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ABSTRACT 

With a new generation entering college and the growing demand for 

professionals in the agricultural industry, recruiting students with an agricultural and 

non-agricultural background to college agricultural programs is important. This study 

examined students’ perceptions and preference of university recruitment photographs 

to determine if there was a difference between students with agricultural and non-

agricultural backgrounds. The research design was quantitative, and data was collected 

using an online survey consisting of semantic differential scale questions to measure 

perception and a rank order question to measure preference on eight different 

recruitment photographs (four agricultural photos and four university photos) in four 

categories (Building/Campus, Socializing, Teacher with Student, and Student Profile).  

Results revealed statistically significant differences in perception among 

students with agricultural backgrounds on the agricultural Building/Campus 

photograph and the agricultural Socializing photograph. Results on preference showed 

a statistically significant difference among students with an agricultural background 

on the agricultural Socializing photograph. Regardless of student background, it was 

found that the university Building/Campus photograph had the most positive 

perception and highest rank. It is important to take note of these differences between 

backgrounds when creating recruitment materials. Photographs including iconic 

university buildings and landmarks should be utilized regardless of student 

background.    
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CHAPTER I 

I. INTRODUCTION 

Background and Setting 

Recruiting A New Generation 

The number of college-level undergraduate students enrolled in agricultural 

programs has increased by almost 30%. However, the demand for students to enroll in 

agricultural programs remains because the number of graduates cannot keep up with 

the demand for agricultural professionals as current agriculturists reach retirement age. 

With the population growing further away from agriculture as urbanization continues, 

future professionals in the agricultural workforce will need to come from a non-

traditional population of individuals who have little to no connection to agriculture 

(Goeker, Smith, Fernandez, Ali, & Theller, 2015; Roser, 2018; STEM, 2014).   

Born between 1995 and 2010, this new generation of individuals entering 

college is known as Generation Z (Gen Z). Gen Z is otherwise known as the 

iGeneration due to their upbringing in the age of the internet and social media 

(Seemiller & Grace, 2016). This generation spends most of their time in front of a 

screen, has instant access to information, and has a much shorter attention span than 

past generations (Seemiller & Grace, 2016). Along with being heavy social media 

users, this generation communicates in images (Levin, 2018). Russmann and Svensson 

(2017) suggest the use of visual images has grown and transformed visual 

communication with the development and use of social media platforms among young 
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people. This shift toward using visuals transforms how individuals relate to each other, 

the world, and their perceptions of self. This information further shows Gen Z’s 

preferred communication type is visually driven in the use of images to communicate 

with others and express themselves.  

As this new generation enters college, it is important to understand the most 

effective way to recruit them because this generation differs from Millennials. While 

Gen Z shares numerous characteristics with Millennials, they are still qualitatively 

different than the prior generation due to their upbringing in different formative 

experiences (Rue, 2018). With more Gen Z students enrolling to colleges and 

universities, determining the most effective messaging strategies used in recruitment 

materials for agricultural programs since this population is more likely further 

removed from agriculture and is more apt to communicate visually (Levin, 2018; 

Setterbo, Akers, Tarpley, Kennedy, Doerfert, & Gibson, 2017). 

Recruiting Students to Agricultural Programs 

Setterbo et al. (2017) identified agricultural knowledge and experience as 

previous involvement in extracurricular or educational agricultural and natural 

resources organizations, such as FFA and 4-H. Further, non-agricultural students were 

defined as having no previous involvement in 4-H and FFA agricultural organizations 

and being more than two generations removed from production agriculture. Past 

studies have been conducted in regard to recruitment strategies to accommodate for 

the increase in non-agricultural students, but none have specifically addressed 

components of recruitment messages, such as photographs. 
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Rayfield, Murphery, Skaggs and Shafer (2013) found over one-third of 

students enrolled in the College of Agriculture and Life Sciences at Texas A&M 

University had no prior agricultural experience in high school. The authors reported 

that parents or guardians had the most individual influence on a student’s decision to 

enroll in an agricultural program, while internet sources were the most influential 

recruitment material, past agricultural hobbies were the most influential experience, 

and working with people was the highest consideration when deciding to enroll to an 

agricultural program.  

