and thirty-four with the thirty-five to forty-

five age group not far behind: 47% twenty-four to thirty-four, 34.70% thirty-five to 

forty-five, and the balance of 1830% made up of forty-six to fifty-six age group. The 

home region of Texas Tech University makes up the majority of the original of the 

Department of Theatre and Dance graduate students enrolled in the Fall semester of 

19%: 62% from the Southwest, 18% from the Southeast, 8% from the Midwest, 8% 

from the Pacific Rim, and 4% from the Northeast. Appendix E, Table 10 provides a 

chart view of the secondary student research data gathered. 

Secondary research gathered on Ph.D. graduates of the Texas Tech University 

Department of Theatre and Dance Graduate Program revealed that 63% of the graduates 

held teaching positions prior to attending Texas Tech University or maintained teaching 
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positions while attending Texas Tech University. Fifty-two percent of the Ph.D. 

graduates were identified as being married while attending Texas Tech University. All 

were between the ages of twenty-four and forty-five while a student at Texas Tech 

University. 

Secondary research gathered on Ph.D. graduates of the Texas Tech University 

Department of Theatre and Dance Graduate Program revealed that 65.6% of the 

graduates have been male and 34.4% have been female. Fifty percent of the graduates 

have been married and 50% have been single. Sixty-one percent of the graduate 

students were from the Southwest; 18.7% were from the Midwest; .062% were from 

the Northeast; .046% were from the Northwest; .031 % were from the Southeast; 

.0156% from Norway, .0156% from Iran, and .0156% from Iraq. Secondary research 

gathered on Ph.D. graduates of the Texas Tech University Department of Theatre and 

Dance Graduate Program revealed that 593% of the graduates were in their thirties 

while in the program; 29.6% were in their forties; .062% were in their twenties and 

.031% were in their fifties while attending Texas Tech University. Secondary research 

gathered on Ph.D. graduates of the Texas Tech University Department of Theatre and 

Dance Graduate Program revealed that 62.5% of the graduates held teaching positions 

prior to attending Texas Tech University and 85.9% accepted teaching positions upon 

graduation from Texas Tech University. 

Primary Research 

Secondary research gathered concerning students only indicates the distinguishing 

characteristics of the students attracted to the educational theatre program. Secondary 

information will not give an indication of why such trends have developed. Primary 

data must be generated to discover why students respond in the manner they do. 
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Primary data comes from the students themselves. Numerous accepted and practical 

methods for acquiring the desired information exist. Each of the methods possesses its 

own unique characteristics. Surveys are the most widely used method to develop 

primary data about students' perceptions and behavioral patterns. 

The Instrument 

The information gathered and the collection method used is very critical to the 

marketing process. Issues relating to awareness of the theatre program and the 

departmental facilities, perceptions about the quality of the program, competition 

identification, financial aid, price, and student needs assessment are important core 

topics that deserve consideration when developing a survey. 

The importance of the design of the survey instrument should not be 

underestimated. A survey that delivers the information necessary for decision making 

can be very difficult to design. The development of the research instrument is dependent 

on the method used to conduct the survey. Will the survey be mailed? Is it to be used 

for personal interviews? Or, is it to be used for telephone interviews? The development 

of the instrument depends on answers to these questions. 

Mail questionnaire is the most common method employed to gather primary data for 

an organization. A mail questionnaire allows the respondent to remain anonymous 

while providing the essential information sought. This permits the respondent to feel 

comfortable in answering potentially delicate personal questions such as opinions and 

finances. In addition, the respondents has the opportunity to answer the questionnaire at 

the their leisure. This allows for more thought to go into the answers provided. Also, 

the mail questionnaire prevents the interviewer from possibly biasing the answers or 

misrecording answers. Finally, a mail questionnaire provides an economical means for 
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gathering data from a wide geographical area. Presently mail is the most economical 

method of gathering data from a dispersed body of respondents. 

There are disadvantages to the mail questionnaire that require consideration. Less 

than fifty percent of the questionnaires mailed will likely be returned. Depending on the 

total number being questioned, a minimal response rate could distort the legitimacy of 

the data being analyzed. 

Another disadvantage to the mail questionnaire is the challenge of maintaining 

current mailing lists on graduates of the program. In today's mobile society, 

maintaining such a data base can become time consuming and costly. Allowing 

respondents the luxury of answering questions at their leisure also allows them the 

ability to ignore certain questions as well as to provide incorrect answers. The 

respondent's anonymity does not allow for confirmation of the data. 

The major challenge confronted by using the mail questionnaire is in procuring an 

acceptable response rate. A selective timetable for sending out the questionnaires will 

enhance a positive return rate. Mailing the survey around midterm and final exams is a 

deterrent to positive returns. The first week of a new semester is traditionally a time for 

acclimating to new schedules and routines. To assure the survey is not put aside and 

forgotten, plan for an end-of-week delivery. Material received near the weekend 

appears to get more attention from the student because the weekend brings a break to the 

daily routine. The student acknowledges the end of the week by taking time to reflect on 

the passing week. This allows time away from the studies. How much time the 

students will invest in discharging the questionnaire is very important. If the 

questionnaire takes longer than ten or fifteen minutes, the respondent's attention will 

waiver, creating the likelihood of abandonment of the questionnaire. 
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An examination of existing surveys can help identify issues relevant to the 

educational theatre program. Upon completion of the instrument, trial testing identifies 

questions that might be confusing to the respondent. In addition, trial tests of the survey 

provide assurance that the questions used are relevant to the issue's the information is 

being gathered to address. The style of question and the language used deserves special 

attention. Kotier and Fox observe: 

A common error occurs in the types of questions asked: the inclusion of 
questions that cannot be answered, or would not be answered, or need 
not be answered, and the omission of other questions that should be 
answered. Each question should be checked to determine how it serves 
the research objectives . . . The research should strive for simple, direct 
unambiguous, and unbiased wording.. . . Questions should be dropped 
that are merely interesting (except for one or two to start the interview) 
because they lengthen the time required and try the respondent's 
patience.^ 

The major form of question to be used for this study is the Likert scale. The 

Likert scale presents a statement to the respondent. The respondent indicates the amount 

of agreement or disagreement they have with the statement. Gwen Collins explains the 

usefulness of a rating scale: 

. . . scales which are used simply because they are often found to work . 

. . One such is the Likert scale. A first set of respondents is invited to 
express some shade of agreement or disagreement with each statement. 
Usually, they are offered such categories as: strongly disagree, disagree, 
don't know, agree, and strongly agree.^^ 

^ P. Kotler and K. F. A. Fox, Strategic Marketing for Educational Instilutions. 2d ed. (Englewood 
CHffs, New Jersey: Prentice-Hall, Inc., 1995), 81. 

^ G. Collins, "On Methods," Scientific Marketing Research, ed. G. Albaum and M. Venkatesan 
(New York: The Free Press, 1971), 162. 
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The Sampling Unit 

The sampling unit for this study is the internal audience consisting of graduate 

students enrolled in the Texas Tech University Department of Theatre and Dance 

Graduate Program in the Fall semester of 1996. Appendix C is the instrument used to 

gather information from the graduate students. 

Assumptions 

Specific assumptions are made regarding the attitude, background, and behavior of 

each respondent to the survey. They are: 

1. The assumption is made that the response of the respondents reflects their honest 
opinion. 

2. It is assumed that behavior attitudes are measurable on a continuum from positive to 
neutral to negative. 

3 . It is assumed that the individuals surveyed possess distinctive opinions on the 
qualities of a Graduate Theatre Program and marketing methods used to 
communicate a department's message. 

4. It is assumed that the sample will be representative of the populations being 
surveyed. 

5. It is assumed that the disposition of the respondent will be such to provide honest 
cooperation in the study. 

Interpretation of Primary Data 

Geographic and Demographic Data 

Forty-nine surveys were sent out to Department of Theatre and Dance graduate 

students enrolled in the Fall semester of 1996 at Texas Tech University. Twenty 

surveys were returned. The return of twenty surveys represents a 40.8 percent return 

rate. Ten (50%) of the surveys were returned by men, eight (40%) by women, and two 
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chose not to identify their gender. There were nine (45%) Master's respondents, ten 

(50%) Ph.D. respondents, and one (5%) that chose not to identify the degree track being 

pursued. Eight (40%) of the respondents indicated they were married and twelve (60%) 

identified themselves as single. Eight (40%) of the respondents indicated they were 

between the ages of twenty-four and thirty-four, seven (35%) between the ages of 

thirty-five and forty-five, three (15%) between the ages of forty-six and fifty-six, and 

two (10%) chose not to indicate their age. Nine (45%) of the respondents identified 

themselves as being from the Southwest. Four (20%) of the respondents are from the 

Midwest. There is one (5%) respondent from the Northeast and one (5%) respondent 

from the Northwest. There are two (10%) respondents from the Southeast. One (5%) 

respondent indicated the west coast as the home region and two (10%) abstained from 

indicating home region. Ten (50%) of the respondents come from communities of less 

than twenty-five thousand. Three (15%) respondents come from communities of 

between two-hundred thousand and five-hundred thousand, three (15%) from 

communities over five-hundred thousand, and three did not indicate community size. 

One (5%) respondent is from a community with a population between twenty-five 

thousand and fifty thousand. Fifteen (75%) of the respondents are teaching assistants. 

Eleven (55%) of the respondents have received a scholarship from the Department. 

These numbers closely approximate the 1996 Fall semester enrollment of the Texas 

Tech University Department of Theatre and Dance Graduate Program. 

Ideal University 

The respondents were asked to give their perceptions of a number of factors that 

might contribute to the quality of their ideal theatre arts graduate program. This was 

achieved by rating each factor on a scale from 1 through 5: 1 equaling excellent; 2 
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equaling good; 3 equaling fair; 4 equaling poor; and 5 equaling no opinion. The 

respondent's ratings produced an average score for each factor in turn producing a 

ranking according to the importance. The highest rating represents the most important 

factor or factors and lowest rating represents the least important factor or factors. To 

arrive at a ranking of most important to least important an evaluation system was 

established. Each value was given a numerical rating: 1 being equal to +2; 2 being 

equal to+1; 3 being equal to 0; 4 being equal to-1; and 5 being equal to-2. The 

highest score achievable for each factor was +2 and the lowest possible score a factor 

could receive was -2. 

Quality of the faculty and the value of the degree being pursued each received a 

perfect rating of 2 from one-hundred percent of the respondents. Both ranked first in 

importance to the respondents. The academic reputation of the program received a rating 

of 1.85 placing it third most important in value to the respondents. Eighty-five percent 

of the respondents rated academic reputation 1. Production reputation, availability of 

assistantships, and the student to faculty ratio each received an average rating of 1.8 

from the respondents placing them forth in order of importance. Eighty percent gave the 

production reputation and the student to faculty ratio a rating of 1. Eighty-five percent 

of the respondents gave a rating of 1 to the availability of assistantships. Physical 

facilities received an average rating of 1.75 placing physical facilities seventh most 

important in the traits of the ideal theatre arts program. Seventy-five percent of the 

respondents gave physical facilities a rating of 1. Quality of the library received an 

average rating of 1.3 from the respondents placing it eighth in order of importance. 

Seventy percent of the respondents gave quality of the library a rating of 1. Financial 

aid received an average rating of 1.55 placing it ninth most important in the traits of the 

ideal theatre arts program. Seventy percent of the respondents gave a rating of 1 to 
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financial aid. Production experience was given an average rating of 1.50 by the 

respondents placing it tenth most important in the characteristics of the ideal theatre arts 

program. Eighty-five percent gave production experience a rating of 1. The computer 

facilities available to the students, the admissions process, and the surrounding 

community each received a rating of 1.3 placing them in a tie for eleventh in order of 

importance. Sixty percent of the respondents gave a rating of 1 to computer facilities, 

fifty-five percent gave a rating of 1 to the admission process, and fifty-five percent gave 

a rating of 1 to the surrounding community. Total cost of attendance ranked fourteenth 

with an average rating of 1.10. Forty-five percent of the respondents gave a rating of 1 

to total cost of attendance. The size of the department received an average rating of 1.0 

placing it fifteenth in order of importance to the makeup of the ideal program. Forty-five 

percent of the respondents gave a rating of 1 to the size of the department. The size of 

the university campus received a rating of .95 giving it a rank of sixteenth most 

important in the makeup of the ideal program. Forty-five percent gave a rating of 1 to 

size of the campus. The racial and ethnic diversity of the ideal program received a 

ranking of seventeenth with an average rating of .90. Only forty-five percent of the 

respondents gave a rating of 1 to racial and ethnic diversity. Location ranked eighteenth 

receiving an average rating of .80. Fifty percent of the respondents gave location a 

rating of 1. Climate received an average rating of .73 placing them nineteenth in order 

of importance. Fifty percent of the respondents gave a rating of 1 to climate. Campus 

activities and distance from home each had an average rating of .65 placing them in a tie 

for twentieth most important to the ideal program. Thirty-five percent of the 

respondents gave campus activities a rating of 1. Distance from home received an 

average rating of 2.9 placing it twenty-first most important. Forty-five percent of the 
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respondents gave a rating of 1 to distance from home. Table 2 provides a condensed 

chart view of this data. 

Table 2: Score and Rank of Ideal Theatre Arts Program Factors 

FACTOR 
(^ality of Faculty 
Value of Degree 
Academic Reputation 
Production Reputation 
Availability of Assistantship 
Student/Faculty Ratio 
Physical FaciHties 
Quality of Library 
Financial Aid 
Production Experience 
Computer Facilities 
Surrounding Community 
Admissions Process 
Total Cost of Attendance 
Size of the Department 
Size of the Campus 
Racial/Ethnic Diversity 
Geographic Location 
Qimate 
Campus Activities 
Distance From Home 

SCORE 
2 
2 

1.85 
1.8 
1.8 
1.8 

1.75 
1.7 

1.55 
1.5 
1.3 
1.3 
1.3 
1.1 
1 

0.95 
0.9 
0.8 

0.73 
0.65 
0.65 

RANK 
1-tie 
1-tie 

3 
4-tie 
4-tie 
4-tie 

7 
8 
9 
10 

11-tie 
11-tie 
11-tie 

14 
15 
16 
17 
18 
19 

20-tie 
' 20-tie 

The possibility exists that the information regarding the ideal university is erroneous. 

The instrument was evaluated upon completion of the survey to determine of the 

instructions could easily be misinterpreted. It was determined that the possibility did 

exist for misinterpreting the instructions regarding the ideal university. It is not believed 

that this possibility for misinterpreting the ideal university instructions had any bearing 

on the overall effectiveness of the instrument as a data gathering device. Appendix E, 
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Table 11 provides a complete statistical view of the data concerning the graduate 

student's perceptions of the ideal theatre arts program. 

Texas Tech University Department of Theatre and Dance 

The respondents were asked to give their perceptions of factors that might 

contribute to the composition of the Texas Tech University Department of Theatre and 

Dance Graduate Program. The factors were the same used for the ideal theatre arts 

program. This was achieved by rating each factor on a scale from 1 through 5: 1 

equaling excellent; 2 equaling good; 3 equahngfair; 4 equaling poor; and 5 equaling 

no opinion. To arrive at a ranking of most important to least important factors an 

evaluation system was established. Each value was given a numerical rating: 1 being 

equal to+2; 2 being equal to+1; 3 being equal to 0; 4 being equal to-1; and 5 being 

equal to -2. The ratings produced an average score for each factor. The highest score 

achievable for each factor was +2 and the lowest possible score a factor could receive 

was -2. The highest rating represents the most important factor or factors and lowest 

rating represents the least important factor or factors. 

The quality of the library, total cost of attendance, and availability of assistantships 

each received the highest rating of .95 making the them the most outstanding attributes 

of the Texas Tech University Department of Theatre and Dance Graduate Program. 

Forty-five percent of the respondents gave a rating of 1 to the library. Thirty percent of 

the respondents gave a rating of 2 and twenty-five percent gave a rating of 3 to the 

library. Fifty-five percent of the respondents gave a rating of 1, twenty percent gave a 

rating of 2, five percent gave a rating of 3, fifteen percent gave a rating of 4, and five 

percent gave a rating of 5 to the availability of assistantships. Total cost of attendance 

received an average rating of I from thirty percent, a rating of 2 from fifty percent, a 
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campus 

rating of 3 and 4 from five percent, and a rating of 5 from ten percent of the 

respondents. The size of the campus received an average rating of .7 from the 

respondents ranking it fourth among Departmental attributes. The size of the 

received a rating of 1 from twenty percent, a rating of 2 from forty-five percent, a rating 

of 3 from twenty percent, a rating of 4 from five percent, and a rating of 5 from fifteen 

percent of the respondents. The size of the Department received a rating of .5 from the 

respondents giving it a ranking of fifth. The size of the Department received a rating of 

1 from twenty-five percent, a rating of 2 from thirty-five percent, a rating of 3 from 

twenty-five percent, and a rating of 4 and 5 from five percent of the respondents. The 

quality of the faculty received an average rating of .45 placing it sixth in the quality of 

the makeup of the Graduate Program. The quality of faculty received a rating of 1 from 

twenty percent, a rating of 2 from forty-five percent, a rating of 3 from thirty percent, 

and a rating of 4 from five percent of the respondents. The student to faculty ratio and 

the quality of the faculty each received an average rating of .4 placing the student to 

faculty ratio seventh in the quality of the makeup of the Graduate Program. The student 

to faculty ratio received a rating of 1 from thirty-five percent, a rating of 2 from twenty-

five percent, a rating of 3 from twenty-five percent, a rating of 4 from five percent, and 

a rating of 5 from fifteen percent of the respondents. Financial aid, the admissions 

process, and campus activities each received an average rating of .15 placing them in a 

tie for eighth in overall ranking among the factors evaluated. Financial aid received a 

rating of 1 from ten percent, a rating of 2 from forty-five percent, a rating of 3 from 

twenty percent, a rating of 4 from fifteen percent, and a rating of 5 from ten percent of 

the respondents. The admissions process received a rating of 1 from twenty percent, a 

rating of 2 from thirty percent, a rating of 3 from thirty-five percent, a rating of 4 from 

ten percent, and a rating of 5 from five percent of the respondents. Campus activities 
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received a rating of I from five percent, a rating of 2 from thirty-five percent, a rating of 

3 from twenty percent, a rating of 4 from five percent, and a rating of 5 from thirty 

percent of the respondents. The surrounding community had an average rating of. 1 

ranking it eleventh overall. The surrounding community received a rating of 1 from 

fifteen percent, a rating of 2 from thirty-five percent, a rating of 3 from thirty-five 

percent, a rating of 4 from ten percent, and a rating of 5 from five percent of the 

respondents. Climate, distance from home, computer facilities, and production 

experience each received an average rating of .05 tying them for twelfth overall. Climate 

received a rating of 1 from thirty-five percent, a rating of 2 from thirty-five percent, a 

rating of 3 from thirty percent, a rating of 4 from fifteen percent, and a rating of 5 from 

five percent of the respondents. Distance from home received a rating of 1 from twenty-

five percent, a rating of 2 from twenty percent, a rating of 3 from ten percent, a rating of 

4 from twenty-five percent, and a rating of 5 from twenty percent of the respondents. 

Computer facilities received a rating of 1 from fifteen percent, a rating of 2 from thirty 

percent, a rating of 3 from fifteen percent, a rating of 4 from twenty percent, and a rating 

of 5 from twenty percent of the respondents. Production experience received a rating of 

1 from twenty-five percent, a rating of 2 from twenty percent, a rating of 3 from twenty-

five percent, a rating of 4 from twenty percent, and a rating of 5 from ten percent of the 

respondents. Production reputation and value of the degree each received a rating of 

-.05 tying them for sixteenth for their overall quality to the traits of the Program. 

Production reputation received a rating of 1 from five percent, a rating of 2 from forty-

five percent, a rating of 3 from twenty percent, a rating of 4 from twenty percent, and a 

rating of 5 from ten percent of the respondents. The value of the degree received a 

rating of 1 from fifteen percent, a rating of 2 from twenty-five percent, a rating of 3 

from forty percent, a rating of 4 from ten percent, and a rating of 5 from five percent of 
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the respondents. Academic reputation received an average rating of-.1 from the 

respondents placing it eighteenth in value to the character of the Department. Academic 

reputation received a rating of 1 from five percent, a rating of 2 from forty-five percent, 

a rating of 3 from forty-five percent, and a rating of 4 from five percent of the 

respondents. Geographic location received an average rating of -.4 placing it nineteenth 

in overall ranking among the factors evaluated. Geographic location received a rating of 

1 from thirty-five percent, a rating of 2 from twenty-five percent, a rating of 3 from 

fifteen percent, and a rating of 4 from forty percent of the respondents. Physical 

facilities and racial and ethnic diversity each received an average rating of-.6 tying them 

for the overall rank of twentieth. Physical facilities received a rating of 1 from five 

percent, a rating of 2 from twenty-five percent, a rating of 3 from thirty-five percent, a 

rating of 4 from thirty percent, and a rating of 5 from five percent of the respondents. 

