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CHAPTER I 

 INTRODUCTION 

 

 The master's degree is growing in popularity in the United States. In the last 

decade there has been an increase of 48 percent in students who pursue a master's degree 

(NCES, 2004). It is expected that by 2008 there will be 400,000 master's students 

enrolled annually in universities around the country (NCES, 2004). With expanding 

enrollments, recruiting these students into master's degrees is becoming an increasing 

focus of research. This study will address the current status of graduate recruiting and 

develop a program using symbolic convergence theory, that will hope to increase 

recruiting success. By combining theory and modern mass media technology this 

recruiting program should be able to be implemented in the Communication Studies 

department at Texas Tech University.  

 Graduate recruiting is becoming increasingly important to universities as the 

competition for these students increases. Colleges are eager to increase their share in the 

fiscal benefits derived from Graduate programs. In 2000 there were 1600 corporate 

universities that offered post baccalaureate degrees. According to Gerbman (2000), this 

number is an increase of four times the number of corporate universities in the last 12 

years. Also the number of online and private universities is increasing and adding to the 

competition for students. On top of this many universities are increasing competition by 

adding an interdisciplinary type of master's degree that is attracting new students. Glazer 

(2001) warns that "graduate schools are being confronted by new professional programs 
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seeking autonomy from the research model" (p. 1). With the increasing competition 

graduate programs have to assess their recruiting styles.  

 Currently there is a lack of literature that focuses on graduate recruiting. Much of 

the literature is based on undergraduate recruiting and ignores factors that may help in 

graduate recruiting. Many schools are left to adapt the literature and create recruiting 

programs that might attract graduate students. Another problem is that information that 

may help these schools often comes at a high price. According to Trendsreport, 

"Institutions in all sectors are making greater use of marketing or public relations 

consultants than in previous years" (2002). This may be due in part to the lack of publicly 

available literature.  

 This lack of information has left some universities to try to develop programs that 

resemble undergraduate recruiting programs and these universities may be missing out on 

the chance to competitively recruit graduate students. Also, it may lead to a callous hit or 

miss plan of design. Universities may end up just randomly trying a bunch of ideas before 

having any success.  

 All of this has interested me. While working as an undergraduate recruiter there 

seemed to be a wealth of information on how to attract students. There were plans and 

programs that had been developed using marketing research and tried methods. As an 

undergraduate recruiter we had a clear idea of where students were and how to attract 

them. It seems interesting that with master's degrees becoming so profitable that there is 

still such a void of information on how to recruit them. Another reason this interests me 

is because I was able to witness firsthand the lack of method that is used in graduate 
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recruiting. Graduate recruiters are left to figure it out mostly on their own and this 

concerns me. And one other reason I am interested in this is because it gives me a chance 

to combine communication theory with mass communication methods in an effort to 

build a recruiting plan. By combining knowledge of both mass media and communication 

theory, I think that a program will be stronger than relying on mass media research and 

methods alone. This allows the valuable information gained from the communication 

studies discipline to be used to persuade students into choosing a university.  

 The rest of this study will include a look at the available literature and the 

methodology. The literature section will focus on the number of students earning master's 

degrees and specific information on communication master's degrees. This includes a 

brief history of the master degree and a look at the increase in graduate enrollment over 

the last twenty years. Also a discussion of recruiting methods that have been employed in 

undergraduate and graduate recruiting will be included. Finally,  a brief explanation of 

some of the tools used in recruiting will be considered. Following the literature section 

you will find my research question. It states, how can a graduate recruiting strategy and 

package be implemented in the department of Communication Studies at Texas Tech 

University?   In order to answer this question we turn to the methods section.  

 The methods section covers a discussion of symbolic convergence theory and 

fantasy theme analysis. Symbolic convergence theory was created by Bormann in 1972. 

He and others had realized that small groups were creating dramas that help construct 

reality for those groups. After gaining an understanding for the theory one can learn how 

aspects of it, especially the idea of social, pragmatic and righteous master analogues, can 
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be used in recruiting. By creating fantasies and weaving them throughout a recruiting 

model it is expected that a program can appeal to more students. The method section will 

review the history and common terms used in symbolic convergence theory and fantasy 

theme analysis. Then, we will look at the six assumptions of symbolic convergence 

theory followed by a look at how it has been used in previous studies. One study by 

Duffy (1997) specifically examined graduate recruiting using fantasy theme analysis. 

They found that there were several rhetorical visions present. After looking at past 

research using the theories we will then turn to a discussion of how the theory will be 

used in this project. Using the ideas from symbolic convergence theory and the recruiting 

tools, I will build a recruiting model complete with a video, view book and website that 

will appeal to the social, righteous and pragmatic dramas.  

 As the competition for quality graduate students increases the methods for 

attracting those students must be studied and developed. This thesis will add to the 

limited body of knowledge that currently exists regarding graduate recruiting. The lack of 

information currently available provides a justification for this project. If the goal of this 

project is accomplished the Communication Studies department at Texas Tech will be 

provided with a recruiting model based on past literature and methods and combined with 

the new technology being used to recruit students.  
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CHAPTER II  

LITERATURE REVIEW 

 

 The Masters degree can mean many things. In 1988 Judith Glazer set out to define 

the Masters degree. She described the difficulty of defining the master's degree in saying 

that,  

 "uncertainty about the role of the university and the functions and purposes of  
 graduate and professional education and about the meaning of a generic degree of  
 such diversity that no single definition adequately describes its structure, content  
 and goals" (Glaser, 1988, p. 2).  