Smith-Hollins, Elbert, Baggett, and Wallace (2015) reported that of the 

respondents enrolled in agricultural programs in an 1862 Land Grand Institution, 

52.8% did not have family members involved in an agricultural career or lifestyle 

while 47.2% respondents did. The study found an increase in enrollment of female 

students with non-farm backgrounds to agricultural colleges. Those who indicated 

family involvement in agriculture reported being influenced to enroll in an agricultural 

program, however the majority of both males and females indicated that personal 

influences or school-related influences had little influence on their decision to enroll in 

an agricultural college. Because the slight majority of participants came from families 

not involved in agriculture, this suggests the importance of alternative resources used 

to recruit students with non-agricultural backgrounds. 

Furthermore, Setterbo et al. (2017) found campus visits and recruitment events 

influence students with no agricultural background to enroll in an agricultural program 

and suggest a non-agricultural student campaign should be developed and distributed 
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through various media including flyers, brochures, pictures and videos. With this in 

mind, it is necessary to research the best means of preparing these materials for 

recruiting non-agricultural students and determining how visual components of these 

materials are perceived differently than students with an agricultural background. 

Recruitment Efforts in the College of Agricultural Sciences & Natural Resources 

The College of Agricultural Sciences and Natural Resources (CASNR) at 

Texas Tech University (TTU) utilizes both print and online media when recruiting 

prospective students to their agricultural programs. Shelbey Havens (personal 

communication, April 2, 2019) the CASNR college recruiter, stated the college’s 

recruitment materials includes printed informational flyers for each department of the 

college, organizations within the college, and the college’s learning community. In 

addition, a brochure with admissions, financial and college information is another big 

component of their recruitment materials. These materials are distributed at college 

fairs and recruitment events, high school classes by members of the TTU Agri-

Techsan organization (the college’s student recruiter organization), in person at 

advising information sessions to students who visit campus, and by mail. These 

materials showcase important information along with colored photographs that 

represent the college, each department, and the students within its programs. In 

addition to print materials, CASNR also uses online platforms to share college and 

departmental information and events. CASNR has a website and uses Facebook, 

Instagram, and Twitter to reach prospective students, current students, alumni, and 
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donors. Online videos, event photographs, newsletters, and written information are 

shared online (S. Havens, personal communication, April 2, 2019).  

Havens noted how much social media has grown since she was an 

undergraduate at TTU in CASNR, stating it has become more interactive for 

prospective students, specifically with Instagram. Despite this increase of social media 

use, Havens said the college uses more print materials for recruitment than online 

resources. Despite which media is used, the incorporation of visuals and photographs 

is found in each type of recruitment material. When asked if incorporating 

photographs in recruitment materials is important, Havens stated, “Yes. I think when 

people are able to put words with photographs it gives them a better mental picture”(S. 

Havens, personal communication, April 2, 2019). 

The Increase of Photographs in Communication 

Visual communication has become increasingly prevalent with the 

development of new technologies and is an essential component in effective 

communication (Dewan, 2015). During the twentieth and twenty-first centuries, the 

increase in visual communication has drastically amplified with the creation of new 

technologies such as television, computers, cameras, the internet, smartphones, and 

mobile devices, leading to the high-tech visual world we now live in (Dewan, 2015). 

According to Bradea (2015), images increasingly serve more as a means of 

communication in contemporary society. Humans have long been visual creatures, 

using eyesight more than any other physical sense in contribution to intellectual senses 
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of the way things are, as well as psychological senses of the way society ought to be 

(Barry, 2002). According to Gazzaniga (1998),  

Brains were not built to read. Reading is a recent invention of human culture. 
That is why many people have trouble with the process and why modern brain-
imaging studies show that the brain areas involved with reading move around a 
bit. Our brains have no place dedicated to this new invention (p. 6). 
 
This information confirms the important role visuals, specifically photographs, 

play in the communication process, and further confirms the importance of 

understanding different people’s perception of certain photographs depending on their 

prior background.  

Mitchell (1986) found individuals form inferences about the advertised brands 

solely on the positively or negatively perceived visual information presented in 

advertisements, which can lead to a change in attitude about the brand. In addition, 

Barry (2005) stated teenagers are more vulnerable to emotional appeals through 

visuals because they reason primarily through emotion. This suggests most 

prospective students coming from high school are more susceptible to visuals in their 

decision-making process. Colleges and universities are essentially selling their 

programs to prospective students the same way as other marketing messages, ensuring 

students will be happy and will help them succeed if they enroll in their program 

(Hartley & Morphew, 2008). Although social media has grown over the past few 

decades as an important medium for advertising and marketing, Ruffalo (2017) 

reported that 82.1% of four-year colleges and universities still utilize print media 

advertisements to recruit prospective students. It is important to note both print and 

online media utilize photographs and visuals.  
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In regard to recruitment, Armstrong and Lumsden (1999) found students 

suggested improving printed recruitment materials by making them more graphically 

interesting, adding more color, and more visual elements. One student stated, “Pictures 

have a lot to do with it. You have to visualize something” (pp. 88). The authors stated 

promotional materials need to include more updated photographs and be more relevant 

by showing campus life in a more realistic manner while speaking their language. 