Racial and ethnic diversity received a rating of 1 from ten percent, a rating of 2 from ten 

percent, a rating of 3 from ten percent, a rating of 4 from forty percent, and a rating of 5 

from thirty percent of the respondents. Table 3 provides a condensed chart view of this 

data. 
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Table 3: Score and Rank of Texas Tech University Department of 
Theatre and Dance Graduate Program Factors 

FACTOR 
Total Cost of Attendance 
Availability of Assistantships 
Quality of Library 
Size of Campus 
Size of Department 
Quality of Faculty 
Student/Faculty Ratio 
Financial Aid 
Admissions Process 
Campus Activities 
Surrounding Community 
Computer Facilities 
Distance From Home 
CUmate 
Production Experience 
Production Reputation 
Value of Degree 
Academic Reputation 
Geographic Location 
Physical Facilities 
Racial/Ethnic Diversity 

SCORE 
0.95 
0.95 
0.95 
0.7 
0.5 

0.45 
0.4 
0.15 
0.15 
0.15 
0.1 
0.05 
0.05 
0.05 
0.05 
-0.05 
-0.05 
-0.1 
-0.4 
-0.6 
-0.6 

RANK 
1-tie 
1-tie 
1-tie 
4 
5 
6 
7 

8-tie 
8-tie 
8-tie 
11 

12-tie 
12-tie 
12-tie 
12-tie 
16-tie 
16-tie 

18 
19 

20-tie 
20-tie 

Appendix E, Table 12 provides a complete statistical view of the data concerning the 

graduate student's perceptions of the Texas Tech University Department of Theatre and 

Dance Graduate Program. 

Comparison and Contrast 

The respondents believed that the quality of the faculty and the value of the degree 

being pursued the two most important attributes that a theatre arts department could 

possess. The respondents ranked the Texas Tech University Department of Theatre and 
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Dance faculty sixth and the quality of the degree being pursued sixteenth. Academic 

reputation ranked as the third most important attribute of the ideal theatre arts program. 

The respondents ranked the Texas Tech University Department of Theatre and Dance 

academic reputation eighteenth in its contribution to the quality of the Program. The 

respondents ranked production reputation, availability of assistantships, and student to 

faculty ratio fourth most important in the traits of their ideal program. The Texas Tech 

University Department of Theatre and Dance production reputation was ranked 

sixteenth, the availability of an assistantship was ranked first, and student to faculty ratio 

was ranked seventh by the respondents. Physical facilities received a rating of seventh 

in their contribution to the ideal program and the Texas Tech University Department of 

Theatre and Dance Program's physical facilities received a rating of twentieth and last by 

the respondents. The respondents gave a ranking of eighth to the library facilities 

contribution to their ideal program. The Texas Tech University Department of Theatre 

and Dance Program's library facilities received the number one ranking of quality by the 

respondents. The respondents gave the ranking of ninth to financial aid for their ideal 

program while Texas Tech University Department of Theatre and Dance received the 

rating of eighth for the factor of financial aid. Production experience received a ranking 

of ten in its contribution to the character of the ideal program. The Texas Tech 

University Department of Theatre and Dance production experience received a ranking 

of twelfth by the respondents. The surrounding community, the admissions process, 

and the computer facilities all tied for eleventh most important in the characteristics of the 

ideal program. The surrounding community also ranked eleventh at Texas Tech 

University, the admissions process received the rank of eight, and the computer facilities 

were ranked twelfth. Total cost of attendance was fourteenth most important in the traits 

of the ideal program. Total cost of attending Texas Tech University received a ranking 
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of one from the respondents. The size of the Department ranked fifteenth overall in the 

makeup of the ideal program. The size of the Texas Tech University Department of 

Theatre and Dance was ranked fifth by the respondents. The size of the campus 

received a ranking of sixteenth to its importance in tiie characteristics of the ideal 

program. The size of the Texas Tech University campus received a rating of four by the 

respondents. Racial and ethnic diversity received a ranking of seventeenth in importance 

to the traits of the ideal theatre arts program. The racial and ethnic diversity received the 

ranking of twentieth and last for the Texas Tech University Department of Theatre and 

Dance. Geographic location and climate received the rankings of eighteenth and 

nineteenth respectively as to their importance to the characteristics of the ideal program. 

The geographic location and climate of Lubbock were ranked eighteenth and twelfth 

respectively as to their importance to the Department. Tying for the rank of twentieth as 

to their contribution to the makeup of the ideal program were the campus activities and 

the distance the university was from home. Campus activities available at Texas Tech 

University were ranked eighth in their contribution to the makeup of the quality of the 

Texas Tech University Department of Theatre and Dance. The distance from home 

received a rating of twelfth to its contribution to the value of the Program. Table 4 

provides a statistical view of the data gathered. 
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Table 4: Comparison of Score and Rank of Ideal Theatre Arts 
Program and the Texas Tech University Department 

of Theatre and Dance Graduate Program 

FACTOR 
Academic Reputation 
Production Reputation 
Total Cost of Attendance 
Financial Aid 
Admissions Process 

Availability of Assistantship 
Surroundina Community 
Climate 
Geographical Location 
Distance from Home 
Size of Department 
Size of Campus 
Student/Faculty Ratio 
Value of Degree 
Campus Activities 
Physical Facilities 
Racial/Ethnic Diversity 
Production Experience 
Quality of Faculty 
Quality of Library 
Computer Facilities 

SC( 
IDEAL 

1.85 
1.8 
1.1 

1.55 
1.3 

1.8 
1.3 

0.73 
0.8 

0.65 
1 

0.95 
1.8 

2 
0.65 
1.75 

0.9 
1.5 

2 
1.7 

1.3 

DRE 
TECH 

-0.1 
-0.05 

0.95 
0.15 
0.15 
0.95 

0.1 
0.05 
-0.4 
0.05 

0.5 
0.7 
0.4 

-0.05 
0.15 
-0.6 
-0.6 
0.05 
0.45 
0.95 
0.05 

RANK 
IDEAL 

3 
4-t ie 

14 

9 
11 -tie 

4-t ie 
11 
19 
18 

20-tie 
15 
16 

4-t ie 
1-tie 

20-t ie 
7 

17 
10 

1-tie 
8 

11-tie 

TECH 

18 
1 6-tie 

1-tie 

8-tie 
8-tie 
1-tie 

11 
1 2-tie 

19 
12-tie 

5 
4 
7 

1 6-tie 
8-tie 

20-t ie 
20-tie 
12-tie 

6 
1 -t ie 

12-tie 

DISPARITY 
-15 
-12 
13 

1 
3 
3 

tie 
7 

-1 
8 

10 
12 
-3 

-15 
12 

-13 
-3 
-2 
-5 

7 
-1 

Influences 

The respondents were asked to respond to a series of items that had the potential to 

influence their decision to apply for admissions into the Graduate Program of the Texas 

Tech University Department of Theatre and Dance. The respondents were asked to 

evaluate each item based on a scale of 1 to 5; 1 equal to very important, 2 equal to 

important, 3 equal to no contact, 4 equal to a negative response, and 5 equal to a very 

negative response. Eighty percent of the respondents indicated no contact with a Texas 

Tech University student. Ten percent believed contact with a Texas Tech University 

student was very important in their decision to attend Texas Tech University and five 
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percent believed a Texas Tech University student was important in their decision to 

attend Texas Tech University. Five percent believed contact with a Texas Tech 

University student was a negative influence in their decision making process. Forty-five 

percent of the respondents believed that the faculty were very important to their decision 

to attend Texas Tech University. Twenty percent of the respondents believed the faculty 

to be important factors in their decision making process while thirty percent had no 

contact with the faculty. Twenty-five percent of the respondents indicated that a Texas 

Tech University graduate was very important to their decision making process to attend 

Texas Tech University and thirty-five percent believed a Texas Tech University graduate 

was important to their decision making process. Thirty percent of the respondents had 

no contact with a Texas Tech University graduate while ten percent indicated a negative 

influence from a Texas Tech University graduate. Ninety percent of the respondents 

had no contact from the Department from a personal letter. Ten percent indicated that a 

personal letter was important in their decision to attend Texas Tech University. Forty 

percent of the respondents indicated that the University catalogue was important in their 

decision making process to attend Texas Tech University. Thirty-five percent of the 

respondents indicated no contact with the catalogue. Fifteen percent believed the 

catalogue to be a negative factor in their decision making process while ten percent 

believed the catalogue to be very important in their decision making process. The 

Departmental brochure was important to twenty percent of the respondents in their 

decision to attend Texas Tech University. Forty-five percent of the respondents had no 

contact with the brochure. Thirty-five percent of the respondents believed the brochure 

to be a negative influence on their decision making process to attend Texas Tech 

University. Seventy-five percent of the respondents had no contact with a Departmental 

poster. Twenty percent had a negative influence and five percent had a very negative 
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influence from a Departmental poster. Ninety-five percent of the respondents had no 

contact with a journal advertisement. Five percent believed a journal advertisement was 

a very negative influence on their decision to attend Texas Tech University. Ninety-five 

percent of the respondents had no contact through a theatre festival sponsored by the 

Texas Tech University Department of Theatre and Dance. Five percent believed a 

festival sponsored by the Department had a very negative influence on their decision 

making process. Seventy percent of the respondents had no contact with a Departmental 

production. Ten percent indicated a negative influence and five percent indicated a very 

negative influence from a Departmental production on their decision making process. 

Ten percent of the respondents believed that a Departmental production was very 

important and five percent believed a Departmental production was important to their 

decision making process to attend Texas Tech University. Ninety percent of the 

respondents had no contact with workshops conducted through the Department. Five 

percent of the respondents believed that attending a workshop conducted by the 

Department was very important to their decision making process to attend Texas Tech 

University; however, five percent indicate attending a workshop conducted by the 

Department was a very negative influence on their decision making process. Ninety-five 

percent of the respondents indicated no contact with the Department at the Southwest 

Theatre Conference or the United States Institute of Theatre Technology-Texas 

Conference; however, five percent indicated that contact with the Department at each of 

the conferences was a very negative influence on their decision making process. This 

five percent negative response might be someone who miss-read the instructions. 

Ninety percent of the respondents indicated that they had no contact with a relative 

promoting or demoting the Department. Five percent of the respondents indicate a 

relative was very important to their decision making process and five percent believed a 
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relative to be a very negative influence on their decision to attend Texas Tech University. 

Fifty-five percent indicated that there was no contact with a friend with knowledge of the 

program. Twenty percent of the respondents indicated that a friend was very important 

in their decision and twenty percent indicate that a friend was important in their decision 

to attend Texas Tech University. Five percent indicate that a friend was a very negative 

influence on their decision to attend Texas Tech University. Forty-five percent of the 

respondents indicated that a campus visit was important to their decision making 

process. Twenty percent of the respondents believed that a campus visit was very 

important to their decision to attend Texas Tech University. Five percent believed a 

campus visit was a negative influence on their decision making process. Thirty percent 

of the respondents made no campus visit. Fifty percent of the respondents had no 

contact with perceptions held by the public concerning the Department. Thirty-five 

percent of the respondents indicated public opinion of the Department was important in 

their decision making process. Ten percent of the respondents indicated that public 

opinion of the program was very important in their decision making process to attend 

Texas Tech University. Five percent believed that public opinion of the Program was a 

negative influence on their decision making process. Thirty-five percent indicated other 

factors that were very important to their decision; uniqueness of the Ph.D. Program, the 

ability to double emphasize Acting and Directing, the Ph.D. Management track, location, 

cost, and admission process. Ten percent indicated other factors that were important to 

their decision; location. An evaluation system was established to determine the ranking 

of most important to least important. Each value was given a numerical rating: 1 being 

equal to+2; 2 being equal to+1; 3 being equal to 0; 4 being equal to -1 ; and 5 being 

equal to -2. The four major influences are the faculty, the Program, campus visits, and 

Tech graduates. Table 5 provides a condensed statistical view of the data. 
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Table 5: Score and Rank of Important Influences On Deciding 
To Attend Texas Tech University 

FACTOR 
Texas Tech Faculty 
Campus Visit 
Texas Tech Graduate 
A Friend 
Image of the Department 
University Catalog 
Texas Tech Student 
Personal Letter 
Texas Tech Theatre Production 
Workshop at Texas Tech 
A Relative 
Contact at USITT 
Contact at SWTA 
Theatre Festival at Texas Tech 
Journal Advertisement 
Departmental Brochure 
Departmental Poster 

SCORE 
1 

0.8 
0.705 
0.5 
0.5 
0.2 
0.2 
0.1 

0.05 
0 
0 

-0.1 
-0.1 
-0.1 
-0.1 
-0.2 
-0.3 

RANK 
1 
2 
3 

4-tie 
4-tie 
6-tie 
6-tie 

8 
9 

10-tie 
10-tie 
12-tie 
12-tie 
12-tie 
12-tie 

16 
17 

Appendix E, Table 13 provides a complete statistical view of the data. 

Perceptions of Theatre Arts Programs 

U.S. News Online provides a reputation score and ranking of graduate programs of 

drama and theatre. This information was used to determine the Texas Tech University 

Department of Theatre and Dance graduate student's awareness and perception of some 

of the quality programs in the nation. Their awareness and perceptions of these highly 

rated schools would help determine their credibility in evaluating the attributes of the 

Texas Tech University Department of Theatre and Dance. Below is the methodology 

used by U.S. News to develop the 1996 "America's Best Graduate Schools": 
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Questionnaires were sent to deans, top administrators and senior faculty 
of the accredited schools in each discipline In most cases, 
questionnaires were sent to three respondents at each school. 
Respondents rated only the institutions in their own disciplines. They 
were asked to rank the reputations of accredited schools by placing them 
into tiers of academic quality, taking into account a school's scholarship, 
its curriculum and the quality of its faculty and graduate students. A 
school considered "distinguished" was given 5 points; "strong" counted 
for 4, "good" for 3, "adequate" for 2 and "marginal" for 1. "Don't 
knows" did not count. U.S. News totaled the number of points for each 
school and divided the total by the number of respondents who rated the 
school. Response rates: . . . ; drama, 52.7 percent; . . . The highest 
possible score was 5. All surveys were taken in 1994 . . . ^̂  

Yale University ranked first with a rating of 4.8. New York University ranked 

second with a rating of 4.3. Carnegie Mellon University, the University of Washington 

and the North Carolina School of the Arts are tied for third with a ratings of 3.9. The 

University of Texas/Austin is ranked eighth with a rating of 3.7.̂ ^ 

Awareness 

The respondents were asked to rate seven nationally recognized programs on a 

scale of 1 through 5; 1 equaling "excellent," 2 equaling "good," 3 equaling "fair," 4 

equaling "poor," and 5 equaling "no opinion." Seventy-five percent of the respondents 

believed Yale School of Drama was an "excellent" program giving it a rating of 1. Ten 

percent gave Yale a rating of 3, five percent a rating of 3, and ten percent of the 

respondents had "no opinion" of Yale School of Drama. Sixty percent of the 

respondents gave a rating of 1 to New York University. Twenty-five percent gave a 

rating of 2 and fifteen percent of the respondents had "no opinion" regarding New York 

University. Sixty percent of the respondents gave a rating of 1 to Carnegie-Mellon 

^ "America's Best Graduate Schools" (w.w.w.r U.S. News & Worid Report. Inc.. 1996) 

67 Ibid. 

82 

^^^ ,^U ,^ |Ua ! |y„^ |JUga |^ 



University. Thirty percent gave a rating of 2 and ten percent of the respondents had "no 

opinion" concerning Carnegie-Mellon University. Twenty-five percent of the 

respondents gave a rating of 1 to the North Carolina School for the Theatre Arts. Forty 

percent of the respondents gave a rating of 2, five percent a rating of 3, and thirty 

percent of the respondents had "no opinion" about the North Carolina School for the 

Theatre Arts. Five percent gave a rating of 1 to the University of Washington. Thirty 

percent gave a rating of 2, ten percent gave a rating of 3, and fifty-five percent of the 

respondents had "no opinion" regarding the University of Washington. Ten percent of 

the respondents gave a rating of 1 to the University of Texas/Austin. Thirty percent of 

the respondents gave a rating of 2 and forty percent of the respondents gave a rating of 3 

to the University of Texas/Austin. Fifteen percent gave a rating of 4 and five percent of 

the respondents had "no opinion" of the University of Texas/Austin. An evaluation 

system was established to determine the ranking of most important to least important. 

An evaluation system was established to determine the ranking of each theatre arts 

program. To accomplish this, each value was given a numerical rating: 1 being equal to 

1; 2 being equal to 2; 3 being equal to 3; 4 being equal to 4; and 5 being equal to 0. 

The lowest score achievable was 1 and would indicate the best rating. The highest score 

attainable was 4 and would indicate the worst rating. The respondents gave an average 

rating of 1.2 to the Yale School of Drama ranking it first among the programs ranked. 

New York University received an average rating of 1.29 placing it second overall in the 

ranking. Carnegie-Mellon was given an average rating of 1.33 by the respondents 

giving it a ranking of three. North Carolina School of the Arts had an average rating of 

1.71 placing it fourth overall among the schools ranked. The University of Washington 

received an average rating of 2.1 ranking it fifth. The University of Texas/Austin was 

given an average rating of 2.63 by the respondents placing it seventh among the schools 
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ranked. When compared to "America's Best Graduate Schools" rankings, the 

respondents rankings run concurrent with the top five rankings of to "America's Best 

Graduate Schools." The University of Texas/Austin has a ranking of eighth overall 

receiving a rating close to "strong" by "America's Best Graduate Schools" while only 

receiving a rating of "fair" from the respondents. Table 6 provides a statistical view of 

the data. 

The graduate students' awareness of the quality of the programs was in accordance 

with the U.S. News 1996 "America's Best Graduate Schools" top three programs but 

differs regarding the University of Washington and the University of Texas/Austin. 

Table 6: Awareness of Quality of Programs 

PROGRAM 
Yale School of Drama 
New York University 
Camegie-Mellon University 
North Carolina School of the Arts 
University of Washington 
University of Texas/Austin 

AVG. 
1.6 

1.85 
1.7 
2.7 
3.7 
2.75 

RANK 
1 
3 
2 
4 
7 
5 

Appendix E, Table 14 provides a complete statistical view of the data. 

Response to Questions 

The respondents were asked to identify their perceptions of the three most positive 

attributes of the Texas Tech University Department of Theatre and Dance. There was no 

list provided to choose from. Their responses were their own. Responses made by at 

least twenty percent of the respondents are identified. Sixty percent of the respondents 

indicated that the degree options provided by the Department was a very positive 
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attribute of the Program. Fifty-five percent of the respondents believed that the teaching 

and production opportunities provided for them were very positive attributes of the 

program. Forty-five percent of the respondents stated that the faculty were a positive 

attribute of the Texas Tech University Department of Theatre and Dance. Appendix F 

provides a complete record of the positive attributes identified by the respondents. 

The respondents were also asked to identify their perceptions of the three most 

negative attributes of the Texas Tech University Department of Theatre and Dance. 

There was no list provided. Their responses were their own. Responses made by at 

least twenty percent of the respondents are identified. Eighty-five percent of the 

respondents stated that the attitudes that exist between students and students and 

between faculty and students are very negative attributes of the Department. Thirty-five 

percent believed that the assistantship workload represented a negative attribute of the 

Program. Thirty percent of the respondents indicated that the facilities were a negative 

attribute of the Program. Twenty-five percent of the respondents indicated that the 

quality of the productions was a negative attribute of the Program. Twenty percent of 

the respondents stated that the faculty is a negative attribute and twenty percent feel the 

Department is operated inefficientiy creating a negative attribute of the Program. 

Appendix F provides a complete record of the negative attributes identified by the 

respondents. 

The respondents were asked their degree of satisfaction or dissatisfaction with their 

decision to attend Texas Tech University. Twenty percent of the respondents were 

"completely satisfied" with their decision to attend Texas Tech University. Forty-five 

percent of the respondents were "satisfied" with their decision. Five percent were 

"indifferent," "dissatisfied," and "completely dissatisfied" with their decision to attend 

Texas Tech University. Three of the respondents indicated they were both "satisfied" 
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and "dissatisfied" with their decision to attend Texas Tech University. One respondent 

abstained from response. The respondents were provided the opportunity to explain 

their comment. Appendix F provides a complete record of the respondents explanations 

for their degree of satisfaction or dissatisfaction. 