While she found it hard to describe, she settled on a loose definition saying that the 

master's degree is "a source of enrichment in the chosen field of study" (Glaser, 1988, 

p.1).  

 In this chapter we will look at the increasing popularity of a master's degree, the 

types of degrees, the increasing competition, and research on how to recruit students. The 

chapter will end with a discussion about the gap in literature and a proposed research 

question. First, we must examine the history and trends in master's degrees.  

 According to the Encyclopedia Britannica (1972) the first signs of formal 

education came in Europe in the 12th and 13th centuries. The degrees were based on the 

terminology that carpenters used in their guild. A master carpenter was equivalent to a 

master's degree in the given field; it meant you had mastered your trade. According to the 

National Communication Association (2005) the study of communication came to the 

United States as early as 1636 when Harvard was founded. Harvard offered rhetorical 

training as part of their formal education.  
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 Master's degrees started to explode in popularity in the eighties. In 1982 an 

increase of 75 percent was seen in all types of master's degrees conferred (Glazer, 1988, 

p.1). These numbers had risen drastically from the sixties and seventies. Since 1985 there 

has been another increase in master's degrees. According to the National Center for 

Educational Statistics, graduate degree enrollment, "rose about 48 percent between 1985 

and 2002" (NCES, 2004). The rise in students has been largest among females. 

According to the NCES between 1992 and 2002 graduate degree enrollment among full 

time females has increased 61 percent compared to just 20 percent in full time males. In 

fact, in 2002 there were more females enrolled in graduate work than males (NCES, 

2002). These numbers do not include medical and law school programs.  

 In Fig. 1 you can see a graph of master's degrees granted by universities for 2002-

2003. This information is provided by the NCES (2004). These numbers are the most 

current statistics available.  
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Figure 1. Master's Degrees granted by Department in 2002-2003 
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 Looking at the graph one can see that the largest numbers of master's degrees 

were granted in Education. This was followed by closely by Business and then followed 

by degrees in the Health Profession. In Communications 6,053 master's degrees were 

granted in 2002-2003.  

 Looking more specifically at the communication discipline there has been a leap 

in students receiving master's degrees. Fig. 2 illustrates the increase in Communication 

masters degrees awarded from 1970 to 2000. The information is provided by the National 

Communication Association (2005).  
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 Figure 2 Master's Degrees Awarded by Year 

 According to the National Communication Association in 1970 and 1971 1,856 

students received master's degrees in Communication. By 1975 that number had 
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increased to 3,126. By 1980 a small decline was seen as the number dropped to 3, 105 but 

by 1985 the number had climbed to 3, 823. In 1990 the number leaped to 4, 336 and 

continued to climb to 5,605 in 1995. In 2000 the number of students who received a 

graduate degree in communication was 5, 605. From 1970 to 2000 an increase of 33 

percent had been seen.  

 In Fig. 3, the different categories of communication master's degrees conferred in 

1999 are broken down.  
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 Figure 3 Degrees in Communication by Area of Study in the Discipline (1998-
1999) 
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 In the Communication Studies Discipline there are several types of degrees given. 

The numbers for 1998-1999 are broken down by the National Communication 

Association. In general communications there were 2, 168 degrees conferred. In 

advertising there were 208 degrees conferred. In journalism 1, 256 degrees were 

conferred. In broadcast journalism there were 22 degrees conferred. In public relations 

and organizational communication 308 degrees were received and in radio and television 

broadcast 208 degrees were conferred. There was an additional 1,106 other degrees 

conferred in the other category. 

 It is expected that by 2008 there will be 400,000 master's students enrolled 

annually in universities around the country. With an increasing number of students 

pursuing master's degrees some universities are enjoying the revenue that these degrees 

can bring in. Alison Schneider (1999) says that, "master's degree programs can produce a 

big bang for enrollment and big bucks for universities" (p. 2).  

 In the Communication discipline the forecasted numbers mean that we can expect 

approximately one point one eight percent of the 400,000 new graduate students. This 

would mean that communication programs are competing for an additional 4,473 students 

in the few years.  

 In talking about Master's degrees it is important to differentiate between the types. 

A newer form of degree is showing up and being offered by more colleges. This new 

interdisciplinary type of master's degree is called "hip" and "breaks away from stodgy 

departmental divisions" (Schneider, 1999, p.2). These programs spend more time 

focusing on practical work and preparing their students for jobs outside academia. But 
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not all departments and universities have revamped their programs. Many still offer the 

traditional masters program. Glazer warns that "graduates schools (are) being confronted 

by new professional programs seeking autonomy from the research model" (Glazer, 

2002, p.1).  

 Schools face increasing competition in student recruitment. In 2000 there were 

1600 corporate universities that offered post baccalaureate degrees. This number is an 

increase of four times in the last 12 years (Gerbman, 2000). This number does not include 

the increasing number of online universities and private universities from which students 

can choose. According to Kidwell (1999, p14) this provides an additional 1800 choices 

for students.  

 With new programs being created, schools offering traditional masters degrees are 

looking to retain and attract more students. Many resources about recruiting are directed 

more toward undergraduate recruiting. However,  graduate recruiters can still learn 

something from undergraduate recruiting literature. 