Moreover, because photographs have an influence on attitude and decision making, 

understanding student perception toward different photographs used within college 

recruitment materials is necessary in order to better prepare recruitment messages to 

best appeal and advertise to prospective students (Armstrong & Lumsden, 1999). 

Significance of the Study 

In order to increase enrollment in college-level agricultural programs and 

supply the growing demand for professionals to the industry, recruiting students with 

both agricultural and non-agricultural backgrounds to agricultural programs is 

essential. Research, it is projected that students with little to no connection to 

agriculture will contribute to the future population of agricultural professionals in the 

workforce (STEM, 2014). This new generation of students differ from past 

generations and are more apt to use images in their communication processes 

(Russmann & Svensson, 2017). 

Over the past 50 years, visual elements utilized in print and online materials to 

explain and sell products has grown as our world has become more visual (Phillips & 

McQuarrie, 2002). The use of photographs within institutional recruitment materials is 
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just as important as it is in traditional marketing and advertising strategies (Pippert, 

Essenburg, & Matchett, 2013).  

Influencing factors and recruitment strategies for enrolling non-agricultural 

students to an agricultural college program have been identified (Baker, Settle, 

Chiarelli, & Irani, 2013; Setterbo et al., 2017). Other research has studied components 

of college marketing materials including types of images regularly used (Hartley & 

Morphew, 2008; Klassen, 2000; Armstrong & Lumsden, 1999). Although this 

research is valuable, there has been little research that specifically addresses how 

students with non-agricultural and agricultural backgrounds perceive images in 

recruitment materials and whether there is a difference that would allow colleges and 

universities to better prepare visual components of messages to influence prospective 

students enrolling in agricultural programs.   

To appeal to a new generation of students who come from both agricultural 

and non-agricultural backgrounds, information should be analyzed on each group’s 

perceptions to different photographs used in recruitment materials and if they differ 

from each other. In addition, understanding student preference of photograph in 

relation to their recruitment experience is also important to determine. By attaining 

this information, visual elements in recruitment materials can be better prepared to 

have the most positive outcome with each student type. It should be noted this study 

aims to examine perceptions toward recruitment photographs in general and not 

specific to one type of recruitment media.  
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Purpose  

The purpose of this study is to identify students’ perceptions of university 

recruitment photographs to determine if there is a difference between students with an 

agricultural background and students with a non-agricultural background. In addition, 

this study identifies student preference for which photograph would most encourage 

them to enroll in an agricultural program. This information was sought in order to 

more effectively prepare visual elements in recruitment materials, specifically within 

the College of Agricultural Sciences and Natural Resources at Texas Tech University.  

Due to the differences in background, those who are experienced in 

agricultural endeavors may perceive photographs differently than those who have little 

or no experience in agriculture. If so, visuals can be prepared accordingly to have the 

most positive outcome when recruiting each niche of the prospective student 

population. This could result in an increased enrollment of prospective students of 

both backgrounds in order to help meet the growing demand for agricultural 

professionals. The following research questions guided this study: 

RQ1: Is there a statistically significant difference between student perceptions 

toward various recruitment photographs based on if they have an agricultural 

or non-agricultural background? 

RQ2: Is there a difference in photograph preference between students with 

agricultural and non-agricultural backgrounds?  
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Limitations of the Study 

The following limitations were identified in this study: The population sample 

for this study was first-year students enrolled to TTU fall 2018 to spring 2019. 

Participants were recruited through TTU College of Media and Communication 

SONA system in their Center for Communication Research and via snowball 

sampling, so results from this study cannot be generalized to a larger audience. In 

addition, the participants were asked to answer all questions in the mindset of a senior 

in high school when they were making their decision on a college or university. This 

could be a limitation based on the fact that all participants were not currently seniors 

in high school and may not have fully answered questions in a high school senior 

mindset. Additionally, all participants have already chosen Texas Tech as their 

institution. 