The respondents were asked to identify universities other than Texas Tech 

University where they made application for admission. Forty-five percent of the 

respondents made application to no university other than Texas Tech University. Fifty 

percent made application to one university other than Texas Tech University and five 

percent made application to three universities other than Texas Tech University. 

Universities mentioned within the Texas Tech University region were the University of 

Texas/Austin, the University of Missouri/Kansas City, the University of New Orleans, 

West Texas A&M, and the University of Kansas. 

The respondents who made application to a university other than Texas Tech 

University were asked if they were offered a scholarship or an assistantship. Twenty 

percent of the respondents were offered a scholarship and an assistantship by a 

university other than Texas Tech University. 

Sixty-five percent of the respondents are currently teaching. Fifteen percent are 

working in a profession other than theatre. Fifty-five percent of the respondents have 

received a scholarship while attending Texas Tech University. Seventy-five percent of 

the respondents indicated that they have or have had a teaching assistantship while 

attending Texas Tech University. Ten percent did not indicate whether or not they had a 

teaching assistantship. 

The last question on the survey asked the respondents to make any comments or 

suggestions regarding the Texas Tech University Department of Theatre and Dance 

Graduate Program. Three-fourths of a page was provided for their responses. The 
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responses were diverse with two responses receiving support from fifteen percent of the 

respondents and six responses receiving support from ten percent of the respondents. 

There were eighteen individual responses. Among the more frequentiy mentioned 

comments were the need for more production support for student directors and 

designers, the need for better promotion of the program, the need for more faculty, and 

the need to recognize and maintain the unique features of the program. Appendix F 

provides a complete record of all responses to the questions posed to the respondents. 
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CHAPTER III 

THE MARKETING PLAN 

Introduction 

There is an ever growing need to market theatre arts programs to maintain positive 

relations with various constituents. The application of new approaches that provide 

understanding of the various internal and external audiences associated with the theatre 

arts program can assure continued positive relationships with those audiences. Focus 

on customer satisfaction is essential throughout the development of a marketing model. 

Understanding, respecting, and valuing the customer's (students) needs becomes most 

important to the educational theatre program. 

A marketing model cannot serve as a one-time quick-fix to a theatre arts program's 

deficiencies. The development of a marketing model is an ongoing effort that will help 

identify the current needs of the customer as well as enhance the department's ability to 

anticipate the future needs of the customer. A long-term commitment to an ongoing 

effort continually in pursuit of quality and value can assure success for the educational 

theatre program. W. Edwards Deming holds that organizations must "create constancy 

of purpose toward improvement of product and service."^^ 

Implementation of fact-based decision making provides necessary information for 

the analysis and evaluation of the program. Kotier and Fox state "only through data can 

^ W. E. Deming, Out of Crisis (Cambridge. Massachusetts: MIT Center for Advanced 
Engineering Study, 1986), 23. 
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we truly understand our markets, evaluate our programs, and plan new strategies."^^ 

Without proven data gathering and evaluating procedures, a program's perceptions and 

assumptions regarding its potential consumers remain unfounded and based on nothing 

more than speculation. Speculative information cannot develop a productive marketing 

strategy. A marketing plan will provide a theatre arts program with an analysis, 

strategy, and evaluation methodology that will enhance tiie program's decision making 

ability. 

Some theatre arts programs choose to develop sales campaigns to promote their 

program. They attempt to be everything for everybody. Paul G. Larkin makes the 

assertion: 

The market approach differs from the sales approach, in that the sales 
approach tries to sell the college to an unresearched public, often relying 
on intuition and individual experience. . . . Twenty years from now, 
colleges that are alive and growing will be consciously responsive to 
their constituents. This means about the same thing as doing market 
research. Market research will be part of the higher education picture in 
the year 2000.""° 

Such issues as enrollment and finance will continually confront educational theatre 

programs that choose not to adopt and implement quality marketing practices. Without 

grounded information, paralysis and indecision become commonplace. Without 

successful marketing practices, theatre arts programs will not understand their place in 

higher education and will become less effective. 

'̂ P, Kotler and K. F. A. Fox, Strategic Planning for Educational Institutions. 2d ed. (Englewood 
Cliffs, New Jersey: Prentice-Hall, Inc., 1995), 33. 

™ P. G. Larkin, "Market Research Methods for Improving College Responsiveness," Developing 
A Total Marketing Plan (San Francisco: Jossey-Bass Inc., Publishers, 1979), 12-13. 
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Profile of the Program 

It is mandatory that everyone involved in the development of a marketing plan have 

a clear understanding of the theatre arts program. In addition, everyone involved in the 

project must have a clear understanding of the theatre arts program's relationship to its 

institution. An examination of the department's history and mission will accomplish this 

task. It is also necessary to examine the history and mission of the institution to gain a 

clear understanding of how the educational theatre program's mission supports the 

mission of the university. Appendix B states the profile of the Texas Tech University 

Department of Theatre and Dance and Texas Tech University. 

The Issues 

All involved in the development of the marketing plan must have a clear 

understanding of the history and mission of the program. In addition, each person must 

have an understanding of how the program relates to the mission of the department and 

the university. With these two points clearly understood and accepted, the process of 

developing key issues becomes the focus. Student recruitment is the ultimate reason for 

the study. However, there are many underlying issues requiring examination to 

effectively develop a marketing plan. Dennis L. Johnson observes: 

We must ask and get quantifiable and pragmatic answers to the following 
tough questions: 

1. What business are we in? 
2. Why do students attend our institution? 
3. Why do students continue at our institution, and why do they 

graduate? 
4. Why do students leave? 
5. Are we ignoring possible new markets? . . . 
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We need to know our market, our potential markets, and our image 
within our diverse and demanding publics.̂ ^ 

Johnson's questions require answers. To answer these questions, research must 

be conducted regarding awareness, student concerns, quality of the education, and 

competition of the program. The collection and analysis of data can provide a clear 

understanding of the student's wants, needs, and desires as well as pinpointing their 

level of satisfaction or dissatisfaction and their expectations of the program. In addition, 

the collection and analysis of data provides information about potential geographic 

markets. Regions that have had a population infiux can be identified. Specific 

institutions and programs can be identified as potential sources of students that might be 

of interest to the Department Of Theatre And Dance. Such information can be of benefit 

in determining possible trends. 

Goals and Objectives 

A college or university theatre arts department must define its recruitment goals and 

objectives. Their goals and objectives must be in line with that of the graduate school 

and the university strategy as a whole. The theatre arts department cannot and should 

not view itself as an independent entity free to govern as it wishes. The department is 

dependent upon and obligated to the university. The goals and objectives and the 

precise actions taken by the theatre department have a direct impact on the goals and 

objectives of the university and the graduate school. For example, the institution might 

establish, as one of its goals, to maintain enrollment numbers and the quality of the 

students currentiy enrolled. Upon evaluation, the department determines it needs to 

''̂  D. L Johnson, 'The Researcher and Nonprofit Marketing: Is Anyone Listening?," Developing 
A Total Marketing Plan (San Francisco: Jossey-Bass Inc., Publishers, 1979), 3-4. 
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increase enrollment. One solution available that conforms to the institutional goal is to 

increase enrollment that is of the quality expected of the institution. Kotier and Fox 

elaborate on three questions requiring discussion when setting enrollment objectives: 

First, what is the institution's optimal level of student enrollment? . . . 
What level of enrollment can the institution realistically expect to draw? 
Setting realistic enrollment objectives requires good data and careful 
analysis Third, what level of student quality does the school want to 
serve? . . . Nonelite colleges need to be realistic about whom they can 
serve well, keeping in mind that an effective college academic program 
can make a tremendous contribution.^^ 

In determining the optimal enrollment of a graduate theatre program, numerous 

factors become focal points by the department and the graduate school. Data collection 

and evaluation helps determine the realistic number of students that the department can 

expect to draw. At the graduate level, the quality of the students is, to some degree, 

predetermined by the establishment of a base or minimum requirement of academic 

excellence. There are numerous factors involved in the process: (1) prior academic 

record, (2) Graduate Record Exam score, and (3) demonstrated experience and 

reference appropriate for the chosen field of study. 

Besides the goals and objectives established for enrollment, the graduate program 

must focus on other issues important to the marketing plan. Data gathered conceming 

awareness, student concerns, quality of the education, and competition contribute to 

determining what goals and objectives might need adjustment in each area of interest. 

•'̂  P. Kotler and K. F. A. Fox, Strategic Marketing for Educational Institutions. 2d ed. (Englewood 
Cliffs, New Jersey: Prentice-Hall, Inc., 1995), 397-398. 
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The Marketing Mi x 

The creation of the marketing mix is the unification of diverse marketing dynamics 

into a total marketing concept that supports the goals and objectives of the theatre arts 

department and the university. Kotier and Fox state, "The institution chooses a 

marketing mix that will support and reinforce its chosen competitive position."''^ The 

marketing mix for institutions of higher education includes the four "Ps": program, 

price, place, and promotion. Promotion includes: advertising, public relations, 

personal contact, facilities, and people. Determination of the blend and proportion of 

emphasis on each integral part depends on the target market the department is striving to 

reach. 

Program 

The program of study is the product offered by a theatre arts department. The 

program must reflect the department's mission. The mix offered contributes to the 

image of the department. The mix of the program aids in the establishment of the market 

position. This leads to a perception of the program by the consumer. The perception 

may be good, bad, or indifferent. The perception may be correct or incorrect. Whatever 

the perception is of the program by its publics, it defines the performing art department's 

market. 

•" p. Kotler and K. F. A. Fox, Strategic Marketing for Educational Institutions. 2d ed. (Englewood 
Cliffs, New Jersey: Prentice-Hall, Inc., 1995), 186. 
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Price 

The cost of tuition and fees to the consumer is not within the control of the theatre 

arts department. The state legislature, through recommendations received from the 

boards of regents, establishes the charge for tuition and fees for public institutions of 

higher education. The price of an education is becoming a more important issue in 

choosing an institution of study as financial aid resources shrink and family incomes lag 

behind the rising costs of tuition and fees. 

Price contributes to the overall image of the program. Price allows the consumer to 

categorize programs seen as equal in financial cost, then compare them on program 

offerings, quality, competitiveness, reputation, strengths and weaknesses, faculty, 

price, and uniqueness. Eventhough the tuition and fees of the program are out of the 

department's control, the actual price and the value received is not. The ability to 

provide incentives such as out-of-state fee waivers, scholarships, teaching 

assistantships, research assistantships, and production assistantships are value-added 

benefits that make the education affordable while enhancing the customers educational 

experience. 

Consumers tend to use price as an indicator of quality. The department must 

control such perceptions. As in the automobile industry, it is beneficial to begin with a 

"list" price; the overall cost of the program of study. The value becomes more apparent 

with a comparison of the actual cost to the additional benefits received from the 

program. 
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Place 

Kotler and Fox make the point that location can have four meanings: 

First, it can refer to the absolute place in which the institution exists . . . 
Second, it can refer to the character of the area in which the institution is 
located . . . Third, it can refer to a decision-making area for an 
educational institution . . . Finally, location has a relative meaning-that 
is, location relative to where its actual and prospective students live.̂ "* 

The location of the institution is out of the control of the theatre arts department. 

The relationship of distance between the prospective student to the institution is not 

necessarily an issue of concern to the graduate student. Cost and quality of program are 

concerns of the serious graduate student. Geographic location is of less importance. 

However, of importance to the graduate student is the character of the area of location of 

the institution. To insure that potential students unfamiliar with the region seriously 

contemplate the program, a positive image of the geographic region must be 

establishment. 

The scheduling of classes and the availability of performance and design space are 

important issues requiring the attention of the theatre arts department faculty. Questions 

regarding availability and accessibility of classes and facilities require the attention as 

well. As the potential student pool shrinks, such issues will be the difference between 

success and failure of many theatre arts departments. 

Promotion 

It is the responsibility of promotion to communicate to the target market. There 

must be clear communication of the message the theatre arts program wants the target 

market to hear and accept. Promotion has objectives in sales, public relations, and 

74 Ibid., 333. 
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positioning. The sales objective of promotion is to persuade the consumer to store the 

organization's message in a retrievable form. The public relations objective of 

promotion is to persuade the consumer that the organization is good, to keep 

communication channels open, and to keep consumers receptive to the message of the 

organization. The positioning objective of promotion is to persuade the consumer that 

the organization is unique. Promotion for an institution of higher education is a 

combination of advertising, personal communication, sales promotion, and publicity. 

A full understanding of the communication process is necessary for the 

development of an efficient and effective marketing plan. The process of 

communication is a combination of the sender(s) of a message, the message being sent, 

and the receiver(s) of the message. 

The intended audience receives the message either formally or informally. In 

formal communication, the communicator controls the message and delivers it to the 

receiver(s) in a recognized medium. All parties involved in the informal communication 

process control the message to some degree. Those involved in the promotion of the 

theatre arts program require skills in encoding messages to be transmitted to and 

decoded by the receiver of the message. The message must be property communicated 

to assure the projected message accurately reaches the intended receiver(s). Response 

channels must exist within the system to assure reception of the target market's 

responses. Kotier and Fox state: 

The communications planning flow should begin with considering the 
target audience and work backward to the communicator. The marketing 
communicator must make the following decisions: (1) identify the target 
audience, (2) clarify the response sought, (3) develop a message, (4) 
choose the medium or media, (5) select source attributes, and (6) collect 
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feedback. These planning steps are essential for effective 
communications, whether advertising, marketing publications, or public 
relations are used.^^ 

Advertising is the first marketing tool of promotion. The composition of 

advertising comprises nonpersonal means of communication accomplished through 

media messages paid for by the theatre arts department. The intent of advertising is to 

increase the probability that those reached by the messages will believe and behave as 

the department wishes them to behave or believe. Advertising is a marketing activity 

designed to influence consumers to act in a way that is different from how they would 

have acted had there been no advertising. Advertising might involve newspapers, radio, 

television, billboards, catalogs, calendars, pens, and brochures. 

Personal communication by the theatre arts department involves representatives of 

the department making personal contact with the prospective students. Telephone 

conversations and individual contact at conferences and conventions with the 

prospective student will accomplish the exclusive personal communication sought by the 

department. Conferences and conventions provide the opportunity to make a lasting 

impression on potential students. 

Sales promotion by a theatre arts department is any marketing activity other than 

personal selling, advertising, and publicity that might stimulate the prospective student 

to give consideration to the theatre arts program. Impressions made on prospective 

students by displays, exhibits, demonstrations, and departmental performances can be a 

very powerful means of communication. 

Publicity is any non-personal stimulation conceming the theatre arts program 

placed in a commercially significant news source not paid for by the department. The 

75 Ibid., 352. 
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news may appear in a published medium, on an electronic medium, or live presentation. 

In most cases, the information provided to the potential student is out of the control of 

the theatre arts department. Never-the-less, it remains a powerful source of information 

about the theatre arts program. Characterization of the university and the department in 

publications dedicated to describing colleges and universities, theatre arts programs, and 

graduate programs require the attention of the theatre arts department. The information 

provided by such publications possesses the potential to be detrimental or advantageous 

to the program. 

Determining the Most Salable Feature 

An evaluation of the potential competition assists the theatre arts program in 

determining the most salable feature of the program. The criteria used to evaluate each 

program include questions regarding program offerings, quality, competitiveness, 

reputation, strengths and weaknesses, faculty, price, and uniqueness. The evaluation 

identifies the role of each institution in the competition pool. A description of each 

program defines it as a leader, a challenger, a follower, or a nicher. Kotler and Fox 

define each group stating: 

The leader IS the acknowledged dominant institution or program in a 
particular geographical, disciplinary, or other market.... the leader 
usually strives to maintain its premier position by increasing the applicant 
pool to raise the quality of admitted students, and by hiring distinguished 
faculty. 
The challengers are the runner-up institutions or programs that aspire to 

match or surpass the leader. They strive to enhance their reputations by 
establishing more prestige programs or by adding faculty and other 
resources to improve on existing ones. . . . 

The fi^llowers strive to hold on to their present markets and to be as 
much as possible like the market leader. Market followers may refine 
existing programs to meet the needs of their target markets, but typically 
they are not very innovative. 

The nichers are those institutions and programs that aim to find and fill 
one or more niches that are not well served by other educational 
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institutions. To be successful, nichers should look for niches that are of 
sufficient size and growth potential to be attractive, that are not well 
served by other institutions, and that the institution can serve 
effectively.^^ 

Colleges and universities no longer can be everything for everybody. Robert S. 

Toper firmly believes that mass marketing is an approach that must become a thing of 

the past. Toper believes if institutions of higher education are going to survive and 

continue to be productive institutions of value to the individual and society they must: 

Forget mass marketing! Today's marketing challenges are those of 
pinpoint personalized niche marketing Higher education has to be 
willing to become learners, not only teachers!.. . The challenge for 
marketing higher education in the future will be educating the provider 
(your and your colleagues) rather than marketing your products 
(offerings). Technological developments will link this idea to new 
processes and techniques. Wise marketers will begin NOW!^^ 

The secondary data and the primary data gathered by the graduate student survey 

identifies characteristics and qualities students used in evaluating possible programs of 

study. The competition analysis and the graduate student survey provide information 

necessary for positioning the theatre arts program. The data identifies the perceived 

position of the program by its graduate students and defines its position in relationship 

to the competition. If the position is not satisfactory with the desires of the department, 

the development of a positioning strategy repositions the program in the desired 

perception necessary to achieve the mission of the department. 

The most salable feature of the Texas Tech University Department of Theatre and 

Dance Graduate Program is its Interdisciplinary Ph.D. course of study. The 

Interdisciplinary Fine Arts Program fills a market niche that is not served by traditional 

76 Ibid., 176-177. 

•" R. S. Topor, Image Analvsis (Mountain View, California: Educational Catalyst Publications, 
1995), 92. 
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theatre arts programs. There is no program in the Southwest region or the nation that 

provides the unique course of study and opportunities made available by the Texas Tech 

University Department of Theatre and Dance. The Department fills a need in higher 

education theatre arts departments that shows continuing growth potential. It appears 

there is support from the Graduate School in the promotion and development of such a 

unique program. In his speech at the Fine Arts Interdisciplinary luncheon Dr. D. 

Schmidly, Dean of the Graduate School at Texas Tech University, stated: 

. . . Education will become more interdisciplinary;... We (Texas Tech) 
have three interdisciplinary degrees . . . We (Texas Tech) have an 
opportunity to take a real leadership role in this regard.̂ ^ 

There appears to be littie or no competition to the program. The Department has a 

sound mission statement "to provide leaders in the arts."^^ The success of the graduates 

of the Texas Tech University Department of Theatre and Dance Graduate Program 

requires consideration when objectively evaluating market position. The Department has 

had outstanding success in filling a need of higher education theatre arts departments. 

The 1960s gave birth to most of the nations' theatre arts programs. Data indicates 

there will be a mass retirement of faculty in the nations' theatre arts programs as the 

nation approaches the twenty-first century. The educators who filled the initial demand 

are now approaching retirement. Theodore M. Hesburgh makes the point, ". . . more 

than half of the current teachers in higher education were appointed in the 1960s and 

™ D. Schmidly, "Graduate Education at Texas Tech University: Preparing for the Twenty-first 
Century," given at the 1996 Fine Arts Interdisciplinary Luncheon, Texas Tech University, Lubbock, 
Texas. 

''̂  A Manual of Operations and Procedures for Productions at the Texas Tech University and Lab 
Theatres (Lubbock, Texas: Dept. of Theatre and Dance, 1990-91), Introduction. 
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1970s."^° Many higher education visual and theatre arts positions will require staffing 

in the next five to ten years. 

Target Market 

Because theatre arts graduate students differ in a variety of ways, a theatre arts 

department can prosper by relating their services to these differences. Because of this 

phenomenon, marketing becomes more effective by identifying and serving those 

graduate students with similar interests, needs, and preferences. Identification of the 

most salable feature of the theatre arts department allows for the identification of the 

market segment best served by tiie department. Larry Litten believes institutions of 

higher education serve target markets in one of four ways or a combination of them: 

1. Find people who seek your institution's benefits but who now aren't 
getting them or don't kiiow where to get them; make these people 
aware of your institution and facilitate their access to it. 

2. Find people who seek your benefits and are now going to the 
competition to obtain them; then 
a. provide a better set of benefits than the competition; 
b. provide the same benefits at lower costs; 
c. provide better benefits and lower costs; 

3. and then make people aware of your institution and facilitate their 
access to it. 