 First, trends in undergraduate enrollment may be able to help master's programs 

predict trends in graduate enrollment. More women are pursuing undergraduate degrees 

and this trend is being seen in master degrees as well. Over the past five years Master 

program enrollment among women has increased seventeen percent (NCES). Overall, 

women account for 56 percent of master's degree students. Statewide predictions say that 

trends in Texas should remain stable. According to a study released by Texas Tech 

University,  these trends include a steady draw of students from New Mexico and an 

increase in students attending college in Texas as well as increase in undergraduate 
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transfer students. Recruiting students from Oklahoma is expected to become harder as 

universities in Oklahoma have made a push to keep students in the state. These 

undergraduate trends could affect the graduate program. Graduate programs could try to 

recruit from these two states as well as keep students currently in Texas. With the student 

population expected to increase ten percent in Texas, attracting some of these students for 

graduate programs may be beneficial. The decrease in international students is a trend 

that could affect graduate programs. Since September 11, 2001 there has been a drop in 

international students. Some speculate this is because of tougher homeland security. 

Overall though there has been an increase in minority students attending graduate 

programs as well as female students. This information could help in designing a 

recruiting program   

  Second, marketing a program is important. In an article in the Chronicle of Higher 

Education the author said that, "many traditional colleges are beginning to learn how to 

sell education like toothpaste" (Selingo, 2005, p.1). Marketing a program and university 

are essential to gaining new students. Research has been done that points out several 

ways in which to do this. 

 

2.1 Basic Marketing Strategies   

 Hicks and Shere (2003), educational consultants, emphasize the importance of 

how recruiters and those in charge of recruiting think. They outline several themes that 

should be present in recruiting. First, they tell recruiters to "think beyond the office" 

(Hicks & Shere, 2003, p.11). The say that recruiting is not "stagnant, it is a way of being, 
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an ongoing process" (Hicks and Shere, 2003, p.11). They encourage recruiters to be 

willing to develop and redevelop recruiting programs to meet the changing needs of 

students.  

 More information comes from Rob Glass, who writes for the Journal of College 

Admission. He stresses continuity in the recruiting process. He says make sure that if you 

are going to use a view book or slogan that it is carried throughout your marketing 

campaign. He also says that "colleges need to put themselves in the place of their 

audience" (Glass, 2004, p.2). He stresses that in developing a recruiting program think of 

questions that students might ask and try to address those in your recruiting literature.  

 View books, are printed material that provide students with information. 

According to Edge, (2004) thirty seven percent of students considered the view book 

their most valuable tool in choosing a university. Other tools include email, phone calls, 

campus visits and interaction with staff and faculty. Edge (2004) found that overall 

students would rather see a mix of mediums used rather than just one.  

Faculty interaction is another important factor in attracting and retaining students. 

Recruitment and Retention dedicated several articles to encouraging faculty to become 

involved with undergraduate students. By becoming involved students learned more 

about the faculty's interests and these students were more likely to stay at the particular 

university.  
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2.2 Web Based Recruiting  

 By far, the biggest trend in college recruiting is going high tech. Blair, a reporter 

for Education Week says, "colleges that rely on glossy brochures and videos to sell their 

institutions are beginning to seem as outdated as feathered hair and neon-colored clothes" 

(Blair, 2000, p.5). She says the newest trend is using the internet and email to attract 

students. In a 2004 study done by Edge, an academic service, they found that just over 50 

percent of students used the internet as their main tool for learning about a university. 

 Embark, another recruiting service, found that at least ninety percent of students 

used the web in some part of their academic search. The journal Recruitment and 

Retention also echoes these findings. In an article titled "How IM and virtual tours is 

shaping student Recruitment" they found that fifty to ninety percent of students rely on 

the website in their application process. Although these findings focus on undergraduate 

students one can extrapolate from the behavior of undergraduate students and assume that 

these rates are even higher for those with graduate school interests.  

 So what are students looking for on websites?  The internet allows students 

twenty-four hour access to information. Mentz and Whiteside (2003) say that the internet 

allows prospective students the "privacy of searching online" (p.11). Students are also 

looking for virtual tours of the university and the ability to learn more about potential 

professors. Using the internet has become a main focus of a lot of recruiting but it is not 

the only tool used.  

 A problem that many recruiters might run into is the lack of publicly available 

recruiting material. Although there are recruiting materials that can be purchased there is 
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still a lack of literature on how to recruit and retain quality graduate students. Although 

there is literature on recruiting undergraduate students much of it focuses on the 

universities' relationship with parents and high school counselors. Neither of which are 

factors in graduate recruiting.  

What can be learned from the undergraduate recruiting literature is that the 

internet is playing a strong roll in college decisions and that one on one interaction is still 

important. Even with this little knowledge there is still a large gap in the literature. This 

lack of literature is concerning as more graduate schools are having to compete for 

students in a more competitive environment. This lack of literature makes it hard for 

universities to design recruiting plans. The focus of this research is to learn how 

recruiting strategies can be aimed at graduate students and implemented in a 

Communication Studies department. This leads to my research question: 

RQ:  How can a graduate recruiting strategy and package be implemented, utilized and 

maintained in the department of Communication Studies at Texas Tech University?   

 14



 

CHAPTER III 

METHOD 

 

 In order to answer the research question, theory should guide the project. In this 

case the theory Symbolic Convergence Theory (SCT) becomes the method. First we will 

look at the birth of symbolic convergence theory and its related method fantasy theme 

analysis. Then we will examine the six assumptions of symbolic convergence theory. 

Third, we will look at several important terms and finally we will look at applications of 

the theory and method. After understanding the theory, we will then look at how it can 

help guide the creation of a recruiting program for graduate enrollment.  