Because the photographs were viewed within a survey and not in a natural 

recruitment-type setting in recruitment materials, the results cannot be generalized to 

natural settings. The images were viewed by themselves and without any additional 

text or design elements as one would see in actual recruitment materials. This was 

deliberately done to better understand perceptions toward the photographs themselves 

and did not include other design elements typically integrated in recruitment materials. 

Only eight total photographs were selected to represent TTU and CASNR in four 

specified categories. Results cannot be generalized for all types of images used and 

categories found within recruitment materials, and should only be generalized toward 

the specific categories of images used for this study.  
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Basic Assumptions 

The following were basic assumptions in this study. All participants had a 

basic level of visual literacy. All participants were likely to have different perceptions 

of agriculture based on previous knowledge and experience. All participants answered 

all questions in the mindset of when they were selecting a college or university to 

attend when they were seniors in high school, and all participants were honest in their 

responses in the survey and answered with integrity.  

Definition of Terms 

Agricultural background student is identified as a student who participated in 4-H 

or FFA, took an agricultural or natural resources education course in high school, or 

who’s family is or was dependent on an income from production agriculture or natural 

resources. 

Attitude refers to the general evaluations people hold in regard to themselves, other 

people, objects, and issues (Petty & Cacioppo, 1986). 

Generation Z refers to individuals who were born between 1995 and 2010 and are 

often known as the iGeneration (Seemiller & Grace, 2016). 

Non-agricultural background student is identified as a student who never 

participated in 4-H or FFA, never took an agricultural or natural resources education 

course in high school, or who’s family was never dependent on an income from 

production agriculture or natural resources (Setterbo et al., 2017). 
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Perception refers to the process by which we utilize external sensory information in 

combination with other internal conscious and unconscious workings of the brain to 

make sense of the world (Barry, 2002) 

Prospective students are people interested in attending a specific college or 

university.  

Recruitment materials are messages formed to advertise or market an institution 

used to “sell” their program when recruiting prospective students (Hartley & 

Morphew, 2008). 

Visual communications refers to how the brain functions in perception, how this 

relates to feeling and logical reasoning, and how we respond to our visual world 

(Barry, 2002). 

Visual literacy is the ability to construct meaning from visual images (Giorgis & 

Johnson, 1999) 

Summary 

Future agricultural professionals will come from a population further removed 

from agriculture as the world population rises and a quarter of the current agricultural 

professionals reach retirement age (Goeker et al., 2015; STEM, 2014; World Bank, 

2015). Past research has studied influencing factors and recruitment strategies for 

enrolling non-agricultural students to agricultural programs. Although many studies 

have suggested parents and family members have higher influence on prospective 

students, they also note the importance of recruitment events, college visits, and 
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recruitment materials (Rayfield et al., 2013; Setterbo et al., 2017; Smith-Hollins et al., 

2015).  

The important role of visuals within advertisements, online, and print materials 

cannot be denied as the role of visual communication has amplified over the past few 

decades (Bradea, 2015; Dewan, 2015). Because visuals, such as photographs, have the 

ability to change attitudes based on perceptions (Mitchell, 1986), it is important to 

understand how students with backgrounds in agriculture, or lack thereof, perceive 

different photographs presented in recruitment materials as well as their preference of 

image in relation to recruitment materials. By attaining this information, recruitment 

materials can be more efficiently prepared for recruiting students with non-agricultural 

backgrounds, as well as students with agricultural backgrounds, and could lead to 

increased enrollment in agricultural programs.  
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CHAPTER II 

II. LITERATURE REVIEW 

Overview 

The previous chapter discussed recruiting a new generation, the importance of 

recruiting students with a non-agricultural background to agricultural programs, the 

current recruitment strategies of TTU CASNR, and the increase use of photographs in 

communication materials. The introduction also outlined significance of the study, the 

purpose and research questions, limitations, basic assumptions and definition of terms.  

This chapter will provide a review of literature and research on Generation Z, 

agricultural recruitment and the recruitment of students with non-agricultural 

backgrounds, visual communication and perceptions, the use of images in marketing 

and advertising endeavors, and marketing in higher education. This chapter will also 

go in depth on the theoretical frameworks used to guide this study, Gregory (1970) 

Top-Down Processing Theory of visual perceptions and the Elaboration Likelihood 

Model of Persuasion.  