4. Identify benefits that people want, which are not now being provided 
in the market and which are different from the benefits now provided 
by your institution; provide them. 

5. Convert people who now do not prefer your institution's present 
benefits into people who do.^' 

By identifying and monitoring the target market of the theatre arts program, the 

department can better detect marketing opportunities. Knowing who the target market is 

^ T. M. Hesburgh, "Preparing for the Millennium: Finding an Identity and a Future," in Standani 
Education Almanac (Chicago: Professional Publications Marquis Who's Who, Inc., 1984), 289. 

** L. H. Litten, D. Sullivan, and D. L. Brodigan, Applying Market Research in College 
Admissions (New York: College Entrance Examination Board, 1983), 18. 
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provides the opportunity to do primary research. The research allows the theatre arts 

department the ability to make adjustments to the program of study that will better meet 

the wants, needs, and desires of the target market. Being aware and knowledgeable 

about its target market enables the theatre arts department to better define its promotional 

mix and its marketing channels. Kotier and Fox state that by identifying the target 

market that will most benefit from the program the following developments will be 

achieved: 

• A strong following and standing in a particular market segment 
• Greater knowledge of the market segment's needs and behavior 

• Operating economies in production, distribution, and promotion^^ 

Secondary data established that in the past the primary market for the Texas Tech 

University Department of Theatre and Dance Graduate Program was made up of college 

faculty required by their administration to pursue an advanced degree for promotion and 

tenure purposes. These students have been between the ages of twenty-four and forty-

five with a family and a career in progress. Many of the students in this market 

maintained a position at their college. The residency requirements and the Summer 

semesters of the Texas Tech University Department of Theatre and Dance provided these 

students the opportunity to continue their career while pursing their course of study at 

Texas Tech University during their summers off from their college. Attention should 

continue to be paid to this market because it is still a substantial target market. A 

secondary target market available to the Texas Tech University Department of Theatre 

and Dance Interdisciplinary Ph.D. program are those M.A. and M.F.A. students in the 

states of California, New York, Illinois, Texas, and the rest of the Southwest Theatre 

^ P. Kotler and K. F. A. Fox, Strategic Marketing for Educational Institutions. 2d ed. (Englewood 
Cliffs, New Jersey: Prentice-Hall, Inc., 1995), 227. 
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Association region who want to pursue a career in theatre education at the university and 

college level. The majority of these students are between the ages of twenty-one and 

twenty-four. These students need teaching and production experience in addition to 

their scholariy studies to become better prepared for a career in theatre higher education. 

These students will be in search of a position upon completing their degree and need 

strong promotional support from the faculty. 

Secondary research gathered on the currentiy enrolled graduate students indicates 

that sixty-two percent of the currentiy enrolled graduate students of the Department of 

Theatre and Dance Graduate Program come from the Southwest region of the nation. 

This gives the impression that there has not been a major recruiting effort outside of the 

Southwest region. Secondary data gathered indicates that one-fourth of the colleges and 

universities exist in the four states of California, New York, Illinois, Texas, and the rest 

of the Southwest Theatre Association region. One-third of the nation's students are 

enrolled at these schools. Secondary data indicates there is a population shift underway 

to the South and the shift will continue into the twenty-first centuiy. Based on this data, 

it is recommended that a marketing campaign be developed for the colleges and 

universities identified with active theatre arts programs in the four states of Texas, 

California, New York, and Illinois. The campaign should also include the Southwest 

Theatre Association region. Institutions identified below the level of "competitive" 

should not be excluded from the marketing plan. This only indicates that the institution 

is receptive to a large majority or all potential students. It is not an indication of the 

quality of the student produced. 

Along with the four states of California, New York, Illinois, Texas, and the 

Southwest Theatre Association region identified, the marketing strategy should focus on 

the colleges and universities across the nation that have active General Theatre Master of 
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Arts programs. Many of the students earning their Master of Arts degree are in search 

of a program to continue their education. Primary research indicates that the 

Interdisciplinary Program offered by the Texas Tech University Department of Theatre 

and Dance provides an option to the traditional course of study available to the graduate 

student. The Interdisciplinary Program provides the opportunity for students holding 

their Master of Arts degree to continue their theatre education in a track other than the 

traditional History and Criticism course of study. Appendix D provides a data base of 

the General Theatre programs. 

Institutions identified by secondary research as offering Bachelor's and Master's 

degrees in Theatre Management and Playwriting and Dramaturgy deserve inclusion in 

the marketing plan. Again, there is little or no opportunity for these students to advance 

their study in their chosen discipline. The Interdisciplinary Program offers these 

students the opportunity to continue the study of their chosen discipline. Appendix D 

provides a data base of the Theatre Management programs and Appendix D provides a 

data base of Playwriting and Dramaturgy programs. 

The three institutions identified as providing Interdisciplinary courses of study at 

the Masters level require targeting as part of the Department's marketing plan. They are 

Southern Oregon State College, Western Oregon State University, and Columbia 

College in Chicago, Illinois. These programs could possibly provide an ideal match to 

the course of study offered by Texas Tech University Department of Theatre and Dance. 

Appendix D provides a data base of these programs. 

Image 

The evaluation of primary research indicates that an image problem exits for the 

Texas Tech University Department of Theatre and Dance. A comparison of the 
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perceptions of the ideal program to the Texas Tech University Program supports the 

existence of an image problem. The graduate student survey research indicates that the 

quality of the faculty and the value of the degree being pursued are the most important 

factors to the character of the ideal theatre arts program. The graduate student survey 

placed the quality of the Texas Tech University degree sixteenth out of twenty-one 

factors evaluated and placed the quality of the faculty sixth. The graduate student survey 

indicated that the academic reputation of the university was the third most important 

characteristic of the ideal theatre arts program. Primary research indicated that the 

perception of the academic reputation of the Texas Tech University Department of 

Theatre and Dance ranked eighteenth out of twenty-one factors. An analysis should be 

conducted into the internal perceptions of the Program. The internal analysis should be 

followed with an internal marketing campaign to change these undesirable perceptions 

held by the students, in turn creating a positive perception of the Program. The graduate 

student pool of applications to the Texas Tech University Department of Theatre and 

Dance Graduate Program could possibly shrink if these perceptions were shared with 

prospective students. 

Secondary research into the image of Texas Tech University supports the primary 

research in the need to establish a better image than currentiy exists. The Texas Tech 

University Department of Theatre and Dance is not listed in Barron's Profiles of 

American Colleges, Peterson's Register of Higher Education, or The Insider's Guide to 

the Colleges. However, Texas Tech University is listed and these directories create an 

overall perception of Texas Tech University. It is imperative that the Texas Tech 

University office responsible for developing the information submitted to these 

directories be encouraged to identify the Fine Arts Interdisciplinary Ph.D. Program as 

one of the unique courses of study at the University. In addition, it is crucial for the 
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Department of Theatre and Dance to gain positive recognition in Barron's Index of 

College Majors. This is an index that identifies key plans of study at colleges and 

universities throughout the United States. There is no recognition of the Department of 

Theatre and Dance as having a program of study in the dramatic arts. However, the 

index does recognize the dance program. Someone specifically looking for a theatre arts 

program can only assume that Texas Tech University does not have a Theatre 

Department. However, they do receive the perception that Texas Tech University is a 

"less competitive" institution. There is recognition of the fine arts but only in 

conjunction with the Art Department. 

The Department of Theatre and Dance is identified by The Official GRE/CGS 

Directory of Graduate Programs. Volume D. The volume contains one section dedicated 

strictiy to identifying programs of study in the visual and theatre arts. It is impressive to 

see the Texas Tech University Department of Theatre recognized. Again, the 

information provided by the directory is incomplete and erroneous. Again, there is no 

specific identification made of the Interdisciplinary Fine Arts Program. 

The greatest disappointment is the lack of recognition in the Directory of Theatre 

Training Programs. The opportunity exists for the Department to have a complete and 

accurate description of the Program and its requirements recognized in a directory 

specifically dedicated to the theatre arts. To be a part of the directory requires submitting 

a questionnaire furnished by the editors of the directory. The only cost to the 

department is the time required to complete the questionnaire and the postage to mail it to 

the editors. 

It is imperative to take advantage of the indexes, directories, and guides that exist 

for the sole purpose of helping students identify opportunities of study available to 

them. The information provided helps the student make an informed decision about 
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their future. If these publications do not represent the Texas Tech University 

Department of Theatre and Dance with accurate information, one choice is eliminated for 

the potential student; Texas Tech University will not be on that student's list. The 

circumstances exist to take advantage of publicity with the only requirement being the 

investment of time. Such an opportunity cannot be ignored. Responsibility must be 

taken to assure correct representation in these publications. 

Realistic Goals 

A theatre arts department should set goals and objectives that conform to the goals 

and objectives of the institution. The department's specific circumstances and goals will 

mold its admissions objectives. In addition, the circumstances and goals will frame the 

actions required to accomplish the department's recruiting objectives. 

The department should set realistic goals for the marketing plan. Being optimistic 

is commendable but the realities of budgeting and staffing needs demands enrollment 

goals be based on realistic data and an honest analysis of the market. Kotier and Fox 

raise three questions conceming establishing enrollment objectives: 

First, what is the institution's optimum level of student enrollment? . . . 
The second question is. What level of enrollment can the institution 
realistically expect to draw? . . . 
Third, what level of student quality does the school want to serve?*^ 

A theatre arts graduate program must determine the optimum number of graduate 

students the department can effectively work with based on faculty, facilities, and 

production demands. 

® Ibid., 398. 
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The Graduate School determines minimum admission requirements for all graduate 

programs of the institution. The market position identified by secondary research will 

contribute to the establishment of policy conceming student quality as well as define 

realistic expectations regarding level of enrollment. 

The Texas Tech University Department of Theatre and Dance has a sound mission 

statement "to provide leaders in the arts." '̂* The goal of the Texas Tech University 

Department of Theatre and Dance is to continually improve the overall quality of the 

program. To support this goal, the recruiting goal should be to continue developing a 

high quality student body that will assume positions in higher education in turn 

becoming a positive representative of the Department of Theatre and Dance. 

The Message 

The marketing message is the most salable feature of the theatre arts program. The 

marketing message is what the department wants to communicate to its target market. In 

the business world of advertising, the appeal, the theme, the idea, or the motif are 

common references to the message being delivered to the target audience. The message 

must be more than a catchy slogan or amusing play on words. The worth of a graduate 

degree deserves more attention than such unproductive and careless planning. The 

message is a reflection of the image of the program. Much thought must go into the 

message to prevent the creation of an unwanted image. Concentrating on the history, 

goals and objectives, and achievements of the theatre arts program will help to 

development a beneficial message that communicates the information the program wants 

** A Manual of Operations and Procedures for Productions at the Texas Tech University and Lab 
Theatres (Lubbock, Texas: Dept. of Theatre and Dance, 1990-91), Introduction. 
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communicated. Kotler and Fox identify a framework for generating three types of 

messages: rational, emotional, and moral: 

1 

2. 

Rational messages aim at passing on information and/or serving the 
audience's self-interest. They attempt to show that the institution or 
program will yield the expected functional benefits 
Emotional messages are designed to stir up some negative or positive 
emotion that will motivate action. Communicators have worked with 
fear, guilt, and shame appeals, especially in connection with getting 
people to start doing things they should or stop doing things they 
shouldn't do. Advertisers have found that fear appeals work up to a 
point, but if too much fear is aroused, the audience will block out the 
message. Communicators have also used such positive emotional 
appeals as love, humor, pride, and joy. 
Moral messages are directed at the audience's sense of what is right 
and proper. They are often used in messages exhorting people to 
support such social causes as a cleaner environment, equal rights for 
women, and support for higher education. 85 

John Maloney developed a framework proposing that the consumer might expect a 

distinct reward from a product or service. Maloney identifies four types of rewards as 

rational, sensory, social, and ego satisfaction. Maloney believes that the consumer may 

visualize such rewards from results-of-use experience, product-in-use experience, or 

incidental-to-use experience. The possibility exists to generate twelve types of 

advertising messages by crossing the rewards and experiences. Shown below are 

Maloney's twelve types of advertising messages. 

^̂  P. Kotler and K. F. A. Fox, Strategic Marketing for Educational Institutions. 2d ed. (Englewood 
Cliffs, New Jersey: Prentice-Hall, Inc., 1995), 373. 
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Table 7: Deductive framework * 

EXPERIENCE 
WITH PRODUCT 

Results-of-use 
experience 

Producl-in-use 
experience 

Incidental-lo-use 
experience 

POTENTIAL TYPE OF REWARD 

RATIONAL 

1. 

5. 

9. 

Training to 
get ahead. 

Program 
based on 
schedule. 

Free child 
care while 
you attend 
class. 

SENSORY 

2. Yoga classes 
to relax body 
and mind. 

6. Excitement 
in learning. 

10. The thrill 
of the 
Homecoming 
game. 

SOQAL 

3. Join a select 
group. 

7. The friendly 
college. 

11. Make the 
friends 
you'll keep. 

EGO SATISFACTION 

4. F-or women who 
are going places. 

8. Add some class 
to your life. 

12. The school for 
the discriminating 

student 
all your life. 

* J. C. Maloney, "Marketing Decisions and Attitude Research," in G. L. Baker, Jr., ed.. Effective 
Marketing Coordination (Chicago: American Marketing Association, 1961), 601. 

Research conducted may indicate that it is necessary to shift the target market's 

view of the program to a new perception. If there is a need for a new perception, the 

message must change old perceptions conceming values and characteristics by 

conveying the new values and characteristics desired. Above all else, the message must 

say something attractive or exciting about the theatre arts program. It is not enough to 

say something exciting and attractive about the program. The same exciting and 

attractive thing might be said of the competition. Because of this, the message must 

express something distinguishing or extraordinary about the department. In the end, the 

message must be creditable, certifiable, and possess the capability to communicate to the 

target market the intended message. 

There are two messages that should be developed by the Texas Tech University 

Department of Theatre and Dance. The first message is strictly for the benefit of the 

marketing committee. It is a very straight forward matter-of-fact statement of what the 
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Department wants its target markets to understand about the Texas Tech University 

Department of Theatre and Dance Graduate Program. This message will keep the 

marketing committee focused. The second message is intended for consumption by the 

Department's primary and secondary markets. The marketing committee message is "If 

you want to be employed and employable, you should get your Ph.D. from Texas Tech 

University Department of Theatre and Dance." This message is based on the strong 

placement record of graduates with institutions of higher education by the Department of 

Theatre and Dance through the years. In addition, data gathered anticipates a strong 

retirement from theatre arts departments in the next five to ten years supports this 

message. This message must be delivered in an enticing form to the primary and 

secondary target markets through the Department's communication mix. Perceptions 

relating to academic reputation, value of the degree offered, production reputation, and 

quality of faculty need to be addressed in the promotional materials. This can be done 

through direct mail, personal letters, and personal contact with a more inviting message 

such as "Texas Tech University Department of Theatre and Dance Is Shaping The 

Educational Theatre Leaders Of Tomorrow. Can We Help You To Your Future?" 

The Communication Mix 

DirectMail 

A direct mail campaign is the most effective and efficient means of for the 

Department of Theatre and Dance Graduate Program to reach potential students. Bob 

Stone States: 

. . . direct mail is the only print medium—bar none—which can guarantee 
no waste circulation. . . . it is the only medium with practically no 

111 



^ ^ ^ T i 

restriction on format No other print medium lends itself as well to a 

one-on-one dialogue between writer and reader.^^ 

With a direct mailing, the Department of Theatre and Dance makes an offer to the 

prospective student and asks for a response. Kotier and Fox provide guidelines for 
enhancing direct mail: 

1. Target your most promising audiences. 
2. Frame the right message for the right audience. 
3. State the benefits to the reader of making a positive response. 
4. Send the message at the appropriate time. 
5. Tell the reader what response you want. 
6. Plan follow-up mailings or other contact. 
7. Measure your results. 

Much of the time direct mail is unsuccessful because of badly prepared promotional 

materials. The promotional materials end up looking cheap, contains the wrong 

message, or does not contain the information required of the receiver. Materials used in 

the promotion of the Department make an impact on the image perceived by potential 

students. Upon completion of the design of the promotional materials. Bob Stone 

suggests answering the following questions to assure the mailing is in line with the 

departments desires: 

• Are your mailing packages in character with your product or services 
and the markets you are reaching? 

• Have you developed the ideal format for your mailing packages, with 
particular emphasis on mailing envelope, letter, circular, response 
form, and reply envelope?^^ 

86 B. Stone, Successful Direct Marketing Methods. 3d ed. (Chicago: Crain Books, 1984), 6-7. 

^ P. Kotler and K. F. A. Fox, Strategic Marketing for Educational Institutions. 2d ed. (Englewood 
Cliffs, New Jersey: Prentice-Hall, Inc., 1995), 364-365. 

^ B. Stone, Successful Direct Marketing Methods. 3d ed. (Chicago: Crain Books, 1984), 18. 
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There are literally hundreds of direct mailings received by consumers weekly. 

Results increase with additional mailings. It does not necessarily have to be the same 

piece or even the same medium. A follow up letter will serve as a reminder of the 

previous mailing. 

Methods that work well to encourage the potential reader to pull the performing art 

program's direct mailing out of the stack include choice of color, format of the message, 

and graphics. Michael Corbett recommends the following tip: 

Color is effective, and the most effective colors are black and red. If you 
use black type on white paper with the sparse use of red to highlight or 
accent, you'll have an attention-getting piece ^̂  

With the University's colors being red and black, this allows for the Department's 

promotional material to be more readily identifiable with Texas Tech University. 

Forty-five percent of the respondents to the survey did not receive a Departmental 

brochure and ninety percent of the respondents did not receive a personal letter from the 

Department. Thirty-five percent of the respondents did receive a Departmental brochure 

but it was perceived as a very negative influence on their decision to attend Texas Tech 

University. 

High quality promotional publications should be developed that addresses the facts 

and perceptions identified by the primary and secondary research gathered. Whether 

formal or informal, more research should be conducted to assure the promotional 

publications addresses the key issues of the potential graduate student. The 

Departmental publications provide the means to address the problems and opportunities 

identified by the primary and secondary research. Promotional publications provide the 

^ M. Corbett, The 33 Ruthless Rules of Local Advertising (Houston: Breakthru Publishing, Inc., 
1994), 105. 

113 

'"^'-^ •ittjt-i^ 



•MPPapPim" 

Opportunity to address important issues the prospective graduate student is concemed 

with while identifying the quality attributes of the program. Promotional publications 

serve a dual purpose: (1) serve as an information source to the prospective student and 

(2) serve as an image builder for the Department. The Departmental publications should 

not attempt to hide weaknesses, real or perceived, in the Program. Such issues must be 

dealt with openly and honestly so as not to mislead the prospective student. The 

promotional material should counterbalance potential negatives with positives. Issues 

that should be addressed when developing promotional materials include academic 

reputation, production reputation, the value of the degree, the quality of the faculty, and 

racial and ethnic diversity of the Program. These are the factors viewed as most 

important to the ideal program and perceived as weak within the Texas Tech University 

Program by the primary research. 

One approach found to be effective in the development of a promotional brochure is 

to determine key questions that the potential student would need answers to in order to 

make an informed decision about the Program. An example of this is furnished by 

Litten, Sullivan, and Brodigan: 

The Search brochure was intended to answer questions that students 
would naturally have about a college, to help position Carleton 
advantageously in relation to competitors, to correct mispercetions and 
provide information that had been shown to be deficient, and to establish 
a desirable frame of reference for the college search process (i.e., to pose 
questions Carieton wan/eJ students to be asking). Through a series of 
questions and answers (with the "questions" also providing 
information), the following issues were addressed: . . . Through pictures 
the brochure also sought to convey Carleton's rural beauty and extensive 
campus; to show its faculty as both serious and jovial; to depict students 
engaged in a variety of academic pursuits, in casual interaction and 
relaxation, and in zany moments, the brochure was designed as a low-
key, nonflashy document; it did not use full color, but employed 
subdued tones with sharp, clear photographs. Its informative questions 
and their answers and illustrations were responses to the problems the 
market research had revealed and were also efforts to exploit 
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opportunities the research had suggested and to capture the desirable 
position for Carleton.^° 

The methods employed by Carieton College for the development of promotional 

materials deserve consideration by the Texas Tech University Department of Theatre and 

Dance. A brochure with a front cover that has the appearance of vacancy 

announcements in The Chronicle of Hi gher Education requiring terminal degrees and 

production experience might support the Department's emphasis on career development 

and enhancement. The inside of the brochure provides information about how the Texas 

Tech University Department of Theatre and Dance can help the prospective student 

achieve their career goals. The Department can determine what questions their target 

markets should ask about the Texas Tech University Department of Theatre and Dance 

Graduate Program as they search for a course of study that will meet their needs. 