 Fantasy theme and Symbolic Convergence theory were born out of ideas that 

Robert Bales, a psychologist, discovered when studying small groups. In 1970, Bales 

published a "key part to the puzzle" (Bormann, 1972) that Ernest Bormann had been 

trying to solve in his own small group research. What Bales had discovered was the 

"dynamic process of group fantasizing" (Bormann, 1972). Bales work had led to an 

understanding of "how small groups collectively participate in creating a drama that 

constructs social reality for that group"(Burghardt, 2000, p. 247). Further, Bales had 

provided critics, "with an account of how dramatizing communication creates social 

reality for groups of people" (Bormann, 1972). These ideas could help critics understand 

group's motivations, their culture, and emotions and why they are motivated. Drawing 

from Bale's work, Bormann began to extend the ideas beyond small groups and argued 

that these ideas could apply to a larger audience that participates in discourse. He argued 
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that, "these moments happen not only in individual reactions to works of art, or in a small 

groups chaining out a fantasy theme, but also in larger groups hearing a public speech" 

(Bormann, 1972).  

 In 1972 Bormann called the "composite dramas which catch up large groups of 

people in a symbolic reality…rhetorical visions" (Bormann, 1972). He then went on to 

say that rhetorical visions are created from fantasy themes that have chained out. This 

chaining could be through small groups, speaker to audience situations and even 

throughout the mass media. Bormann believed that rhetorical visions had an explanatory 

power and could help "forecast the future behavior of groups" (Burghardt, 2000, p. 247).  

 In 1982, Bormann revisited the ideas and concepts he proposed in 1972. He found 

that research had confirmed many of the ideas he had proposed. He said in his 1982 essay 

that the claims he had made in 1972 had been supported by research done over the last 

twenty years. One idea that was proven in subsequent research was the idea that sharing 

fantasy themes was not only related to small groups but could also be related to the 

masses. In studying the Eagleton affair (Bormann, 1973), he found that sharing fantasy 

themes were not confined to this group setting. Fantasy themes that were being created 

by the republican and democratic party were being chained throughout individuals. He 

also went on to say that fantasy theme analysis had lead to a "branching of a general 

theory of communication (symbolic convergence)" (Bormann, 1982). Bormann says that 

symbolic convergence theory of communication includes "an interacting system of 

fantasy themes, fantasy types, rhetorical visions, rhetorical communities" (Bormann, 

1982). Bormann also says that symbolic convergence theory is "social scientific research 
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in its goal of providing generalizations that hold for a large domain of communication" 

(Bormann, 1982).  

 In exploring symbolic convergence theory there are several definitions that must 

be understood. There are four terms that Cragan and Shields (1995) say serve "as SCT's 

basic concepts" (p. 35). These are fantasy theme, symbolic cue, fantasy type and saga. 

Fantasy theme is defined by Antoine, Althouse, and Ball (2005) as "a narrative construal 

that reflects a groups experience and that helps a group understand that experience 

(p.213). Sonja Foss (2004) says that a "fantasy theme is a word, phrase or statement that 

interprets events in the past, envisions events in the future, or depicts current events that 

are removed in time and/or space from the actual activities of a group" (p. 111)."  

Symbolic cue, another important term, is described by Cragan and Shields (1995) as a" 

code word, phrase, slogan, or even a nonverbal sign or gesture" (p. 36). This cue 

represents a "previously shared fantasy theme that has raised the consciousness of a 

collectivity of people" (Cragan and Shields, 1995, p. 36).  

 The third term that is important is fantasy type. Fantasy type is defined by 

Antoine, Althouse, and Ball (2005) as an "umbrella term for a cluster of recurring, related 

fantasy themes" (p. 215). Bormann (1982) says that a "fantasy type is reoccurring script 

in the culture of a group."  The last term is saga. Cragan and Shields (1995) define saga 

as an "oft repeated telling of the achievements and events in the life of a person, group, 

organization, community, or nation" (p. 38). With a general understanding of these 

concepts, one can better understand fantasy theme analysis and symbolic convergence 

theory.  
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 Several other important terms "help give structure to communication when using 

SCT" (Cragan and Shields, 1995, p. 39). These include fantasy and convergence. 

Symbolic convergence is "the dynamic process of sharing group fantasies" (Bormann, 

1982). Fantasy is defined by looking at its Greek root. Its Greek root is phantasikos, 

which Bormann defines as "able to present or show to the mind, to make visible" 

(Bormann, 1982).  

 The previous discussion looks at the beginning of the ideas of symbolic 

convergence theory and fantasy theme. Now we will look at them further and in more 

detail. In analyzing symbolic convergence theory in the domain of applied 

communication research six assumptions must be understood. These assumptions came 

from work done by Bormann, Cragan and Shields and are presented by Cragan and 

Shields (1995).  

 The first assumption is that "meaning, emotion and motive for action are in the 

manifest content of a message" (Cragan and Shields, 1995, p. 31). This idea comes from 

Bormann's 1972 essay. Symbolic convergence theory says that the message is the locus 

of meaning, not the speaker. The focus then becomes on the message itself. The second 

assumption of SCT is that "reality is created symbolically"(Cragan and Shields, 1995, p. 

32). People build reality through talking to each other; small group conversation and so 

on. They then share a view of reality that "orders the world around them" (Cragan and 

Shields, 1995, p. 32). The third assumption is that "fantasy theme chaining creates 

symbolic convergence that is dramatistic in form" (Cragan and Shields, 1995, p. 32). In 
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Bormanns 1972 essay, he explained that convergence happens as people share symbols. 

This chaining may occur in small group discussion or across a larger public.  