Generation Z 

Each generation has their own attitudes, beliefs, social norms, and behaviors 

that define them (Seemiller & Grace, 2016). Gen Z, or the iGeneration, is qualitatively 

different than Millennials although various characteristics are shared with this group. 

This group essentially grew up with social media and technological advances but also 

experienced economic hardships as well as various political and social movements 

(Rue, 2018). It’s important to take note that not all individuals in Gen Z have the exact 
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same qualities and characteristics. Research has developed a more generalized set of 

expected characteristics for this new generation based on the circumstances in which 

they were raised and events they experienced, however there is little peer-reviewed 

literature on this group due to their age and lack of being able to participate in 

constructed research studies (Rue, 2018). Larkin (2017) stated Gen Z will most likely 

be focused on their future careers and want their education to relate to the workplace. 

They will most likely be financially conscious and face demands for their time and 

attention.  

According to Seemiller and Grace (2016), Gen Z have grown up in a world 

shaped by the internet and find connectedness through social media platforms. Gen 

Zers reported spending 41% of their time on some sort of mobile device outside of the 

classroom and are connected to social media at least one hour out of the day to 

socialize, look up news, research topics of interest, and entertainment purposes 

(Seemiller & Grace, 2016). Along being avid social media users, this generation 

communicates in primarily in images (Levin, 2018). Rue (2018) stated Gen Z has an 

8-second filter when it comes to viewing information, and when they want to learn a 

new skill, 85% of those surveyed watched an online video. According to Seemiller and 

Grace (2016), students in Gen Z learn best from videos rather than read instructions 

because they engage multiple senses by combining visual, audio, linguistics, spatial, 

and musical strategies.  

Seemiller and Grace (2016) stated when deciding on an institution and major, 

Gen Z views their educational decisions as an important investment to achieve their 
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goals. Location and campus facilities are important factors to over half the Gen Z 

students surveyed, and over 70% stated flexibility in creating their own major was 

important. In addition, research stated school websites are a critical source of 

information for Gen Zers as they narrow their college choice. This shows how Gen Z 

is visually driven, and would rather view information than read it (Rue, 2018). 

Agricultural Recruitment and Recruitment Strategies 

The departure from farming is one of the most intense changes to the United 

States economy within the past century with the change from more than one in three 

Americans living and working on farms in the early 1900s, to the farm population 

standing just under 2% by the end of the century (Lobao & Meyer, 2001). As 

discussed in the previous chapter, there is a growing demand for agricultural 

professionals in the industry. Goecker, Smith, Fernandez, Ali, and Theller (2015) on 

the 2015 to 2020 United States Department of Agriculture (USDA) report predicted 

employment opportunities to increase 5% with an expected average of 57,900 annual 

job openings for college graduates in food, agriculture, renewable natural resources or 

environment sectors. The number of college graduates with a degree in the field of 

agricultural and natural resources is projected to be able to fill 61% of job openings, 

while the other 39% will be outsourced from other fields (Goecker et al., 2015). 

Goecker et al. (2015) stated college graduates who acquire a degree in food, 

agriculture, renewable resources, and the environment are essential in the continuation 

of addressing and leading the United States’ priorities of food security, sustainable 

energy, and environmental quality as well as serving as global leaders in food 
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sustainability, adequate water supply, and renewable energy as the world population 

rises and climate change continues  

 However, promoting careers in agriculture can be difficult due to negative 

perceptions, lack of awareness, and the viewpoint often held that the only careers 

available are within production agriculture (Sutphin & Newsom-Steward, 1995). 

Setterbo et al. (2017) found a common misconception of participants enrolled in an 

agricultural program was that a degree in agriculture is only relevant or useful within 

the agricultural industry, although all participants agreed that their degree would be 

useful to them in a real-world setting because agriculture and natural resources will 

always be a relevant industry. Furthermore, one participant stated, “There is job 

security out there in agriculture jobs and agricultural degrees because agriculture is not 

going away. We always have to have it” (p. 49). While the importance of agriculture is 

recognized, students have misconceptions of what can be done with an agricultural 

degree. By better understanding whether these perceptions further stem from 

components of recruitment materials that agricultural programs hand out to 

prospective students, a more strategic approach could be taken to help divert this 

misconception. Setterbo et al. (2017) suggested developing messages targeted at non-

agricultural prospective students would be effective, and a student campaign for 

prospective students with non-agricultural background should be developed and 

distributed through various methods including, written and digital communication, 

such as flyers, brochures, pictures, and videos.  
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Furthermore, it is necessary to note the number of students with non-

agricultural backgrounds currently enrolled in various institutions. Smith-Hollins et al. 