Questions can be posed and answered in the Departmental brochure. The brochure 

provides an opportunity to address the perception of a weak academic reputation. Each 

faculty member can be identified by field of expertise and credentials. This 

acknowledges that faculty members of the Texas Tech University Department of Theatre 

and Dance received their advanced degrees from theatre arts programs ranked in the top 

twenty by U.S. News' survey of "America's Best Graduate Schools." The mention of 

prestigious programs such as Yale University, Indiana University, and the University of 

Illinois/Urbana-Champaign will send the message that Texas Tech University 

Department of Theatre and Dance values academic excellence and production excellence. 

It makes the statement that a degree from Texas Tech University Department of Theatre 

and Dance is of value. Testimonials from alumni who have achieved their career goals 

^ L. H. Litten, D. Sulli\ an, and D. L. Brodigan, Applying Marketing Research in College 
Admissions (New York: College Entrance Examination Board, 1983), 67-68. 
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and acknowledge the Texas Tech University Department of Theatre and Dance provided 

them the education necessary to pursue their career goals can be included. Photographs 

of productions can help enhance the production image of the Department. To counter 

perceptions that Texas Tech University is geographically and climatically undesirable, 

photographs of the University architecture and landscape can be included to provide an 

overall impression of the University as an attractive and good place to be. 

Personal Contact 

The survey revealed that ninety-five percent of the respondents had no contact with 

the Texas Tech University Department of Theatre and Dance through the Southwest 

Theatre Association or the United States Institute of Theatre Technology-Texas Division 

Convention. It is not clear if the respondents did not have contact while at the 

Convention or whether the respondents did not attend the convention. Further research 

is needed to develop primary research regarding attendance of potential students at the 

Convention. Five percent of the respondents indicated a very negative response to their 

contact with representatives of the Department while attending the Convention. 

Considering the primary research concerning the Southwest Theatre Association 

and United States Institute for Theatre Technology-Texas Convention, personal 

experience supports the idea that representatives of the Texas Tech University 

Department of Theatre and Dance should attend the Southwest Theatre Association and 

United States Institute for Theatre Technology-Texas Convention annually with the 

expressed purpose of promoting the Department and recruiting students. Designers 

should present their work in the Design Exhibit. This provides the opportunity for 

prospective students to see the quality and style of the work done by the design faculty. 

Efforts should be made by all faculty to present a workshop or a paper at the 
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Convention. This allows the prospective student the opportunity to become familiar 

with the faculty. Such exposure helps in the establishment of the image of the 

Department with prospective students and colleagues who possess the ability to make 

recommendations to students regarding their choice of a graduate program. The 

opportunity is available to take leadership roles in Southwest Theatre Association and 

United States Institute for Theatre Technology-Texas Division. Positions of leadership 

such as executive committee, division chairs, and committee chairs are demanding but 

the value is great. It provides the faculty the opportunity to earn the respect of peers. 

The eventual reward is two-fold: (1) the Graduate Program is recommended to their 

students; (2) the Department's graduate students are sought for employment. 

In addition, booth space should be rented on the exhibit floor. The booth must be 

attended by a knowledgeable Departmental representative at all times. This provides the 

Department the opportunity to have a professional display representative of the Program 

made up of promotional materials. Graduate School catalogues, and University 

catalogues. If possible, provide the potential student with a free pencil imprinted with 

the Department's name, address, and telephone number. Such items may appear 

meaningless; however, it provides one more opportunity to keep the Department in the 

mind of the prospective student. It is something that will be taken home and possibly 

used. 

Besides an impressive display, the Department should prepare a professional 

quality video of the history of the Department and the opportunities available to the 

theatre arts student. The more senses of the prospective student the Department can 

make an impression on, the more likely the prospective student is to remember the visit 

with the Texas Tech University Department of Theatre and Dance representative. It is 

not enough that the prospective students stop by and visit and pick up the materials. 
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They must have an impression made upon them that will still be with them once they are 

home and the excitement of the convention has faded. 

In addition to the Southwest Theatre Association and United States Institute for 

Theatre Technology-Texas Conference, the Department of Theatre and Dance should 

attend the New England Theatre Association Conference and the Pacific Coast Theatre 

Conference. Again, the same format should be applied as used for Southwest Theatre 

Association and United States Institute for Theatre Technology-Texas Conference. 

Faculty members should become a part of their programming and maintain a recruiting 

booth on the exhibit floor. 

The national United States Institute for Theatre Technology annual conference 

provides the opportunity to develop national relationships with colleagues from 

educational and professional theatre organizations. The value in developing a national 

reputation for the Graduate Program is apparent with so many students and institutions 

of higher education being located in California, New York, and Illinois. Although it is 

seen primarily as a design and technology organization, their umbrella encompasses 

theatre management and theatre architecture opportunities. It is again recommended that 

booth space be rented on the exhibition floor to be operated in the same manner as 

suggested in the discussion of the regional conference. 

The primary research gathered supports the view that the faculty should be visible 

in the marketing process. Forty-five percent of the respondents indicated that the faculty 

were "very importanf in their decision to attend Texas Tech University. The 

uniqueness of the Program was very influential upon the respondents as well to attend 

Texas Tech University. There is no one more qualified and capable than the faculty to 

promote the Department of Theatre and Dance. Every opportunity available should be 
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taken to make personal contact with the target markets. For example, the faculty can 

become adjudicators and critics for the American College Theatre Festivals. 

Evaluation 

An evaluation process should be developed to determine the potential effectiveness 

and efficiency of the marketing plan as well as an evaluation of how effective and 

efficient the marketing plan has been. A successful department wants to know how their 

resources are being used and whether the return is worth the investment of the 

Department's resources. Dennis Adcock, Ray Bradfield, Al Halborg, and Caroline 

Ross believe: 

Two of the most common reasons given for why a promotional 
campaign should be monitored are: 

• To show that the money has been well spent, and not wasted on 
something that is not worthwhile. 

• To show that promotion has contributed to sales, that changes in 
demand were not just environmental factors.^' 

Promotional materials can be evaluated for effectiveness before mass production. 

The currently enrolled students can be used as a focus group to evaluate the promotional 

materials. The students can identify whether the information provided would have been 

of benefit to them when they were contemplating their choice of graduate school. The 

students will be aware of whether the materials are effectively answering the questions 

important to making an informed decision. Having been involved with the program, the 

students' perceptions of the department can provide insight into whether the promotional 

materials appear to be misleading. Such evaluation allows for changes to be made that 

' ' D. Adcock et al.. Marketing Principles & Practice. 2d ed. (London: Pitman Publishing, 1995), 
237. 
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will make the promotional materials a more valuable resource to the potential student and 

the department. 

The Department's students should become a beneficial resource for post-evaluation 

of promotional materials and the Department of Theatre and Dance Graduate Program. 

It is recommended that during the student's first semester a survey be conducted to 

evaluate factors important to them in their academic career, identify influences that 

contributed to their decision to attend Texas Tech University, and identify the student's 

perceived wants, needs, and desires as they relate to their pursuit of their graduate 

degree. An exit survey should be given to each student upon completion of the Program 

or upon leaving the Program. Such a survey will give insight into how well the 

Program has met the wants, needs, and desires of the graduate student as well as 

determine if their perceived wants, needs, and desires have changed as they moved 

through the Program. Continuing evaluation will provide valuable information that will 

enhance the Department's ability to continually improve the Texas Tech University 

Department of Theatre and Dance Graduate Program. With such dedication to 

developing a quality program for its students, the Texas Tech University Department of 

Theatre and Dance will gain a reputation of being progressive in its view of education 

and proactive to its students. 

The Marketing Committee 

A marketing committee should be created of individuals who are knowledgeable of 

the Texas Tech University Department of Theatre and Dance Graduate Program and 

Texas Tech University Graduate School. The individuals should possess an interest in 

the continued growth and prosperity of the Program as higher education moves into 

challenging times. The Graduate Advisor is the ideal position to assume responsibility 
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for coordinating and implementing the marketing plan. This appears to be the ideal 

choice because of the proficient knowledge of the Program and the work done with the 

Fine Arts Doctoral Committee. The Head of Management should also serve on the 

committee. The Head of Management can provide the expert promotional knowledge 

needed for such an endeavor. The remainder of the committee can be composed of 

Theatre Management track graduate students. The graduate students should be 

responsible for the majority of the everyday work involved in developing the marketing 

materials and analyzing the past years' marketing campaign. The annual marketing 

project will provide valuable experience to the graduate students involved. 

Internet Web Page 

Research indicates that a Home Page on the World Wide Web is easy and cost 

effective enough to be a productive part of the communication mix of the Theatre Arts 

Department. Walter H. Bock and Jeff Senne state, "In 1989 there were only 600,000 

people on the Net. Today there are as many as 75 million . . . This revolution and 

growth will happen with you or without you."^" As the new millennium approaches, 

the World Wide Web has the potential to become to the twenty-first century what the 

television has been to the second half of the twentieth century. Bock and Senne 

comment on the Worid Wide Web's current position on the S Curve: 

Essentially the S Curve shows that for an initial period of time, growth is 
very slow—after which there is an explosion of growth. Then the 
growth curve flattens out again . . . Wbile it's been around for quite 
awhile,.. . we've just gone into the growth phase in the last year. 
Every week 10,000 new accounts are opened with commercial online 

'^ W. H. Bock and J. Senne, Cyberpower For Business (Franklin Lakes, New Jersey: Career Press, 
1996), 15. 
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gateways. More than 1,200 new web sites are added to the World Wide 
Web every day. . . . The Net has just entered its growth phase.̂ ^ 

With the expansion of the Worid Wide Web into the commercial worid, servers 

such as America On Line, CompuServe, Prodigy, Microsoft Network, etc., have made 

it a user-friendly and cost effective means of information. Before the organization of 

information by commercial servers the Internet was difficult and confusing for the 

average person. Bock and Senne remark: 

. . . until a company called Performance Systems International (PSI) 
established the first commercial links The Net at that time was 
described by several people as 'the world's largest library with all the 
books thrown on the floor and the card catalog bumed.' 

The World Wide Web is technology that helps deliver information to consumers. 

Information must be developed that is valuable to the consumer. The information 

provided must be current and the information must be relevant. Most importantiy, the 

information must meet the needs of the potential students receiving it. In her book 

Marketing Online. Marcia Yudkin provides insight into the value of the World Wide 

Web: 

It gives you an enormous geographic reach. 

It bypasses gatekeepers and puts you directiy in touch with important 
decision makers. 

It enables you to zero in on prospects with highly specific needs or 
interests. 

It can save you gobs of money. 

Compared with face-to-face networking, it's time effective. 

^ Ibid., 17. 

^ Ibid., 19. 

122 

f i p . « i ^ i a ' w i > ^ €M 



.̂*—--- ;..gifc.'uriv imtrmtmm'f'M ' • - ' - " ^ 

Because of the millions of people who might come across any particular 
message each know hundreds of others, your reach goes far beyond the 
online universe. 

Its speed and efficiency of communication are unparalleled. 

It helps you find prospects you may not be able to reach through other 
media. 

It helps keep you in touch witii the beliefs, assumptions, and preferences 
of your market.^^ 

Texas Tech University permits departments to become members of the 

University's Worid Wide Web Home Page. Currentiy there is no charge for 

maintaining a Web Page account with Texas Tech University. The software application 

and time given to the endeavor are the only costs meet with in developing the Web Page. 

Software for the development of a Web site is available that is interactive with the 

Microsoft Word word processing program. Microsoft FrontPage is such an interactive 

program. It is a user-friendly program that is an effective means of creating and 

managing a Web site. A Web site that provides e-mail access to the representative of 

each Department of Theatre and Dance emphasis allows the prospective student 

immediate access to the individual with the information required for the prospective 

student to make an informed decision. 

Becoming a link on the University's Web Page allows the prospective graduate 

easy access to information about the University beyond the information provided by the 

Department of Theatre and Dance Graduate Program Home Page. The prospective 

graduate student has easy access to the Financial Aid office and the Graduate School as 

well as many other links that might be of importance in making an informed decision. 

'^ M. Yudkin, Low-Cost. High-Yield Strategies for Small Businesses & Proressionals (New 
York: Penguin Books USA Inc., 1995), 5, 6, 7. 
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Besides serving as a user-friendly source of information, the Web Page provides a 

means of interactive communication between the various links and the prospective 

student. Ideally, the prospective student will have the opportunity to make application 

for admission to the Department of Theatre and Dance and the Graduate School 

electronically. Also, application for financial aid, assistantships, etc. should be made 

accessible electronically. 

Electronic Mail Box 

A quality marketing plan should begin with the desire of the theatre arts program to 

become responsive to the consumer of their product—their students. Research not only 

helps to determine the degree of satisfaction of the students but it also serves as a means 

of discovering their wants, needs, and desires. Research provides a means to discover 

issues that need attention as a possible means of improving the performance and service 

of the program. Kotler and Fox make the poignant observation: 

Students are: 

• The most important people on the campus; without them, there 
would be no need for the institution. 

• Not cold enrollment statistics, but flesh-and-blood human beings 
with feelings and emotions like our own. 

• Not dependent on us; rather, we are dependent on them. 
• Not an interruption of our work, but the purpose of it; we are not 

doing them a favor by serving them—they are doing us a favor by 
giving us the opportunity to do so.̂ ^ 

"^ P. Kotler and K. F. A. Fox, Strategic Marketing for Educational Institutions. 2d ed. (Englewood 
Cliffs, New Jersey: Prentice-Hall, Inc., 1995), 38. 
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Theatre arts programs are unique in many ways when compared with other 

programs of study at institutions of higher education. Typically, the student and the 

faculty relate to each other in a formal setting: the classroom. In the theatre arts, the 

formality of the student-teacher relationship exits on numerous plains. Whether it be the 

performance students or the design students, the relationship can exist in a less formal 

production-oriented association. The theatre arts student spends a larger amount of time 

in the educational facilities with the faculty when compared with other disciplines. This 

phenomenon has both positive and negative attributes. Because of the close relationship 

among the students of a theatre arts program and the enormous time spent in the 

facilities, the negative attributes can create overwhelming consequences. 

Implementation of a suggestion and complaint procedure provides a positive means to 

address the dissatisfaction of the students as well as provide the opportunity to become 

aware of methods of improvement. Kotler and Fox make the point: 

The institution will want complaints and suggestions to surface for three 
reasons: First, a responsive institution will want to know when its 
students or other publics are dissatisfied . . . Second, the institution may 
need to make significant changes, and complaints and suggestions can 
help identify the most important areas for attention Third, some 
people will take the initiative and complain when they are dissatisfied, 
but others will simply bad-mouth the school, drop out, or stop donating 
if they feel the school is not interested in hearing about its failings or is 
not receiving suggestions to make it better.̂ ^ 

It is the third group that becomes most damning to the effective and efficient 

operation of a theatre arts program. To counteract such unsought consequences is costiy 

in time, money, and personnel. 

An effective and efficient means should be established to counterbalance the 

possibility of unforeseen and unsought consequences. Such a system would allow the 

"^ Ibid., 47. 
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Texas Tech University Department of Theatre and Dance to become proactive to the 

wants, needs, and desires of the students. The establishment of a dedicated electronic 

mail box for suggestions and complaints is a cost effective means, regarding time, 

money, and personnel, to become responsive to the wants, needs, and desires of the 

student. The benefits of an electronic mail box cannot be overlooked: 

• All students at Texas Tech University have access to a personal electronic 

mail box. 

• An electronic mail box eliminates the need to handle the traditional 

paperwork involved in a suggestion and complaint system, therefore, time 

and personnel efficient. 

• An electronic mail box provides a means of identifying the person sending 

the suggestion or complaint therefore eliminating the insincere and 

inappropriate messages. 

• An electronic mail box provides a means to keep an electronic data base of 

complaints. Such a tracking system identifies quantity of complaints or 

suggestions on individual issues. 

Addressing electronic mail suggestions and complaints in a timely manner ensures 

the continued effectiveness of the system. Delivering a positive response to the 

respondent acknowledges awareness of the issue. Promptiy bringing the issue to the 

attention of the Department is the next step in the system to assure prompt resolution of 

the issue. Assurance that students' opinions are heard and valued makes this a positive 

system of communication. Electronic mail allows the Department to be in touch with the 

informal information network of the Department commonly referred to as the 

"grapevine." Being aware of the "grapevine" allows a degree of control regarding the 

information making its way through the informal information network. 
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^ ^ K ! r - i ^ H M r ^ ^ 

Budget 

A budget for the Texas Tech University Department of Theatre and Dance 

marketing plan should include time, personnel, and financial expenditures. The budget 

for a marketing plan depends on the objectives the Department seeks to accomplish and 

the magnitude of the program necessary to meet the desired results. 

The Graduate Program marketing plan demands resources be spent to reach the 

target market in geographical regions other than the region of the University. Besides 

establishing the fiscal size of the marketing budget, the Department must be responsible 

in allocating funds to specific media. Conferences and conventions can be an efficient 

and effective means to market the Program so a travel budget specifically for recruiting 

is developed. Table 8 expresses a sample budget for a marketing plan. 

A timetable action plan should be developed that assures promotional materials and 

cover letters will be mailed to targeted colleges and universities in a timely manner. 

Table 9 provides a sample timetable action plan. 
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Table 8: Sample Budget For A Marketing Plan 

PERSONNEL SALARIES 
Title 

Graduate Advisor 
Management Director 
Graduate Student 
Graduate Student 

NON-PERSONNEL 
Office 100 sq. ft. 
Office Equipment 
Supplies 
Promotional Materials 
Travel 

Monthly Salary 
4,500.00 
4,500.00 

750 
750 

Cost 
$1.25 ft. per month 
$50.00 per month 
$40.00 per month 

5,000.00 
$1,000. per person 

TOTAL PROJECT COST 

.... ^ 

% to committee 
10% 
10% 
50% 
50% 

% to project 
100% 
100% 
100% 
100% 

X 6 persons 

months 
9 

Total 
4,050.00 

9 4,050.00 
9 
9 

months 
9 
9 
9 
9 
9 

3,375.00 
3,375.00 

Total 
1,125.00 

450 
360 

2,500.00 
6,000.00 

$25,285.00 

Table 9: Sample Action Plan 

STRATEGY: MARKETING PLAN 
Action 

Design Promotional Literature 
Develop Promtional Video 
Develop Data Base 
Design Pens and Buttons 
Get Pens and Buttons Approved 
Promotional Literature Approved 
Promotional Lit. to Printer 
Pens and Buttons to Printer 
Develop Cover Letter 
Develop Evaluation Survey 
Get Promotional Lit. from Printer 
Get Approval of Cover Letter 
Prepare MaiUng 
Mail Promotional Materials 
Get Approval of Survey 
Give Survey 
Evaluate Survey 
Present Results to Committee 

Responsibility 
Committee 
Graduate Students 
Graduate Students 
Graduate Students 
Committee 
Committee 
Grad. Student 1 
Grad. Student 2 
Grad. Student 1 
Grad. Student 2 
Grad. Student 1 
Committee 
Grad. Students 
Grad. Students 
Committee 
Grad. Students 
Grad. Students 
Grad. Students 

Start 
Sept. 1 
Sept. 1 
Oct. 1 
Oct. 1 
Nov. 2 
Nov. 2 
Nov. 3 
Nov. 3 
Nov. 4 
Nov. 4 
Dec. 2 
Jan. 7 
Jan. 8 
Jan. 16 
Feb. 1 
Ap. 7 
Ap. 8 
1-May 

Due 
Nov. 1 
Nov. 1 

Nov. 15 
Nov. 1 
Nov. 2 
Nov. 2 
Nov. 3 
Nov. 3 
Dec. 15 
Dec. 15 
Dec. 2 
Jan. 7 

Jan. 15 
Jan. 16 
Feb. 1 
Ap. 7 
Ap. 28 
1-May 
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Conclusions 

This marketing model study developed from an interest in examining and 

improving the marketing practices of higher education theatre arts programs. The major 

concern has been that the traditional academic theatre arts administrator does not have a 

background in research marketing theories or the practical application experience needed 

to develop a basic and practical marketing plan for their theatre arts program. It is the 

intention that this study will provide answers to many questions the theatre arts 

administrator might have regarding marketing and serve as a model for research for 

theatre arts programs interested in developing a marketing plan. It is hoped that many of 

the differences that have developed through the years conceming the validity of 

marketing higher education theatre arts programs have been resolved. Edward J. 