 The fourth assumption is that "fantasy theme analysis is the basic method to 

capture symbolic reality" (Cragan and Shields, 1995, p. 33). The fifth assumption is that 

"fantasy themes occur in and chain out from all discourse" (Cragan and Shields, 1995, p. 

33). This idea appears in Bormann's 1972 essay and then was reinforced by evidence in 

his 1982 essay. He found that fantasies can be chained out through a large group of 

people.  

 The last assumption is that "at least three master analogues-righteous, social and 

pragmatic-compete as alternative explanations of symbolic reality" (Cragan and Shields, 

1995, p. 33). The righteous master analogue "stresses the correct way of doing things 

with its concerns about right and wrong, proper and improper, superior and inferior, 

moral and immoral and just and unjust" (Cragan and Shields, 1995, p. 42). The righteous 

person acts based on these ideas and can be persuaded if messages are shaped or phrased 

in this framework. A person that belongs to the social master analogue "emphasizes 

primary human relation as it keys on friendship, trust, caring, comradeship, compatibility, 

family ties, brother hood, sisterhood and humaneness" (Cragan and Shields, 1995, p. 42). 

This type of person is social and cares about the human factor and relationships. Finally, 

the pragmatic master analogue "accentuates expediency, utility, efficiency, parsimony, 

simplicity, practicality, cost effectiveness, and whatever it takes to get the job done."  In 

appealing to this analogue you would want to shape your arguments in a practical way.  
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 In summary, symbolic convergence theory is a "theory that underscores the 

human tendency to share dramatized narratives, which leads to the potential for 

persuasion" (Antoine, Althouse, and Ball, 2005, p. 219). It can be described as being an 

epistemic theory, grounded theory and a general theory. The ideas started from the work 

of Bales, were expanded by Bormann and now are being used heavily by Cragan and 

Shields. Now that we have looked at some of the history, assumptions and terms we can 

turn to how the theory and its method (fantasy theme analysis) have been used in 

previous studies.  

   There are two types of research that involve fantasy theme analysis, first there is 

the rhetorical critical method and second there is the applied use.  

   Examples of fantasy theme and symbolic convergence theory as rhetorical 

critical method include Bormann's 1982 analysis of television coverage of the hostage 

release and also the Reagan inaugural. He did a rhetorical analysis of the media coverage 

and found that speech writers used public relations work to show a theme of restoration 

in Reagan's speeches. Another example mentioned earlier was Bormann's analysis of the 

Eagleton affair. He did a fantasy theme analysis of the 1972 presidential campaign in 

which U.S. senator George McGovern used rhetorical visions to define his campaign and 

why he failed. Bormann, Cragan and Shields (1996) looked at the cold war using fantasy 

theme analysis and found how it was that fantasy themes were created and maintained 

during the cold war. These examples show the theory and method being used in a more 

rhetorical sense. 
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 The second examples show symbolic convergence theory and fantasy theme 

analysis being used in a more applied sense.. In order to do this, we must first define what 

is applied communication research. According to Cragan and Shields (1995), "applied 

communication research focuses on a client-centered problem as it provides a 

communication theory-driven solution" (p. 9). Examples include Bormann's (1982) 

suggestions on how to use the theory for teachers and consultants. He explained the 

theory and stressed its practical implications in communication situations. The 

implications included being able to diagnose communication malfunction, assess 

communication effects and enhance persuasive campaigns.  

   Cragan and Shields (1992) use of symbolic convergence theory in corporate 

planning provides another example. They examined how the theory could be used in 

strategic planning areas such as market segmentation, corporate positioning and 

advertising. This study looked at the rebirth of a corporate symbolic reality. They helped 

Beta Company create a new image. By doing a positioning study, a market segmentations 

study and an advertising testing study they were able to help the company reinvent their 

name, image and identity. They were able to using symbolic convergence theory to look 

at the rhetorical visions that existed, look at the visions that were present and they learned 

that "new organizational sagas appear to chain out more easily when built from the 

bottom up" (Cragan and Shields, 1992, p. 169). 

   Other examples of its applied use can be found in Barton and O'Leary's study 

where they manipulated fantasy themes to help attract physicians to a rural community. 

They found that the fantasy themes the locals were using were not attractive to the 
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doctors. By changing and realigning them they were able to attract doctors. A 1997 study 

by Duffy used the idea of righteous, social and pragmatic dramas to help look at a public 

relations campaign that contributed to the legalization of riverboat gambling in Iowa. A 

final example is the use of symbolic convergence theory and fantasy theme analysis to 

help recruit graduate students to a graduate program. Stone (2002) used symbolic 

convergence theory to identify fantasy types involved in a student's decision whether to 

enroll. He said that "the focus of this investigation was on determining how newly 

admitted graduate students symbolically constructed the rationale behind their decision to 

enroll" (p. 228). He looked at students motivations to enroll over four years and found 

two rhetorical visions. They were "Better program, Quality University" and "Small 

Campus, Big Opportunity" (Stone, 2002, p.227). These visions seemed to be blend 

between the social and pragmatic master analogues. He suggests that recruiting programs 

focus on "sharing messaged with prospective students that focus on quality" (p. 238). His 

study adds to the little information there is on graduate recruiting and also shows the 

importance symbolic convergence theory can play in designing a recruiting program.  

 

3.1 Design 

 Using the ideas and concepts of symbolic convergence theory, I will create a 

recruiting strategy and package that appeal's to the righteous, social and pragmatic 

dramas. By appealing to the three dramas through the use of a video, website and 

pamphlet, I will create fantasy themes that appeal to more potential students than a 

traditional recruiting package. Using previous research that points to possible fantasies 

 22



 

graduate recruits share and by creating new fantasies and chaining them throughout a 

plan, I hope to attract more students to the graduate program.  