(2015) reported 52.8% of students enrolled in an 1862 Land Grand Institution did not 

have family members involved in an agricultural career or lifestyle, while 47.2% of 

students had someone in their family involved in agriculture. An increase number of 

females with non-agricultural backgrounds was also reported. In addition, Rayfield et 

al. (2013) reported over one-third of enrolled students at the College of Agriculture 

and Life Sciences did not have any prior agricultural experience. This increased 

enrollment of students with little to no connection to agriculture and natural resources 

is not to be ignored. With the increased number of young individuals further removed 

from agriculture, and the growing demand for agricultural professionals, these future 

professionals will need to come from this non-traditional population of individuals 

with little to no agricultural connection (STEM, 2014).  

Chapman’s (1981) Model of Student College Choice proposes that prospective 

students’ college choice is influenced by student characteristics combined with 

external influences, which includes the influence of a significant person, the 

institution’s characteristics, and the institution’s communication effort. Both the 

student’s characteristics and external factors are shaped by the prospective student’s 

general expectations of college life. It is noteworthy to keep in mind that student’s 

college choice is based upon a combination of factors, not just one.  

Chapman’s (1981) Model of Student College Choice proposes institutions’ 

communication efforts as one of the three main factors influencing students’ college 
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choice. While students indicated they did not base their college decision solely by 

viewing printed recruitment materials, it did help confirm their decision (Chapman & 

Johnson, 1979). Admission professionals reported mailing catalogs, or viewbooks, to 

prospective students is the most widely used recruitment activity, as well as the most 

accurate source of college information. In addition, admissions professionals reported 

recruitment materials are considered among the top five admissions practices students 

rely on when making college choices (Dominick, Johnson, Chapman, & Griffith, 

1980). Additionally, Ruffalo (2017) reported 82.1% of four-year colleges and 

universities rely on print media advertisements and recruitment materials to recruit 

prospective students. This information further confirms the continued importance and 

reliance colleges and universities have had with the use of recruitment materials for 

prospective student recruitment since the 1980s.   

Previous studies have been conducted in regard to the effectiveness of various 

recruitment materials and strategies according to enrolled students. Baker et al. (2013) 

focused on the efficacy of different message strategies, channels, and recruitment 

materials when recruiting prospective students into an agricultural program, 

specifically programs with low enrollment. From the results, the authors’ suggested 

content on job stability and availability as well as positive aspects of expectations 

resonated with participants. In regard to channel preferences, students preferred high-

touch channels involving personal contact, online channels, such as online 

advertisements, and campus publications. In addition, participants preferred full-color 

material with pictures, important statistics, and industry information, short, and 
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testimonials from a diverse range of people who have obtained careers in the industry 

(Baker et al., 2013).   

Esters and Bowen (2004) conducted a study on factors influencing students to 

enroll in an urban agricultural education program within public schools. While results 

from this studied revealed several factors influenced decision to enroll, 19% reported 

recruitment activities influenced their decision to enroll, including school tours, 

brochures, and summer programs. Results from this study can be assumed to 

collegiate recruitment into agricultural programs due to similar methods of 

recruitment.   

In addition, Armstrong and Lumsden (1999) suggested students prefer 

materials that are graphically interesting with color and visual elements. Students also 

suggested promotional materials would be more effective by utilizing high quality 

photographs showcasing campus life in a realistic manner. One student stated, 

“Pictures have a lot to do with it. You have to visualize something” (p. 88). In relation 

to the inclusion of photographs in recruitment material, one participant in Baker et al. 

(2013) study stated the industry could be visually appealing on paper by utilizing 

pictures of the industry, such as people standing in a field, rather than the specific 

school’s colors. According to the authors, participants reported school colors would 

blend into everything else on campus, so recruitment materials should be designed to 

stand out from the mass of materials students receive at campus fairs and recruitment 

events.  
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Based on this prior research, it is important to know the most effective way to 

advertise to prospective students for college agricultural programs. This study 

addressed the picture-portion of Setterbo et al.’s (2017) suggestion in order to address 

whether different photograph should be used within recruitment materials for 

prospective students of non-agricultural backgrounds compared to prospective 

students with an agricultural background. By understanding students’ perceptions 

toward the images, recruitment materials can be prepared strategically and effectively 

to increase the recruitment and enrollment of these individuals. 