O'Brian states: 

With the realization that higher education has lost its vaunted position in 
the eyes of the public, administrators of colleges and universities must be 
prepared to enter into competition with all other suppliers of products and 
services, educational and non-educational. There is no inherent 
contradiction between marketing services and maintaining professional 
standards and ethical conduct.^ 

Higher education theatre arts administrators should apply the same criteria and 

organizational planning methods to their theatre arts program that commercial business 

adheres to: set goals and objectives, define market position, identify target markets, 

develop the message, design the media mix, and design a budget. In short, design a 

marketing plan that effectively and efficientiy supports the goals and objectives of the 

program. All theatre arts graduate programs throughout the nation have strengths and 

weaknesses that contribute to their distinctive attributes. Shiriey E. Meiners comments: 

^ E. J. O'Brian, "Marketing Higher Education," College and I Jniversitv Journal. September, 1973, 

p. 22. 
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With the current increased competition for students, funds, and 
resources, institutions can no longer afford to be misunderstood, 
ignored, overlooked, or confused with competing institutions. Deming 
supports Darwin's law of survival of the fittest, and the unfit do not 
survive,... He further adds that survival depends on how the quality of 
the product or service is perceived.^^ 

Relating Meiners point to Texas Tech University, Dr. D. Schmidly, Dean of the 

Graduate School states: 

The competition for highly qualified graduate students is every bit as 
intense as the competition for gifted athletes...., we compete for 
student enrollment in what has become a declining market segment 
As we look toward the future, there are many critical issues which will 
need to be examined and/or addressed as we seek to improve the quality 
of graduate education at Texas Tech. They include: admissions, 
marketing and recruiting, quality of academic life, quality of student life, 
and public relations A carefully conceived, systematic examination 
of the opportunities, advantages, and weaknesses affecting the graduate 
education environment from both internal and external perspectives must 
be conducted and put in proper perspective among our multiple 
missions.^°° 

It must be accepted by all involved that a marketing plan is not a one-time quick-fix 

for existing problems. A marketing plan must be a long-term commitment that provides 

information for the continual improvement of the operation of the theatre arts program 

and the marketing plan. If the Texas Tech University Department of Theatre and Dance 

is to survive and prosper into the twenty-first century, it should adopt the W. Edwards 

Deming's management principle number 1: "Create constancy of purpose toward 

improvement of product and service, with the aim to become competitive, stay in 

^ S. E. Meiners, "Point Ten: Eliminate Slogans, Exhortations, and Target for the Work Force," in 
Applying the Deming Method to Higher Education (Washington, DC: The College and Personnel 
Association Publications, 1991), 94. 

100 D. Schmidly, "Graduate Education at Texas Tech University: Preparing for the Twenty-first 
Century," given at the 1996 Fine Arts Interdisciplinary Luncheon, Texas Tech University, Lubbock, 
Texas. 
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business, and provide jobs."'^* The Department of Theatre and Dance must adopt and 

implement a marketing methodology that is supportive of the Graduate School's and 

University's vision for the future of Texas Tech University. If the Department is to 

survive and make a positive contribution to society, it should look at its students as 

individual customers, not faceless enrollment statistics. The Department should 

determine who their real customer is and leam how to satisfy that customer's wants, 

needs, and concerns. Developing a marketing model is a positive step in identifying the 

real customer of the Texas Tech University Department of Theatre and Dance. 

Developing a marketing model is a positive step in identifying the student's wants, 

needs, and desires. Research can provide a backbone for developing a productive 

marketing model. John A. Lucas makes the point: 

. . . the institution must be willing to make marketing decisions as a 
result of research and evaluations. It is very easy for higher education 
either to use research to justify decisions already made or simply to 
ignore the research and "shoot from the hip" in decision making.... it is 
essential that marketing responsibilities be clearly assigned to faculty and 
staff'°^ 

The research gathered can help the Department of Theatre and Dance to make value-

driven decisions that will help distinguish the Department from its competition. 

101 G. Rinehart. Quality Education (Milwaukee: ASQC Quality Press, 1993), 31. 

'°^ J. A. Lucas, "Conclusions and Further Readings," in Developing a Total Marketing Plan (San 
Francisco: Jossey-Bass Inc., Publishers, 1979), 89. 
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Total Rev. Tuition State Federal 

11959-1960 H1969-1970 011979-1980 11989-1990 

Figure 1: Revenues Of College And Universities 1959-1990 
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APPENDIX B: HISTORY AND MISSION OF TEXAS TECH UNIVERSITY 

AND THE TEXAS TECH UNIVERSITY DEPARTMENT 

OF THEATRE AND DANCE 

Established in 1923, Texas Tech University is a state-supported, coeducational 

insdtution with a total student population of some 25,000 located in the West Texas city of 

Lubbock. The mission of Texas Tech University is: 

To provide the highest quality of educadon and instmction in all colleges, 
and to gain national and international recognition in those fields which are 
designated as areas of excellence; To be a recognized research institution of 
distinction, while maintaining the highest level of commitment to its 
teaching mission; 103 

The Graduate School is remarkable for its diversity offering nearly one hundred 

different Master's programs and some fifty different doctoral programs. The Graduate 

School has conferred eighteen thousand Master's degrees since it awarded its first in 1929. 

The Graduate School granted the first Ph.D. degree in 1952. Doctorates granted since 

1952 exceed three thousand. The Graduate School strives to maintain flexibility through a 

combination of options: from the traditional degree programs to progressive 

interdisciplinary and multidisciplinary choices. 

Since its establishment in 1926, the Department of Theatre aids in the fulfillment of 

the Texas Tech University mission. The Department of Theatre serves as an educational 

resource for Texas Tech University and serves as a cultural resource for the community of 

Lubbock and the region. 

The objectives of the Department of Theatre and Dance are: 

'*" Texas Tech University Graduate Catalog, 1995-96 (Lubbock, Texas: Office of Official 
Publications, Jan. 1995), Vol. LXXII , USPS 075-460, No. 1, 6. 
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• To train professional theatre practitioners in the art of play production. 

• To train leaders in theatre arts for the region and the nation. 

• To educate the general population of Texas Tech University in the 
appreciation of dramatic production by providing a varied season of 
high quality dramatic productions annually. 

• To provide a cultural resource for Texas Tech University, the city of 
Lubbock, and the West Texas area. 

Provide a base of theatrical information and expertise and to serve as a 
reference resource for the West Texas area.'̂ "̂  

Since its inception, the Department of Theatre has produced some two hundred and thirty 

plays. 

In 1972, the Department of Theatre participated in the creation of the interdisciplinary 

Ph.D. in Fine Arts degree program in. Throughout the process, the Department of Theatre 

conformed to the purpose adopted by the regents of Texas Tech University. Promptly, in 

1973, the Department of Theatre began teaching classes for the Fine Arts program. The 

Department is one of only three in the Southwest to offer a Ph.D. Graduating its first 

candidate in 1975, the Department of Theatre has graduated 71 Ph.D. students. In 1982, 

the Department of Theatre implemented Bachelor and Master of Fine Arts degree programs 

as well. 

In 1993, the Department of Dance joined alliance with the Department of Theatre 

creating the Department of Theatre and Dance incorporating a season of dance and ballet 

""A Manual of Operations and Procedures for Productions at the Texas Tech University and Lab 
Theatres (Lubbock, Texas: Dept. of Theatre and Dance, 1990-91), Introduction. 
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into the production season. The Texas Tech University Department of Theatre and Dance 

is one of only two in the state to offer all the traditional degrees in theatre arts. 

Faculty members of the Department of Theatre have consistendy served as officers of 

state and regional theatre associations, designed and directed for outside organizations, and 

maintained involvement in research projects important to the discipline of theatre. In 

addition, the Department of Theatre has historically served as a festival site for the 

American College Theatre Festival. The Department of Theatre students have consistently 

gone on to national acclaim in acting and design at the American College Theatre Festival's 

Irene Ryan and National Design Competition held annually in the Kennedy Center in 

Washington, D.C. 
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We are interested in a comparison of your perceptions of the Texas Tech University 
Department of Theatre and Dance Graduate Program and the ideal theatre program 
you would like to attend. Listed below are some factors that students typically use in 
making their university choice. Evaluate both schools on these factors, using a scale 
of 1 - 5. Circle your choice. 

l=ExceDent 2=Good 3=Fair4=Poor 5=No Opinion 

Ideal Institution Factor Texas Tech U. 

I 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

I 

1 

1 

1 

I 

1 

1 

1 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

Academic Reputation 

Production Reputation 

Total Cost of Attendance 

Financial Aid 

Admissions Process 

Availability of Assistantship 

Surrounding Conununity 

Qimate 

Geographical Location 

Distance from Home 

Size of Department 

Size of Campus 

Student/Faculty Ratio 

Value of Degree 

Campus Activities 

Physical facilities 

Racial/Ethnic Diversity 

E^oduction Experience 

Quality of Faculty 

Quality of Library 

Computer Facilities 

1 
1 

1 

1 

1 

1 

1 

1 

I 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

2 
2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

3 
3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

4 
4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

5 
5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 
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What is your general impression of the general quality of the 

following Theatre Graduate Programs'' 

Yale School of Drama 

New York University 

Carnegie Mellon University 

North Carolina School of the Arts 

University of Washington 

University of Texas at Austin 

2 

2 

2 

2 

2 

2 

3 

3 

3 

3 

3 

3 

4 

4 

4 

4 

4 

4 

5 

5 

5 

5 

5 

5 

Please rate the following items as to their influence in your decision 

to attend Texas Tech University. 

Very Important=l Important=2 No Contact=3 

Negative=4 Very Negative=5_ 

Texas Tech Student 1 

Texas Tech Faculty 1 

Texas Tech Graduate 1 

Personal Letter 1 

University Catalog I 

Departmental Brochure 1 

Departmental Poster I 

Joumal Advertisement 1 

Theatre Festival at Tech 1 

Tech Theatre Production 1 

Workshop at Texas Tech 1 

Contact at SWTA 1 

Contact at USITT 1 

A Relative I 

A Friend 1 

Campus Visit I 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 
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Image of the Department 
held by the Public 

Other: 4 

1. In order of importance, what are the three most positive attributes of the 

Texas Tech Department of Theatre and Dance? 

2. In order of importance, what are the three most negative attributes? 

3. How satisfied are you with your decision to attend Texas Tech? 

(circle your choice) 

completely — satisfied — indifferent 

dissatisfied — completely dissatisfied -

Explain: _ _ _ ^ 

4. How many universities did you consider attending. 

5. What other universities, if any, did you apply (top 3)? 

6. How many universities offered you a scholarship? 

7. How many universities offered you an assistantship? 

8. Do you plan to teach? yes no not sure 

9. Do you plan to work commercially? yes no not sure 

AGE: 21-23 _ 24-34 _ 35-45 _ 46-56 _ 57 and over 
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SEX: male female 

SCHOLARSHIP: _ y e s _ no 

UNITED STATES CITIZEN: _ yes _ no 

HOMETOWN POPULATION: 

HOMETOWN LOCATION: _ northeast _ southeast _ midwest 

northwest southwest other-specify: 

MARITAL STATUS: ŝingle ^married ^divorced ^widowed 

DEGREE PLAN: _ M A . _ M F A . __Ph.D. 

HRST EMPHASIS:_ Acting/Directing _ Management _ Design 

General Theatre History/Criticism Playwriting 

SECOND EMPHASIS: _ Acting/Directing _ Management 

Design History/Criticism Playwriting 

Please make any comments or suggestions you wish regarding the Texas Tech 

Department of Theatre and Dance Graduate Program. We are interested in any 

improvements you might suggest. 

Thank you for your assistance on this project. I am extremely grateful for your 

cooperation. Please return the questionnaire in the envelope provided. 
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Interdisciplinary Studies Programs Identified In The Directory Of 
Graduate Programs 

Ohio University 
School of Comparative Arts 
Lindley Hall 120 
Athens, OH 45701 
614-593-4818 
Ph.D. 

Southern Oregon State College 
Theatre Arts Dept. 
Ashland, OR 97520 
503-552-6364 
MA 

Western Oregon State University 
Dept. of Theatre Arts 
Monmouth, OR 97361 
503-838-8211 
MA 

Columbia College 
Theatre Arts Dept. 
Chicago, IL 60605 
312-663-1600 
MA 

Theatre Management Programs Identified In The Directory Of Theatre 
Training Programs 

Alabama Shakespeare Festival 
1 Festival Drive 
Montgomery, AL 36117 
205-271-5349 
MFA (3) 

Auburn University 
Dept. of Theatre 
Auburn, AL 36849 
205-844-6612 
MFA 

University of Alabama 
Department of Theatre & Dance 
Tuscaloosa, AL 35487 
205-348-5283 
MFA (6) 

Butler University 
Theatre Dept. 
4600 Sunset Avenue 
Indianapolis, IN 46208 
317-283-9655 
BA(2) 

Cal. State University-Long Beach 
Dept. of Theatre 
Long Beach, CA 90840 
213-985-5356 
MA 

Florida Atiantic University 
Dept. of Theatre 
500 NW 20th St. 
Boca Raton, FL 33431 
407-367-3810 
MFA (2) 

Florida State University 
School of Theatre 
Tallahassee, FL 32306 
904-644-6795 
MFA (5) 

Howard University 
Dept. of Theatre 
6th and Fairmont Sts., NW 
Washington, DC 20059 
202-806-7050 
BFA 
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Indiana State University 
Dept. of Theatre 
540 North 7th 
Terre Haute, IN 47809 
812-237-3342 
MA, MS (2) 

Long Island University, 
C.W. Post Campus 
Dept. of Theatre 
Brookville, NY 11548 
516-299-2353 
MA 

Pembroke State University 
Dept. of Theatre 
Pembroke, NC 28372 
919-521-0778 
BA(7) 

University of Ill./Urbana-Champaign 
Dept. of Theatre 
4-122 Krannert Center 
500 S. Goodwin Ave. 
Urbana, IL 61801 
127-333-2371 
BFA, MFA 

University of Kentucky 
Dept. of Theatre 
114 Fine Arts Building 0022 
Rose St. 
Lexington, KY 40506 
606-257-3296 
BA 

University of Maryland/College Park 
Dept. of Theatre 
Tawes Fine Arts Building 
College Park, MD 20742 
301-405-6675 
MA, MFA (2, 2) 

University of Miami 
Dept. of Theatre 
P.O. Box 248273 
Coral Gables, FL 33124 
305-284-4474 
BFA (5) 

University of Rhode Island 
Dept. of Theatre 
Kingston, RI 02881 
401-792-5921 
BFA (10) 

University of Texas/Pan Am 
Communications Dept. 
Edinburg,TX 78539 
512-381-3583 
BA(7) 

University of Utah 
Dept. of Theatre 
206 Performing Arts Bldg. 
Salt Lake City, UT 84112 
801-581-6448 
MFA (15) 

Virginia Tech 
Dept. of Theatre 
203 Performing Arts Bldg. 
Blacksburg, VA 24601 
703-231-5335 
MFA (11) 

Wayne State University 
Dept. of Theatre 
95 W. Hancock 
Detroit, MI 48202 
313-577-3511 
MFA (5) 

Wright State University 
Dept. of Theatre Arts 
Dayton, OH 45435 
513-873-3333 
BFA (9) 

Yale University 
School of Drama 
New Haven, CT 06520 
203-432-1507 
MFA 



Southern Oregon State College 
Dept. of Theatre 
Ashland, OR 97520 
503-552-6346 
BFA (3) 

University of Cal./Los Angeles 
Dept. of Theatre 
Los Angeles, CA 90024 
213-825-7008 
MFA (8) 

United States International U. 
School of Performing and Visual Arts 
110455 Pomerado Road 
San Diego, CA 92131 
619-693-4617 
BFA, MFA (42) 

Mary Baldwin College 
Dept. of Theatre 
Staunton, VA. 24401 
703-887-7189 
BA(12) 

North Carolina Ag & Tech St. U. 
Dept. of Speech, Communications 
1601 East Market St. 
Greensboro, NC 27411 
919-334-7852 
BFA (20) 

Catawba College 
School of Performing Arts 
Salisbury, NC 28144 
704-637-4487 
BA(7) 

Emerson College 
Division of Performing Arts 
100 Beacon St. 
Boston, MA 02128 
617-578-8780 
BA, BS, BFA(12) 

Coe College 
Dept. of Theatre 
Cedar Rapids, IA 52402 
319-399-8624 
BA(1) 

Columbia University 
School of the Arts 
New York, NY 10027 
212-854-3408 
MFA (5) 

Culver Stockton College 
Dept. of Theatre 
Canton, MO 63435 
314-288-5221 
BA, BFA (4) 
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General Theatre Programs Identified In The Directory Of Theatre 
Training Programs 

Arizona State University 
Dept. of Theatre 
Tempe, AZ 85278 
602-965-5359 
MA (17) 

Bowling Green State University 
Dept. of Theatre 
322 South Hall 
Bowling Green, OH 43403 
419-372-2523 
MA, Ph.D. (7, 15) 

Brigham Young University 
Dept. of Theatre 
D-581 HFAC 
Provo, UT 84602 
801-378-6645 
MA, Ph.D. (9, 11) 

Cal. State University/Long Beach 
Dept. of Theatre 
Long Beach, CA 90840 
213-985-5356 
MA 

Cal. State University/Northridge 
Dept. of Theatre 
18111 Nordhoff Street 
Northridge, CA 91330 
818-885-3068 
MA 

Cal. State University/Sacramento 
Dept. of Theatre 
Sacramento, CA 95819 
916-278-6368 
MA 

Horida State University 
School of Theatre 
Tallahassee, FL 32306 
904-644-6795 
MA/MS 

Humboldt State University 
Theatre Arts Department 
Areata, CA 95521 
707-826-3566 
MA 

Hunter College 
Dept. of Theatre 
New York, NY 10021 
212-772-5149 
MA (40) 

Illinois State University 
Theatre Arts Dept. 
Normal, IL 61761 
309-438-2181 
BA/BS (86), MA/MS (5) 

Kent State University 
School of Theatre 
Kent, OH 44242 
216-672-2082 
BA (87), MA (12) 

Lindenwood College 
Dept. of Performing Arts 
209 S. Kings Highway 
St. Charies, MO 63301 
314-949-4966 
BA(18),MA(2) 

Louisiana State University 
Theatre Arts Dept. 
Baton Rouge, LA 70803 
504-388-4174 

Louisiana Tech University 
School of Performing Arts 
Box 8608 Tech Station 
Ruston, LA 71272 
318-257-2711 
BA (21), MA (11) 
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Oklahoma State University 
Dept. of Theatre 
121 Seretean Center 
Stillwater, OK 74078 
405-744-9203 
MA (10) 

Rutgers University 
Theatre Arts Dept. 
Levin Theater, Douglas Campus 
P.O. Box 270 
New Brunswick, NJ 08903 
201-932-9891 
BA (45) 

San Francisco State University 
Dept. of Theatre 
1600 Holloway Avenue 
San Francisco, CA 94132 
415-338-1341 
BA,MA 

San Jose State University 
Dept. of Theatre 
San Jose, CA 95192 
408-924-4530 
BA (105), MA (40) 

Southern Illinois University 
Dept. of Theatre 
Carbondale, IL 62901 
618-453-5741 
BA(80) 

University of Illinois/Chicago 
Dept. of (̂ Communications & Theatre 
Box 4348 
Chicago, IL 60680 
312-996-3187 
BA,MA 

University of Kansas 
Dept. of Theatre 
356 Murphy 
Lawrence, KS 66045 
913-864-3511 
BA (70), MA (35) 

University of Kentucky 
Dept. of Theatre 
114 Fine Arts Bldg. 0022 
Rose Street 
Lexington, KY 40506 
606-257-3297 
MA 

University of Michigan 
Dept. of Theatre and Drama 
2550 Frieze Building 
Ann Arbor, MI 48109 
313-764-5350 
BA(65), MA(1) 

University of Minnesota 
Theatre Arts Dept. 
208 Middlebrook Hall 
412 22nd Ave. S. 
Minneapolis, MN 55455 
612-625-6699 
BA (191), MA (26), Ph.D. (24) 

University of Missouri 
Dept. of Theatre 
129 Fme Arts Center 
Columbia, MO 65211 
314-882-2021 
BA (39), MA (6), Ph.D. (21) 

University of Montana 
Dept. of Theatre and Dance 
Missoula, MT 59812 
406-243-4481 
BA(18),MA(2) 

University of New Mexico 
Dept. of Theatre 
Albuquerque, NM 87131 
505-277-4332 
BA,MA 

University of Oklahoma 
School of Drama 
563 Elm Avenue, #209 
Norman, OK 73019 
405-325-4021 
MA (5) 
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University of Pittsburgh 
Dept. of Theatre 
1617 Cathedral of Learning 
Pittsburgh, PA 15260 
412-624-6568 
BA (25), MA 