 In looking at the three types of dramas there are several ways I will go about 

appealing to them. In order to appeal to the righteous drama, there will be a focus on the 

universities' and departments' prestigious history, noble accomplishments, traditions and 

moral character. In appealing to the social drama, literature will highlight the faculty-

student relationships, the friendships among graduate students and the comradery and 

support that a student will find in the department. In appealing to the pragmatic drama, 

recruiting literature will show the department's affordability in comparison to other 

schools; highlight the practical and effective program and similar appeals. These are 

initial suggestions about how the dramas can be addressed.  

 In creating a recruiting package, symbolic convergence theory and fantasy theme 

analysis are not the only considerations. The final product must also adhere to the Texas 

Tech Online Identity Guidelines. These are instructions about what types of font and 

designs must appear on literature associated with the university.    

 

3.2 Ethics 

 In designing recruiting material for the university an ethical standard must be 

adhered to. In the case of this material everything shown and used in the material will be 

accurate and truthful. Also, none of the photos or video will be manipulated unethically. 

The text and depictions will be accurate and not unfairly try to persuade students into 
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thinking the program is anything other than what it actually is. These are all steps that 

will be taken to ensure the program and its materials are ethical.  

 In conclusion, in order to design an effective recruiting package, ideas from 

symbolic convergence theory and fantasy theme analysis will serve as guides in the 

creation process. By using the proven methods of symbolic convergence theory through 

applied communication research I will create an effective recruiting package.  
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CHAPTER IV 

RESULTS 

 

 The products all appeal to the three master analogues. A discussion of each 

product and how it appeals is needed, but before that, there are some things that all three 

products have in common. First, is the color theme that runs through the view book, 

website and video slides. They all utilize Texas Tech red and black. This helps in 

unifying the message while also reinforcing the image of Texas Tech University and the 

department. These colors are part of the signature that is included in all Texas Tech 

materials. By chaining these through the department’s materials there is unity not only in 

the departmental materials but also a connection with the University as a whole.  

 Another theme that runs throughout the view book, website and video is the 

slogan "you belong here". This message is chained throughout all of the materials in 

hopes that it will appeal to each drama and also help create a fantasy theme that all 

potential students will identify with the Department of Communication Studies at Texas 

Tech. It appeals to the dramas in the way that they are all seeking a place to study. A 

social person may look at the phrase and feel that they are wanted and included already in 

the social network of the school. A righteous individual may look at the phrase and, after 

reading more about the prestigious program, feel that this is the place they belong. A 

pragmatic student may look at the affordable opportunities and feel that they too indeed 

"belong here". As one can see, the phrase helps to link together the material while also 

appealing to the three master analogues.  
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4.1 Brochure 

  The first of three materials is the recruiting brochure. The brochure is designed in 

a way that appeals to all three analogues but does not overwhelm the reader with so much 

text that they don’t bother to read it. The inside of the brochure is broken down into four 

categories. The first category “diversified department” appeals to all three analogues. The 

text (see appendix B in pocket) highlights that students will be part of a rigorous but 

diversified program that will prepare them for either entry into a PhD program or for 

professional work. The righteous analogue will be attracted because they will be part of a 

rigorous program and be prepared for PhD work. The pragmatic analogue will be 

attracted to the fact that they have a wide variety of choices of what to study and also will 

be prepared for both professional work and PhD work. The social analogue will be 

attracted to the inclusive language. An example includes the use of the phrase “wants you 

to join us.”   

 The second category is “Affordable Opportunities.” (See appendix B in pocket) 

This section appeals heavily to the pragmatic analogue. It shows the ideas of cost 

effectiveness. It highlights the affordable tuition and cost of living in Lubbock. This 

section also appeals to the righteous ideas of superiority in that it allows the opportunity 

to present professional work at research conferences.  

 The third category is "graduate teaching assistantships" (See appendix B in 

pocket). This category appeals largely to the pragmatic analogue. It highlights the 

practicality of working on campus while getting your degree. It presents an opportunity to 

be efficient and work as a teaching assistant. This highlight appeals to the pragmatic 
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analogues need to "accentuates expediency, utility, efficiency, parsimony, simplicity, 

practicality, cost effectiveness, and whatever it takes to get the job done" (Cragan and 

Shields, 1995, p. 42).  

 The last category "great faculty" (See appendix B in pocket) appeals to the social 

and righteous personalities. The social analogue will enjoy the small faculty- student 

ration and close interaction with the faculty. The term collaborate helps “emphasize 

primary human relations as it keys on friendships, trust, caring, comradeship” (Cragan 

and Shields, 1995, p. 42). The righteous student will be attracted to the ideas of research 

and prestigious faculty. This helps them feel that the faculty here are superior, moral and 

just. The faculty care about research and promoting the exchange of ideas in the 

academic world.  

 The outside of the brochure also attracts the master analogues. There are two main 

sections on the outside of the brochure. The first is a description of Texas Tech 

University. The description appeals to the righteous and pragmatic analogues. It discusses 

the many opportunities on campus and highlights the many cultural and recreational 

activities. The description of Lubbock adds to the social analogue by highlighting the 

friendly population and many social activities there are. The other analogues may also be 

attracted by the great weather and many cultural activities such as the symphony.  