University of South Dakota 
Dept. of Theatre 
414 East Clark 
Vermillion, SD 57069 
605-677-5418 
MA(1) 

University of Texas/Pan Am 
Communications Dept. 
Edinburg,TX 78539 
512-381-3583 
MA 

Utah State University 
Dept. of Theatre 
UMC^K)25 
Logan, UT 84322 
801-750-3046 
BA,MA 

Villanova University 
Theatre Dept. 
Ithan & Lancaster Avenues 
Villanova, PA 19085 
215-645-4760 
MA (44) 

Wake Forest University 
Speech & Comm. & Theatre 
Box 7264, Reynolds Station 
Winston-Salem, NC 27109 
919-759-5294 
MA 

Wayne State University 
Dept. of Theatre 
95 W. Hancock 
Detroit, MI 48202 
313-577-3511 
Ph.D. (5) 

State University of New York/Albany 
Dept. of Theatre 
Albany, NY 12222 
518-442-4200 
BA (22), MA (11) 

State University of New York 
Binghamton 
Dept. of Theatre 
Binghamton, NY 13902 
Dept. of Theatre 
607-777-2567 
MA (7) 

State University of New York 
Buffalo 
Dept. of Theatre and Dance 
201 Harriman Hall 
Buffalo, NY 14214 
716-831-3742 
MA 

State University of New York 
Stony Brook 
Dept. of Theatre 
Stony Brook, NY 11794 
516-632-7300 
BA (53), MA (16) 

University of Georgia 
Dept. of Drama 
Athens, GA 30602 
404-542-2836 
BA (100), MA (3) 

Marquette University 
Dept. of Performing Arts 
13th and Clayboum Sts. 
Milwaukee, WI 53233 
414-288-6398 
BA (50), MA (7) 
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Catholic University of America 
Dept. of Drama 
Washington, DC 20064 
202-635-5355 
BA(116),MA(3) 

Central Missouri State University 
Theatre Dept. 
113 Martin 
Warrensburg, MO 64093 
816-429-4020 
BA,MA 

Playwriting And Dramaturgy Identified In The Directory CXTheatre 
Training Programs 

California State University/Fullerton 
Dept. of Theatre & Dance 
Fullerton, CA 92634 
714-773-3628 
MA (9) 

University of Califomia/San Diego 
Dept. of Theatre 
La Jolla, CA 92093 
619-534-6889 
MFA (6) 

Cal. State Unversity/Fullerton 
Dept. of Theatre & Dance 
Fullerton, CA 92634 
714-773-3628 
MA (9) 

University of Califomia/San Diego 
Dept. of Theatre 
La Jolla, CA 92093 
619-534-6889 
MFA (6) 

University of Califomia/L.A. 
Theatre Arts Dept. 
Los Angeles, CA 90024 
213-825-7008 
MFA (12) 

Indiana State University 
Theatre Arts Dept. 
540 North 7th 
Terre Haute, IN 47809 
812-237-3342 
MA (3) 

University of Missouri/K.C. 
Theatre Arts Dept. 
5100 Rockhill Road 
Kansas City, MO 64110 
816-276-7379 
MA (3) 

Carnegie Mellon University 
Department of Drama 
College of Fine Arts 108 
Pittsburgh, PA 15213 
412-268-2396 
MFA (7) 

Catholic University of America 
Dept. of Drama 
Washington, DC 20064 
202-635-5355 
MFA (7) 

Columbia College 
Theatre Arts Dept. 
Chicago, IL 60605 
312-663-1600 
BA 

Columbia University 
School of the Arts 
New York, NY 10027 
212-854-3408 
MFA (7) 
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University of Hawaii 
Dept. of Theatre and Dance 
1770 East-West Road 
Honolulu, HI 96822 
808-956-7677 
MFA (4) 

University of Georgia 
Dept. of Drama 
Athens, GA 30602 
404-542-2836 
MFA (8) 

University of Alabama 
Dept. of Theatre and Dance 
Box 870239 
Tuscaloosa, AL 35487 
205-348-5283 
MFA (2) 

University of Washington 
School of Drama 
DX-20 
Seattle, WA 98195 
206-543-5140 
MFA (9) 

University of Texas/El Paso 
Theatre Arts 
El Paso, TX 79968 
915-747-5146 
MA (5) 

University of Virginia 
Dept. of Drama 
Culbreth Road 
Chariottesville,VA 22903 
804-924-3326 
MFA(l) 

University of Utah 
Dept. of Theatre 
206 Performing Arts Bldg. 
Salt Lake City, UT 84112 
801-581-6448 
MFA (4) 

University of Texas/Austin 
Dept. of Theatre and Dance 
College of Fine Arts 
Austin, TX 78712 
512^71-5793 
MFA (9) 

State University of New York 
Stony Brook 
Dept. of Theatre Arts 
Stony Brook, NY 11794 
516-632-7300 
MFA (7) 

Yale University 
School of Drama 
New Haven, CT 06520 
203-432-1507 

History And Criticism Programs Identified In The Directory Of Theatre 
Training Programs 

University of Texas/Austin 
Dept. of Theatre and Dance 
College of Fme Arts 
Austin, TX 78712 
512-471-5793 
MA, Ph.D. (7, 18) 

University of Texas/El Paso 
Theatre Arts 
El Paso, TX 79968 
915-747-5146 
MA (4) 
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University of Utah 
Dept. of Theatre 
206 Performing Arts Bldg. 
Salt Lake City, UT 84112 
801-581-6448 
Ph.D. (5) 

University of Virginia 
Dept. of Drama 
Culbreth Road 
Chariottesville,VA 22903 
804-924-3326 
MA(1) 

University of Washington 
School of Drama 
DX-20 
Seattie, WA 98195 
206-543-5140 
Ph.D. (9) 

University of Wisconsin/Madison 
Theatre and Drama Department 
6173 Vilas Hall, 821 University Ave. 
Madison, WI 53706 
608-263-2329 
MA, Ph.D. 

Stephen F. Austin State University 
Theatre Dept., Box 6204 
Nacogdoches, TX 75962 
409-568-4003 
MA 

Tulane University 
Theatre Department 
New Orleans, LA 70118 
504-865-5360 
MA 

University of Cal./L.A. 
Dept. of Theatre 
Los Angles, CA 90024 
213-825-7008 
Ph.D. (22) 

University of Cal./Santa Barbara 
Dept. of Dramatic Arts 
Santa Barbara, CA 93106 
805-961-3241 
MA, Ph.D. (8, 16) 

University of Connecticut 
Theatre Dept. 
U-127 
806 Bolton Road 
Storrs,CT 06269 
203-486-4026 
MA 

University of Georgia 
Dept. of Drama 
Athens, GA 30602 
404-542-2836 
Ph.D. (10) 

North Dakota State University 
Division of Fine Arts 
Little Country Theatre 
Fargo, ND 58105 
701-237-7932 
MA 

Cal. State University/Long Beach 
Dept. of Theatre 
Long Beach, CA 90840 
213-985-5356 
MA 

Cal. State University/Fullerton 
Dept. of Theatre and Dance 
Fullerton, CA 92634 
714-773-3628 
BA, MA (27) 

Florida State University 
School of Theatre 
Tallahassee, FL 32306 
904-644-6795 
Ph.D.(9) 

161 

J.iJfiiiH iiA>i'!iii!iiJ«'l'i.iii'iliBS8B8!Bttr 



sas5His.~-̂  :Lys3 

Indiana University 
Dept. of Theatre and Drama 
Theatre 200 
Bloomington, IN 47405 
812-855-4535 
MA, Ph.D. (3, 12) 

University of Maryland/College Park 
Dept. of Theatre 
Tawes Fine Arts Building 
College Park, MD 20742 
301-405-6675 
Ph.D. (12) 

University of Missouri/K.C. 
Theatre Arts Dept. 
5100 Rockhill Road 
Kansas City, MO 64110 
816-276-7379 
MA (3) 

University of Nebraska 
Dept. of Theatre and Dance 
215 Temple Building 
12th and R Sts. 
Lincoln, NE 68588 
402-472-2072 
MA, Ph.D. (6) 

University of North Dakota 
Theatre Arts Dept. 
Box 8182 
Grand Forks, ND 58202 
701-777-3446 
MA (7) 

University of Pittsburgh 
Dept. of Theatre 
1617 Cathedral of Learning 
Pittsburgh, PA 15260 
412-624-6568 
Ph.D. 

Kent State University 
School of Theatre 
Kent, OH 44242 
216-672-2082 
MA, Ph.D. (15) 

Ohio University 
School of Theatre 
305 Kantner Hall 
Athens, OH 
614-593-4841 
MA 

Ohio State University 
Dept. of Theatre 
1849 Cannon Drive 
1089 Drake Union 
Columbus, OH 43210 
614-292-5821 
MA, Ph.D. (7, 9) 

University of Ill./Urbana-Champaign 
Theatre Arts Dept. 
Urbana, IL 61801 
217-333-6548 
MA, Ph.D. (3, 7) 

California, New York, Illinois, Texas, And The S.W.T.A. Data Base 
Identified In Peterson's Register Of Higher Education. 1995 

Cal. State University/Bakersfield 
Fine Arts Department 
Bakersfield, CA 93311 
805-664-3093 

Cal. State Polytechnic University 
Department of Theatre & Dance 
Pomona, CA 91768 
714-869-3952 
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Cal. State University/Fresno 
Theatre Arts Department 
Fresno, CA 93740 
209-294-3987 

Cal. State University/Fullerton 
Department of Theatre & Dance 
Fullerton, CA 92634 
714-773-3628 

Cal. State University/Long Beach 
Department of Theatre 
Long Beach, CA 90840 
213-985-5356 

Cal. State University/Northridge 
Department of Theatre 
Northridge, CA 91330 
818-885-3086 

Pomona College 
Department of Theatre 
Claremont,CA 91711 
714-621-8134 

San Diego State University 
Department of Drama 
San Diego, CA 92182 
619-594-5926 

Pi tzer College 
Department of Theatre 
Claremont,CA 91711 
714-621-8129 

San Francisco State University 
Department of Theatre 
San Francisco, CA 94132 
415-338-1341 

Cal. State University/Sacramento 
Department of Drama 
Sacramento, CA 95819 
916-278-3638 

San Jose State University 
Department of Theatre Arts 
San Jose, CA 95192 
408-924-4530 

Cal. State University/San Bemadino 
Department of Theatre 
San Bemadino, CA 92407 
714-880-5200 

Cal. State University/Stanislaus 
Drama Department 
Stanislaus, CA 95380 
209-667-3451 

Claremont McKenna College 
Department of Theatre 
Claremont, CA 91711 
714-621-8088 

Loyola Marymount University 
Department of Theatre 
Los Angles, CA 90045 
213-642-2753 

Mills College 
Department of Theatre 
Atherton, CA 94027 
415-323-6141 

Sonoma State University 
Theatre Department 
Rohnert Park, CA 94928 
707-664-2529 

Scripps College 
Department of Theatre 
Claremont, CA 91711 
714-621-8149 

Standford University 
Department of Theatre 
Costa Mesa, CA 92626 
415-723-2091 

United States International U. 
Department of Theatre 
San Diego, CA 93060 
619-693-4772 

University of California/Berkeley 
Department of Theatre 
Berkeley, CA 94720 
415-642-0200 
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University of California/Davis 
Department of Theatre 
Davis, CA 95616 
916-752-2971 

University of Califomia/Irvine 
Department of Theatre 
Irvine, CA 92717 
714-856-6703 

University of Calif omia/L.A. 
Department of Theatre 
Los Angeles, CA 90024 
213-825-3101 

University of California/Riverside 
Department of Theatre 
Riverside, CA 92521 
714-787-4531 

University of Cal./San Diego 
Department of Theatre 
San Diego, CA 92093 
619-534-6889 

University of Cal ./Santa Barbara 
Department of Dramatic Arts 
Santa Barbara, CA 93106 
805-961-3241 

University of Cal./Santa Cruz 
Department of Theatre 
Santa Cruz, CA 95064 
408-459-4008 

University of La Verne 
Department of Theatre 
La Verne, CA 91750 
714-593-3511 

University of the Pacific 
Dept. of Drama and Dance 
Stockton, CA 95211 
209-946-2116 

Whittier College 
Department of Theatre 
Whittier, CA 90608 
213-698-0771 

Humboldt State University 
Theatre Arts Department 
Areata, CA 95521 
707-826-3566 

Santa Clara University 
Theatre Arts Dept. 
Santa Clara, CA 95053 
408-554-4989 

Alfred University 
Theatre Arts Dept. 
Alfred, NY 14802 
607-871-2115 

Bard College 
Theatre Arts Dept. 
Annandale-on-Hudson, NY 12504 
914-758-7472 

City University of New York 
Brooklyn College 
Theatre Arts Dept. 
Brooklyn, N.Y. 11210 
718-780-5611 

City University of New York 
City College 
Dept. of Theatre and Dance 
New York, New York 10031 
212-690-6977 

City University of New York 
College of Staten Island 
Theatre Arts Dept. 
Staten Island, NY 10301 
718-390-7557 

City University of New York 
Hunter College 
Theatre Arts Dept. 
New York, NY 10021 
212-772-4483 

City University of New York 
Queens College 
Theatre Arts Dept. 
Rushing, NY 11367 
718-520-7385 
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Columbia University 
Barnard College 
School of the Arts 
New York, N.Y. 10027 
212-854-2014 

Cornell University 
Theatre Arts Dept. 
Ithaca, NY 14850 
607-255-5241 

Fordham University 
Theatre Program 
New York, NY 10023 
212-636-6337 

Friends World College 
Theatre Arts Dept. 
Huntington, NY 11743 
516-549-1102 

Le Moyne College 
Theatre Arts Dept. 
Syracuse, NY 13214 
315-445-4300 

Long Island University 
C.W. Post Campus 
Theatre Arts Dept. 
Brookville, NY 11548 
516-299-2999 

Manhattanvill e College 
Theatre Arts Dept. 
Purchase, NY 10577 
914-694-2200 

Marymount College Tarrytown 
Theatre Arts Dept. 
Tarrytown, NY 10591 
914-631-3451 

Hamilton College 
Theatre Arts Dept. 
Clinton, NY 13323 
315-859-4421 

Marymount Manhattan College 
Theatre Arts Dept. 
New York, NY 10021 
212-517-0555 

Hofstra University 
Dept. of Drama and Dance 
Hempstead, NY 11550 
516-463-5447 

Mount Saint Mary College 
Theatre Arts Dept. 
Newburgh, NY 12550 
914-561-0800 

Hunter College 
Dept. of Theatre 
New York, NY 10021 
212-772-5149 

lona College 
Theatre Arts Dept. 
New Rochelle, NY 10801 
914-633-2503 

Ithaca College 
Theatre Arts Dept. 
Ithaca, NY 14850 
607-274-3124 

New School For Social Research 
Eugene Lang College 
Theatre Arts Dept. 
New York, NY 10011 
212-741-5665 

New York University 
Theatre Arts Dept. 
New York, NY 10011 
212-998-4500 

Niagara University 
Theatre Studies Program 
Niagara U., NY 14109 
716-285-1212 
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Russell Sage College 
Theatre Arts Dept. 
Troy, NY 12180 
518-270-2217 

Sarah Lawrence College 
Theatre Arts Dept. 
Bronxville, NY 10708 
914-395-2510 

Siena College 
Dept. of Theatre 
Loudonville, NY 12211 
518-783-2381 

Skidmore College 
Theatre Arts Dept. 
Saratoga Springs, NY 
518-587-7569 

12866 

State University of New York 
Albany 
Dept. of Theatre 
Albany, NY 12222 
518-442-4200 

State University of New York 
Binghamton 
Theatre Arts Dept. 
Binghamton, NY 13902 
607-777-2171 

State University of New York 
Buffalo 
Theatre Arts Dept. 
Buffalo, NY 14260 
716-831-2333 

State University of New York 
College at Brockport 
Theatre Arts Dept. 
Brockport, NY 14420 
716-395-2751 

State University of New York 
College at Buffalo 
Theatre Arts Dept. 
Buffalo, NY 14222 
716-878-4017 

State University of New York 
College at Fredonia 
Theatre Arts Dept. 
Fredonia, NY 14063 
716-673-3251 

State University of New York 
College at Geneseo 
Theatre Arts Dept. 
Geneseo, NY 14454 
716-245-5571 

State University of New York 
College at New Paltz 
Theatre Arts Dept. 
New Paltz, NY 12561 
914-257-3200 

State University of New York 
College at Oneonta 
Theatre Arts Dept. 
Oneonta, NY 13820 
607-431-2524 

State University of New York 
College at Oswego 
Theatre Arts Dept. 
Oswego, NY 13126 
315-341-2250 

State University of New York 
College at Purchase 
Theatre Arts Dept. 
Purchase, NY 10577 
914-251-6300 

State University of New York 
Potsdam College 
Theatre Arts Dept. 
Potsdam, NY 13676 
315-267-2180 

Syracuse University 
Theatre Arts Dept. 
Syracuse, NY 13244 
315-443-3611 
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Utica College of Syracuse University 
Theatre Arts Dept. 
Utica, NY 13502 
315-792-3006 

Vassar College 
Theatre Arts Dept. 
Poughkeepsie, NY 12601 
914-437-7300 

Wells College 
Theatre Arts Dept. 
Aurora, NY 13026 
315-364-3264 

Barat College 
Theatre Arts Dept. 
Lake Forest, IL 60045 
312-234-3000 

Illinois College 
Theatre Arts Dept. 
Jacksonville, IL 62650 
217-245-3030 

Illinois State University 
Theatre Arts Dept. 
Normal, IL 61761 
309-438-2181 

Illinois Wesleyan University 
Theatre Arts Dept. 
Bloomington, IL 61702 
309-556-3031 

Loyola University of Chicago 
Theatre Arts Dept. 
Chicago, IL 60611 
312-670-2900 

Columbia College 
Theatre Arts Dept. 
Chicago, IL 60605 
312-663-1600 

Millikin University 
Theatre Arts Dept. 
Decatur, IL 62522 
217-424-6210 

Concordia College 
Theatre Arts Dept. 
River Forest, IL 60305 
312-771-8300 

De Paul University 
Theatre Arts Dept. 
Chicago, IL 60604 
312-341-8300 

Eastern Illinois University 
Theatre Arts Dept. 
Charieston, IL 61920 
217-581-2223 

Elmhurst College 
Theatre Arts Dept. 
Elmhurst, IL 60126 
708-617-3078 

Eureka College 
Theatre Arts Dept. 
Eureka, IL 61530 
309-467-6350 

Monhouth College 
Theatre Arts Dept. 
Monmouth, IL 61462 
309-457-2131 

National-Louis University 
Theatre Arts Dept. 
Evanston, IL 60201 
708-475-1100 

Northern Illinois University 
Theatre Arts Dept. 
DeKalb,IL 60115 
815-753-0446 

Northwestern University 
Theatre Arts Dept. 
Evanston, IL 60208 
708-491-7271 

Principia College 
Theatre Arts Dept. 
Elsah, IL 62028 
618-374-2131 
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Rockford College 
Theatre Arts Dept. 
Rockford, IL 61108 
815-226-4050 

Roosevelt University 
Theatre Arts Dept. 
Chicago, IL 60605 
312-341-3515 

Shimer College 
Theatre Arts Dept. 
Waukegan, IL 60079 
708-623-8400 

Southern III. University/Carbondale 
Theatre Arts Dept. 
Carbondale, IL 62901 
618-536-4405 

Baylor University 
Theatre Arts Dept. 
Waco, TX 76798 
817-755-1811 

East Texas Baptist University 
Theatre Arts Dept. 
Marshall, TX 75670 
214-935-7%3 

East Texas State University 
Theatre Arts Dept. 
Commerce, TX 75428 
214-886-5081 

Howard Payne University 
Theatre Arts Dept. 
Brownwood,TX 76801 
800-950-8468 

Southem III. University/Edwardville 
Theatre Arts Dept. 
Edwardville, IL 62026 
618-692-3705 

University of Illinois/Chicago 
Dept. of Communication and Theatre 
Chicago, IL 60680 
312-996-3187 

University of Ill./Urbana-Champaign 
Theatre Arts Dept. 
Urbana, IL 61801 
217-333-6548 

Western Illinois University 
Theatre Arts Dept. 
Macomb, IL 61455 
309-298-1891 

Abilene Christian University 
Theatre Arts Dept. 
Abilene, TX 79699 
800-333-4228 