 The second part is the information section. Besides its practical use of providing 

more contact information it makes one last appeal to the social analogue by saying that 

“we look forward to meeting you.”  This shows that the department values the 
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relationship with the potential student and cares about some of the same ideas that the 

social analogue does.  

 Overall, the brochure appeals to the three master analogues. At the same time it 

also maintains continuity with the other recruiting materials as well as the University.  

 

4.2 Video 

 The video (see appendix A in pocket) is organized in the same manner as the 

brochure. The voiceover narration is very similar to the text in the brochure. The different 

aspects include interviews and video footage. Each interview and the corresponding 

footage were chosen to help appeal to a master analogue. All of the interviews appeal to 

the social analogue in providing a friendly portrayal of the faculty and students. The 

interviews are done in an easy conversational style which helps promote the image of the 

department being supportive and social. The first interview was from the department 

chair Dr.David Roach. His interview provided background information on our program 

and highlighted some of the special strengths of the department. In the interview, he 

describes how the department excels in teaching methodology courses. He goes on to say 

how these courses will help not only those who go on to a PhD program but also those 

students who go into the professional workforce. This helps appeal to the pragmatic 

analogue. It shows that the departments' teaching is practical and that students can utilize 

what they learn in several ways. It also appeals to the righteous analogue in that it 

demonstrates that while a student here you will be shown how to correctly apply and use 
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methodology and that you will be given a thorough education that can help in the pursuit 

of PhD work.  

 The next interview with graduate student Anna Harder highlights the unique 

interaction between faculty and graduate students. The interview and accompanying 

footage help appeal to the social analogue. It emphasizes how willing the faculty are to 

help and interact with their students. The narration before it also helps to appeal to the 

righteous analogue by highlighting how well published the faculty are. By showing the 

journals that faculty have published in and highlighting their work it helps a righteous 

student to feel that they would be part of a prestigious program. The next interview with 

Dr. Roach reinforces the ideas from Anna and the narration.  

 The next section of the video highlights the affordability of the department. It 

talks about the partial funding of conference trips and affordable tuition. This appeals to 

the pragmatic master analogue. It shows the cost effectiveness of attending the program. 

This section is followed by a discussion of teaching assistantships. This section includes 

an interview from teaching assistant Alexis Sparks. She talks about the unique 

opportunities presented when you become a teaching assistant. She highlights how it 

helps financially but also helps in assessing future career choices. She also emphasizes 

that she gets to work with students which helps appeal to the social analogue. She is 

emphasizing that there would be an opportunity to form human relationships and interact 

with students in a personal way. Leading a discussion section would give you the 

opportunity to for human relationships.  
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 The next part of the video explores Texas Tech University as a whole. This 

section includes narration similar to the brochure but also has an interview with graduate 

student Adrienne Betzen that talks about the school as being personable. Betzen says that 

"Texas Tech is a large school with a small school feel." This emphasizes that even though 

the school may be large you will still have the opportunity to get to know other students 

and faculty in a more intimate way. This reinforces the social master analogue. The video 

ends with a narration about Lubbock, Texas. This narration is very similar to the brochure 

but also emphasizes the affordability of Lubbock. This helps to appeal to the pragmatic 

analogue.  

 The final slide of the video provides information for students interested in 

learning more about the department. Overall, the video reinforces the ideas first put forth 

in the brochure. It is different though, in that it provides the prospective student with a 

visual representation of the people that they would work with and meet during their 

graduate career. The video helps to appeal to the social analogue while still reinforcing 

ideas that the pragmatic and righteous analogues can relate too.  

 

4.3 Web Page 

 The webpage (see Appendix C, fig. 4, 5,6,7,8) is broken down into five sections. 

The first section (fig. 4, Appendix C) is the home page. This page introduces the student 

to the website and reinforces the theme "you belong here."  This page appeals to the 

social drama by showing interest in the student. The phrase, "We are so glad you are 

interested in our department" promotes the idea of interest in the individual student and 
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shows that the department wants a relationship with that student. The righteous student 

might be attracted by the quick description of our rigorous program that will prepare 

them for PhD work. And the pragmatic student might be attracted to entire idea of the 

website. The website allows them the ability to learn about our department and also 

provides links to the school and town of Lubbock. A pragmatic student would appreciate 

that website allows them to be efficient. Rather than having to seek out information 

everything is in one place, even the information on how to apply to the university. This 

leads into the "how to apply" section of the website (fig. 8, appendix C). This part of the 

website is useful for all the analogues in that it provides essential information on applying 

to the program but really appeals to the pragmatic student. It allows them to access 

everything quickly and expediently. The last sentence in this section also appeals to the 

social student. The website states "We look forward to meeting you!" This echoes the 

sentiment found in the brochure. It shows that we are interested in socializing with the 

potential student. The next section of the website is similar to its corresponding section in 

the brochure. The section "affordable opportunities," appeals to the pragmatic individual 

by highlighting how cost effective choosing the Department of Communication Studies 

would be, while also highlighting some of the great opportunities a student would be 

presented with. The last section appeals strongly to the righteous and social analogues. 

This section "Faculty" (see fig. 6, appendix C), allows students the opportunity to learn a 

little about our faculty. The social student may feel a human connection with the faculty 

after learning about what they like to do and after looking at their picture. The righteous 

student will find this part of the website appealing because it lets them see the 
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educational history and research interests of the professors and this could appeal to their 

ideas of superiority. The professors at Texas Tech are well educated and have a wide 

range of research interests. This part of the website is the most unique from the other 

materials because it provides the most information on the faculty.  

 All three recruiting materials appeal to the three analogues. The materials are 

similar and have some of the same ideas chained through them. Used together or separate 

they will help convey the benefits of attending Graduate School in the Communication 

Studies Department.  
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CHAPTER V 

 DISCUSSION 

 

 The design of this recruitment program is a novel approach to graduate recruiting. 

So much of the previous recruiting materials lack the backing of strong theory. Through 

the use of Symbolic Convergence Theory and the ideas of Fantasy Theme Analysis, a 

model for recruiting was built with a strong theoretical backing. By designing this model 

it adds to the applied research that other authors like Cragan and Shields (1992) and very 

similar to the work that Stone (2002) has done. This model is just another illustration of 

how Symbolic Convergence Theory and Fantasy Theme Analysis can be used in an 

applied sense.  

These theories are not the only theories that may add to the literature on graduate 

recruiting. Other theories could help in designing a model as well. Examples of other 

theories include Burke's Dramatism (Burke, 1968) and Fisher's Narrative Paradigm 

theory (Fisher, 1985).  

The design of this particular model has implications beyond the Communication 

Studies Department at Texas Tech University. It could be used in other universities 

across the country, both undergraduate and graduate. Its scope expands beyond education 

too. Advertisers of any product or field could attempt to appeal to the master analogues 

using the information provided by Symbolic Convergence Theory. For instance, a real 

estate agent could identify what type of analogue a person is and then try to sell them a 

house using that information. For example, if the buyer seemed like a social analogue the 
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agent could highlight the friendly community the house was in. Another example is a 

company trying to attract high quality workers, the company could appeal to the three 

analogues by selling their company as being friendly, located in town with a low cost of 

living and highlighting the companies prestigious and long history. These are just two 

examples of how Symbolic Convergence theory could be used outside of the academic 

realm. While this study chose to try to attract all three types of analogues, other groups 

could choose to focus in on just one of the analogues. By combining mass media with 

Symbolic Convergence Theory a smarter product can be produced. This study attempted 

to do just that but there are limitations.  

 Limitations of this study included several things. First, the materials produced had 

to adhere to identity guidelines set forth by Texas Tech University. In doing so, some of 

the creative options were limited. It also had an affect on the messages that could be 

chained through. These had to be embedded in the bigger system of Texas Tech 

University. While in some ways a limitation, the identity guidelines did help to tie in the 

recruiting campaign with the rest of the University. The scope of how limited the model 

becomes depends on how rigid the larger organization is. If the larger organization has 

very rigid guidelines, then a smaller organization underneath that would have problems 

implementing their own themes into materials. But, if the smaller organization maintains 

some amount of autonomy, then they will have the ability to still chain their themes into 

materials. In the case of this project, there is a balance. While the materials did have to 

compromise in design and image to fit the University's guidelines, there was still some 
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amount of autonomy that allowed for the Departments' themes to shine through. This is 

seen in the text and choice of images presented.  

 Another limitation of this study is author bias. All of the master analogues are 

interpreted though the eyes of the author. What information about the department made it 

into the recruiting materials was left to the author. So, what is deemed important to the 

author may not be a completely accurate interpretation of what actually is important to 

the program. Although, this is slightly controlled for in the fact that interviews with 

faculty were conducted and there was a lot of discussion about what the department 

wanted their image to be. So, while there is still some bias, it is controlled for.  

The biggest limitation of this project is that it is untested. It remains unknown if 

the product is affective in appealing to the master analogues intended. Even if it does 

appeal to the master analogues intended, it is still unknown whether this is more affective 

than the previous materials at recruiting students. Or, is this material appealing to one 

analogue more than another? These limitations, lead to areas of future research. In future 

research, the products should be tested for both effectiveness in persuading students to 

attend and effectiveness of the message reaching its intended master analogues. This 

could lead to both short term and long term studies. Other areas of future research can 

include how well this design works outside of recruiting. Is it affective in marketing and 

advertising products as well as it is in advertising a department’s program?  These are all 

questions that could be answered with further research.  
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 This research is just a small step in trying to fulfill the lack of graduate recruiting 

research. More universities and departments need to research recruiting and look for 

theories that could help to better explain how to attract and retain students. Universities 

need higher standards in designing materials. Rather than just guessing what will work, 

use of theoretical backing could help to better the universities recruiting success. Also, 

researchers need to start trying to better understand why graduate work is splitting into 

two factions; research driven and consumer driven. A better understanding of this can 

lead to better marketing of the programs that already exist. It is essential that traditional 

universities start giving graduate recruiting attention because their market share is being 

threatened by these new consumer driven universities. With graduate students being “big 

bang for enrollment and big bucks for universities” (Schneider, 1999, p.2) attracting these 

students is only going to become harder and more important.  

Universities are not the only ones who need to turn to theory in attracting 

customers. Advertising institutions and public relations companies need to explore 

theories when designing materials. Theory can help us better understand human 

motivations and help us to become more accurate in our planning and implementation of 

these programs. This can already be seen in the work of Cragan and Shields (1992) and 

also Stone (2002).   

Overall, this project has used a communication study based theory to design a 

recruiting program. Through the use of Symbolic Convergence Theory a model was 

created for graduate recruiting. This model led to the creation of a brochure, video and 

website that embody all of the ideas of Symbolic Convergence Theory. This is a step in 
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adding to the little research on graduate recruiting that exists. Hopefully, many more 

steps will follow.  
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Figure 5 Diversified Department
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Figure 6 Affordable Opportunities 
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Figure 8 How to Apply 
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