Angelo State University 
Theatre Arts Dept. 
San Angelo, TX 76909 
915-942-2041 

Incarnate Word College 
Theatre Arts Dept. 
San Antonio, TX 78209 
512-829-6005 

Lamar University 
Theatre Arts Dept. 
Beaumont, TX 77710 
409-880-8888 

McMurry University 
Theatre Arts Dept. 
Abilene, TX 79697 
915-691-6204 

Midwestern State University 
Theatre Arts Dept. 
Wichita Falls, TX 76308 
817-629-6611 

Our Lady of the Lake University 
Theatre Arts Dept. 
San Antonio, TX 78285 
512-434-6711 

University of Texas/Pan Am 
Theatre Arts Dept. 
Edinburg,TX 78539 
512-381-2206 

I 
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Prairie View A&M University 
Theatre Arts Dept. 
Prairie View, TX 77446 
409-857-2690 

Saint Edwards University 
Theatre Arts Dept. 
Austin, TX 78704 
512-448-8500 

Sam Houston State University 
Theatre Arts Dept. 
Huntsville, TX 77341 
409-294-1053 

Southem Methodist University 
Theatre Arts Dept. 
Dallas, TX 75275 
214-692-2058 

Southwestern University 
Theatre Arts Dept. 
Georgetown, TX 78626 
512-863-1200 

Southwest Texas State University 
Theatre Arts Dept. 
San Marcos, TX 78666 
512-245-2803 

Stephen F. Austin State University 
Theatre Arts Dept. 
Nacogdoches, TX 75962 
409-568-2504 

Texas A&M University 
Theatre Arts Dept. 
College Station, TX 77843 
409-845-1060 

Texas Christian University 
Theatre Arts Dept. 
Fort Worth, TX 76129 
817-921-7490 

University of Texas/Tyler 
Theatre Arts Dept. 
Tyler, TX 75702 
214-593-8311 

Texas Wesleyan University 
Theatre Arts Dept. 
Fort Worth, TX 76105 
817-531-4422 

Texas Woman's University 
Theatre Arts Dept. 
Denton, TX 76204 
817-898-3000 

Trinity University 
Theatre Arts Dept. 
San Antonio, TX 78212 
512-736-7207 

University of Dallas 
Theatre Arts Dept. 
Irving, TX 75062 

214-721-5266 

Sul Ross State University 
Theatre Arts Dept. 
Alpine, TX 79832 
915-837-8059 

University of Houston 
Theatre Arts Dept. 
Houston, TX 77204 
713-749-2321 

Tarieton State University 
Theatre Arts Dept. 
Stephenville, TX 76402 
817-968-9125 

University of Texas/Kingsville 
Theatre Arts Dept. 
Kingsville, TX 78363 
512-595-3907 

University of North Texas 
Theatre Arts Dept. 
Denton, TX 76203 
817-565-2681 

University of Saint Thomas 
Theatre Arts Dept. 
Houston, TX 77006 
713-522-7916 
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University of Texas/Arlington 
Theatre Arts Dept. 
Ariington,TX 76019 
817-273-2119 

University of Texas/Austin 
Theatre Arts Dept. 
Austin, TX 78712 
512-471-7601 

University of Texas/El Paso 
Theatre Arts Dept. 
El Paso, TX 79968 
915-747-5583 

Arkansas College 
Theatre Arts Dept. 
Batesville,AR 72503 
501-793-9813 

Arkansas State University 
Theatre Arts Dept. 
State University, AR 72467 
501-972-3024 

Grambling State University 
Speech and Theatre Dept. 
Grambling, LA 71245 
318-869-5075 

Louisiana State University 
Theatre Arts Dept. 
Baton Rouge, LA 70803 
504-388-4174 

Louisiana Tech University 
Theatre Arts Dept. 
Ruston, LA 71272 
318-257-3036 

Loyola University/New Orleans 
Theatre Arts Dept. 
New Orleans, LA 70118 
504-865-3240 

McNeese State University 
Theatre Arts Dept. 
Lake Charies, LA 70609 
318-475-5151 

Harding University 
Theatre Arts Dept. 
Searcy, AR 72143 
501-279-4407 

Tulane University 
Theatre Arts Dept. 
New Orleans, LA 70118 
504-865-5731 

Henderson State University 
Theatre Arts Dept. 
Arkadelphia,AR7l923 
501-246-5511 

Hendrix College 
Theatre Arts Dept. 
Conway, AR 72032 
501-450-1362 

University of Arkansas/Fayetteville 
Theatre Arts Dept. 
Fayetteville,AR 72701 
501-575-5346 

University of Central Arkansas 
Theatre Arts Dept. 
Conway, AR 72032 
501-450-3128 

University of New Orleans 
Theatre Arts Dept. 
New Orleans, LA 70148 
504-286-6595 

University of Southwestern Louisiana 
Theatre Arts Dept. 
Lafayette, LA 70504 
318-231-6457 

College of Santa Fe 
Theatre Arts Dept. 
Santa Fe, NM 87501 
505-473-6131 

Eastern New Mexico University 
Theatre Arts Dept. 
Portales,NM 88130 
505-562-2178 

170 



niT ••'^rmrTiratgiHma^mt^ 

New Mexico State University 
Theatre Arts Dept. 
Las Cruces, NM 88003 
505-646-3121 

University of New Mexico 
Theatre Arts Dept. 
Albuquerque, NM 87131 
505-277-2446 

Cameron University 
Theatre Arts Dept. 
Lawton, OK 73505 
405-581-2230 

University of Central Oklahoma 
Theatre Arts Dept. 
Edmond, OK 73034 
405-341-2980 

Northeastern State University 
Theatre Arts Dept. 
Tahlequah, OK 74464 
918-456-5511 

Oklahoma Baptist University 
Theatre Arts Dept. 
Shawnee, OK 74801 
405-878-2033 

Oklahoma Christian College 
Theatre Arts Dept. 
Okla. City, OK 73136 
405-425-5055 

Oklahoma City University 
Theatre Arts Dept. 
O K C O K 73106 
405-521-5050 

Oklahoma State University 
Theatre Arts Dept. 
StUlwater, OK 74078 
405-744-6858 

Southeastern Oklahoma State U. 
Theatre Arts Dept. 
Durant,OK 74701 
405-924-0121 

Northwestern Oklahoma State U. 
Theatre Arts Dept. 
Alva, OK 73717 
405-327-1700 

University of Oklahoma 
Theatre Arts Dept. 
Norman, OK 73072 
405-325-2251 

Southwestern Oklahoma State U. 
Theatre Arts Dept. 
Weatherford, OK 73096 
405-772-6611 

The University of Tulsa 
Theatre Arts Dept. 
Tulsa, OK 74104 
918-631-2307 
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APPENDIX E 

STATISTICAL ANALYSIS OF GRADUATE 

STUDENT SURVEY 
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Table 10: Student Secondary Research 
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Table 11: Rank And Score Of Important Attributes Of The Ideal Program 

NUMERICAL RATING 
FACTOR 

Academic Reputation 
Production Reputation 
Total Cost of Attendance 
Financial Aid 
Admissions Process 
Availability of Assistantship 
Surrounding Community 
Climate 
Geographical Location 
Distance from Home 
Size of Department 
Size of Campus 
Student/Faculty Ratio 
Value of Degree 
Campus Activities 
Physical Facilities 
Racial/Ethnic Diversity 
Production E.\perience 
Quality of Faculty 
Quality of Librar}' 
Computer Facilities 

2 
1 

17-85% 
16-80% 
9-45% 

14-70% 
11-55% 
17-85% 
13-65% 
10-50% 
10-50% 
8-40% 
9-45% 
9-45% 

16-80% 
20-100% 

7-35% 
15-75% 
9^5% 

17-85% 
20-100% 

14-70% 
12-60% 

1 
2 

3-15% 
4-20% 
7-35% 
4-20% 
6-30% 
2-10% 
3-157. 
3-15% 
5-25% 
2-107. 
6-30% 
5-25% 
4-20% 

4-20% 
5-25% 

L^-15% 
0% 

-1 
3 

0% 
0% 

3-15% 
1-5% 

2-10%' 
0% 

1-5%^ 
i 4-207 

1-5% 
1-5% 

4-207 
2-107 

0% 

jy 

4 
0% 
0% 
0% 
0% 
0% 
0% 

1-57 
2-107 
4-20% 
2-10% 

0% 
1-5% 

0% 

1-5% 
07 

3-157 
2-10% 

1 
6-30% 
3-15% 

0% 
1-5% 

2-10% 
0% 
0% 

1-5%" 

07 
0%, 

0 
5 

0% 
0% 

1-5% 
^ 1-5%'̂  

1-5%^ 
r~ i-57r 

2-i07r 
1-5% 

0% 
7-35% 

1-5% 
3-]5%>l 

0% 

6-30% 
0%, 

5-25% 
1-5% 

0% 
4-20% 

SCORE 
1.85 
1.8 
1.1 

1.55 
1.3 
1.8 
1.3 

0.73 
0.8 

0.65 J 
1 

0.95 
1.8 
9 

0.65 
1.75 
0.9 
1.5 
2 

^ T . 7 ' ' 
1.3 ' 

RANK 
3 

4-tie 
14 
9 

11-tie 
4-tie 
11-tie 

19 
18 

20-tie 
15 
16 

4-lie 
1-tie 

20-tie 
7 
17 
10 

1-tie 
8 

11-tie 
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Table 12: Rank And Score Of Important Attributes Of Texas Tech University 
Department Of Theatre And Dance Graduate Program 

NUMBERICAL RATING 
FACTOR 

Academic Reputation 
Production Reputation 
Total Cost of Attendance 
Financial Aid 
Admissions Process 
Availability of Assistantship 
Surrounding Community 
Climate 
Geographical Location 
Distance from Home 
Size of Department 
Size of Campus 
Student/Faculty Ratio 
Value of Degree 
Campus Activities 
Physical Facilities 
Racial/Ethnic Diversity 
Production Experience 
Quality of Faculty 
Quality of Library 
Computer Facilities 

2 
1 
1-5% 
1-5% 

6-30% 
2-10% 
4-20% 

11-55% 
3-15% 
3-35% 
3-35% 
5-25% 
5-25% 
4-20% 
7-35% 
3-15% 

1-5% 
1-5% 

2-107o 
5-257o 
4-20% 
9^5% 
3-15% 

1 
2 

9^5% 
9-45% 

10-50% 
9-45% 
6-30% 
4-20% 
7-35% 
7-35% 
5-25% 
4-20% 
7-35% 
9-i57o 
5-25% 
5-25% 
7-35% 
5-25% 
2-10% 
4-20% 
9^5% 
6-30% 
6-30% 

-1 
3 

9-45% 
4-20% 

1-5% 
4-20% 
7-35% 

1-5% 
7-35% 
6-30% 
3-157o 
2-10% 
5-25% 
4-20% 
5-25% 
8-40% 
4-20% 
7-35% 
2-10% 
5-25% 
6-30% 
5-25% 
3-15% 

L --
4 
1-5% 

4-20% 
1-5% 

3-15% 
2-10% 
3-15% 
2-10% 
3-15% 
8-40% 
5-25% 

1-5% 
1-5% 

3-15% 
2-10% 

1-5% 
6-30% 
&40% 
4-20% 

1-5% 
0% 

4-20% 

0 
5 

0% 
2-10% 
2-10% 
2-10% 

1-5% 
1-5% 
1-5% 
1-5% 

0% 
4-20% 

1-5% 
3-157P 

0% 
1-5% 

6-30% 
1-5% 

6-30% 
2-10% 

0% 
0% 

4-20% 

SCORE 
-0.1 
-0.05 
0.95 
0.15 
0.15 
0.95 
0.1 

0.05 
-0.4 
0.05 
0.5 
0.7 
0.4 

-0.05 
0.15 
-0.6 
-0.6 
0.05 
0.45 
0.95 
0.05 

RANK 
18 

16-tie 
1-tie 
8-tie 
8-tic 
1-tie 
11 

12-tie 
19 

12-tie 
5 
4 
7 

16-tie 
8-tie 

20-tie 
20-tie 
12-tie 

6 
1-tie 

12-tie 
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Table 13: Important Influences On Deciding To Attend Texas Tech University 

NUMBERICAL RATING 
FACTOR 

Texas Tech Student 
Texas Tech Faculty 
Texas Tech Graduate 
Personal Letter 
University Catalog 
Departmental Brochure 
Departmental Poster 
Joumal Advertisement 
Theatre Festival at Tech 
Tech Theatre Production 
Workshop at Tech 
Contact at SWTA 
Contact at USITT 
A Relative 
A Friend 
Campus Visit 
Image of the Dept. 
Other 

* OTHER 1: 

** OTHER 2: 

2 
1 

2-10% 
9-45% 
5-25% 

0% 
2-10% 

0% 
0% 
0% 
0% 

2-10% 
1-5% 

0% 
0% 

1-5% 
4-20% 
4-20% 
2-10% 

* 7-35% 

1 
2 
1-5% 

4-20% 
7-35% 
2-10% 
8-40% 
4-20% 

0% 
0% 
0% 

1-5% 
0% 
0% 
0% 
0% 

4-20% 
9^5% 
7-35% 

** 2-10% 

-1 
3 

16-80% 
6-30% 
6-30% 

18-90% 
7-35% 
9-45% 

15-75% 
19-95% 
19-95% 
14-70% 
18-90% 
19-95% 
19-95% 
18-90% 
11-55% 
6-30% 

10-50% 

uniqueness of Ph.D. program 

-2 
4 
1-5% 

0% 
2-10% 

0% 
3-15% 
7-35% 
4-20% 

0% 
0% 

2-10% 
0% 
0% 
0% 
0% 
0% 

1-5% 
1-5% 

0 
5 

0% 
1-5% 

0% 
0% 
0% 
0% 

1-5% 
1-5% 
1-5% 
1-5% 
1-5% 
1-5% 
1-5% 
1-5% 
1-5% 

0% 
0% 

1 
1 

ability to double emphasis (acting/directing) 
admission process 
Ph.D. in management 
location 
uniqueness of Ph.D. program 
location and cost 
location 
location 

1 

SCORE 
0.2 

1 
0.705 
0.1 
0.2 

-0.15 
-0.3 
-0.1 
-0.1 
0.05 

0 
-0.1 
-0.1 

0 
0.5 
0.8 
0.5 

RANK 
6-tie 

1 
3 
8 

6-tie 
16 
17 

12-tie 
12-tie 

9 
10-tie 
12-tie 
12-tie 
10-tie 
4-tie 

2 
4-tie 

-J 
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Table 14: Awareness Of Quality Of Programs 

PROGRAM 
Yale School of Drama 
Carnegie-Mellon University 
New York University 
North Carolina School of the Arts 
University of Texas/Austin 
University of Washinqton 

NUMBERICAL RATING GIVEN EACH 
1 

15-75% 
12-60% 
12-60% 

2 
2-10% 
6-30% 
5-25% 

5-25% 8-40% 
2-10% 1 6-30% 
1-5% ; 6-30% 

3 
1-5% 

0% 

m 
1-5% 

QAQfVo 
2-10% 

4 
0% 
0% 
0% 
c% 

3-15% 
OP/o 

PROGRAM 
5 ! 

2-10% 1 
2-10% 1 
3-15% ! 
6-30% * 
1-5% j 

11-55% 1 

AVG. 
1.6 1 
1.7, 

1.85 1 
2.7 

2.75 i 
3.7 

RANK 
1 
2 
3 
4 
5 
6 
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APPENDIX F: RESPONSE TO SURVEY QUESTIONS 

1. In order of importance, what are the three most positive attributes of the 
Texas Tech University Department of Theatre and Dance? 

Response 

Degree options 
Student/Faculty Ratio 
Opportunities (teaching/production) 
Faculty 
Student Lab Productions 
Facilities 
No Foreign Language Requirement 
Cost 
Job Contacts 
Students 
Location 
Helpful Departing Faculty 

Number of Responses 

12 
4 
11 
7 
2 
4 
1 
1 
1 
4 
2 
2 

(60%) 

(55%) 
(45%) 

2. In order of importance, what are the three most negative attributes of 
the Texas Tech University Department of Theatre and Dance? 

Response Number of Responses 

Student/Faculty Attitudes 
FaciUties 
Access to Facilities 
Inefficiently ran Department 
Quality of Productions 
Financial Assistance 
Image of the University 
Location 
Assistantship Workload 
University Size 
Faculty 
Small Number of Faculty 
Quality of Degree 
Lack of Theoretical Base 

3. How satisfied are you with your decision to attend Texas Tech University? 

Response Number of Responses 

17 
6 
3 
4 
5 
1 
1 
3 
7 
1 
4 
2 
1 
1 

(85%) 
(30%) 

(20%) 
(25%) 

(35%) 

(20%) 

Satisfied 
Indifferent 

9 
1 

(45%) 
(5%) 
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4 
1 
1 
3 
1 

(20%) 
(5%) 
(5%) 
(15%) 
(5%) 

Completely Satisfied 
Dissatisfied 
Completely Dissatisfied 
Dissatisfied and Satisfied 
Abstain 

Satisfied Explanations 

a) The degree is most important but the daily experiences and activities are 
a burden and mired in nonproductive politics. 

b) Work is not as stimulating as could be, but the Ph.D. degree wanted is 
offered at a reasonable cost while being close to home. 

c) Mixed feelings. 

Indifferent Explanation 

a) The program was not as strong as I thought when I chose to attend Tech. 

Di ssati sfied Explanation 

a) The E^ogram seems wonderful in a brochure or on the external surface 
but once you get involved, it is poorly ran. 

Completelv Satisfied Explanations 

a) Getting what was expected and maybe more. 

b) Wanted a Ph.D. in Management, take acting/directing classes, and teach. 

c) Thoroughly enjoyed my experience as a grad. student. 

d) There is an order to the confusion. Everything seems to work out. 

Dissatisfied and Satisfied Explanations 

a) Happy with some classes and instruction and very unhappy with lack of 
respect that exists within the department. 

4. How many universities did you consider attending? 

Number of Universities Number of Responses 

0 Universities 
1 University 
2 Universities 
3 Universities 
4 Universities 

2 
4 
3 
3 
1 

\ 
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5 Universities 
Over 6 Universities 
No Response 

2 
1 
2 

5. What other universities, if any, did you apply (top 3)? 

Number of Responses 

9 

University 

0 
Indiana 
Missouri/K.C. 
University of N.O. 
U.T ./Austin 
Cal. St./L.A. 
U. of Oregon 
U. of Kansas 
U. of Utah 
U. of Wisconsin 
West Texas A&M 
Wayland Baptist U. 

6. How many universities offered you a scholarship? 

Number of Universities Number of Responses 

N/A 
0 Universities 
1 University 
No Response 

10 
4 
4 
2 

7. How many universities offered you an assistantship? 

Number of Universities 

N/A 
0 Universities 
1 University 
No Response 

8. Are you teaching? 

Response 

yes 
no 
no response 

Number of Responses 

10 
4 
4 
2 

Number of Responses 

13 
4 
3 
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9. Are you working commercially? 

Response 

yes 
no 
no response 

Number of Responses 

0 
17 
3 

10. Are you working in a profession other than theatre? 

Response Number of Responses 

yes 
no 
no response 

3 
14 
3 

11. Were you on scholarship while at Texas Tech University? 

Response Number of Responses 

yes 
no 
no response 

11 
7 
2 

12. Did you have a teaching assistantship while at Texas Tech University? 

Response Number of Responses 

yes 
no 
no response 

15 
3 
2 

Please make any comments or suggestions you wish regarding the Texas Tech University 
Department of Theatre and Dance Graduate Program. Information that will allow the 
department to better serve its students is welcome. 

Response 

More graduate acting classes 
Friendlier technical/performance relationships 
More production support for student directors & designers 
Don't try to compete as a research program 
Improve the interdisciplinary program 
Clarify the goals and objectives of the department 
Heighten academic standards 
Better promotion of the program 
Maintain the Management Track 
Acquire more worfing space 

Number of Responses 
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More faculty 
Increase number of assistantships to reduce load 
Recognize and maintain the unique features of the program 
Correct the antagonistic attitudes existing among all 
Faculty need professional experience 
More production opportunities for directing/design students 
Create a more professional attitude among faculty and students 
A fine and outstanding program 
Lack of diversity 
Male dominated faculty 
Faculty power struggle 
Departmental handbook to help guide the student through the 
maze of higher education 
The program needs a vision for the future 
Lack of stability 
A contract specifying assistantship duties 
Be specific about expected priorities of students and those on 
assistantships 

2 
1 
2 
2 
1 
1 
3 
1 
1 
2 
2 

1 
1 
1 
2 
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