Visual Communication and Perception 

Visual communication has become dominant in society today as new 

technologies emerge and screens become a part of daily life, however we are returning 

to our roots in a sense. According to research, humans have used pictures to 

communicate and document experiences for 270 centuries and words for only the 

remaining 15 centuries (Davies, D. Bathurst, & R. Bathurst, 1990). Visual 

communication is defined by Barry (2002) as “… how the brain functions in 

perception, how this relates to feeling and logical reasoning, and how we respond to 

our visual world” (p. 91). Vision is a highly complex process contributing not only to 

the intellectual sense of the way things are, but the psychological sense of the way 

society ought to be. Unlike verbal communication, visual communication, imagery in 

this case, is more objective. Each individual experiences something directly, creating a 

personal reality for each person (Branthwaite, 2002). Because photographs appeal to 

the right side of the brain, they are processed, or read, in different ways than words, 
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which are processed by the left side of the brain. Furthermore, the left and right 

hemispheres of the brain work together simultaneously when viewing or reading 

something as does the conscious mind and emotional system (Barry, 2005).  

Furthermore, perception is essentially how humans derive meaning in visual 

communication and is defined by Barry (2002) as “… the process by which we utilize 

external sensory information in combination with other internal conscious and 

unconscious workings of the brain to make sense of the world” (p. 91). This intricate 

process involves sensing information, using past experiences, and processing the 

information along two routes in the brain, the thalamo-amygdala pathway, which leads 

to quick responses, such as “fight or flight,” and the cognitive pathway (Barry, 2002). 

Neurological research suggests it cannot be assumed a person’s response to visual 

images is conscious or logical, instead, visuals may be processed to form behaviors, or 

basis of future action, unconsciously (Smith et al., 2005). Damasio (1999) explained 

every image perceived or recalled is accompanied by a form of reaction from emotion. 

Developmentally, children and teenagers are more vulnerable to emotional appeals 

through visuals in how they think and act because they reason primarily through 

emotions (Barry, 2005). The majority of prospective students transition to college 

from high school between ages 17 and 18, suggesting they are more susceptible to 

visuals in their decision-making process. As Barry (2005) states, “Every aspect of 

perception, therefore, has profound implications for all areas of communication, and 

none more than visual communications” (p. 45).  
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Moll’s (1986) three-part study of doctor-patient communication focused on 

visual and verbal perception using five different visual styles within an educational 

booklet on a specified disease. Booklet comprehension and perception of image detail, 

tone and color was measured. These three parts aimed at gathering information on 

patients’ reactions to visual material in the educational booklets. A further examined 

through psychological tests to determine personality, memory, reading ability, and 

compliance. They also were examined on perceptual tasks through picture ranking and 

rating in the context of the booklets. Results from the main findings suggested pictures 

in booklets enhanced the communication of the message, but the perception of picture 

“style” is dependent on the medium. While cartoons were most effective in the 

booklets, photographs were most effective overall. Simplifying text did not necessarily 

enhance the comprehension of the message, but certain photo-text collaborations, such 

as hard text with an easy picture, appeared to increase comprehension (Moll, 1986).  

Smith (2005) conducted a critical analysis on newspaper page layouts 

following gestalt principles of visual organization, which includes: similarity, 

proximity, continuation, closure, figure-ground, and symmetry. In regard to 

photographs used in layouts, the author reported eye-tracking studies have suggested 

that readers have a tendency to enter the page at the dominant photograph. Gestalt 

principle, figure-ground, suggests a viewer subconsciously identifies a figure when 

looking at the visual field, and providing a dominant photograph can help to create this 

figure for viewers (Smith, 2005). All of this aids to show the important role of visual 
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aspects, specifically photographs, in communication pieces and how visual 

communication can increase message comprehension and effectiveness. 

Since brains interpret media images as reality and respond emotionally in 

accordance to the specific circumstance, understanding perceptions and perceptual 

processing has significant inferences for media effects (Barry, 2005). By  

understanding prospective students’ perceptions toward and preference of specific 

“media images,” or photographs used in recruitment materials, more effective 

photographs can be implemented within these materials for recruitment purposes of 

these individuals. In addition, understanding whether there is a difference in this 

perception based on whether students have an agricultural or non-agricultural 

background is important in creating materials with effective visuals.  

Image Use in Marketing and Advertising 

The use of photographs in promotion materials within the realms of marketing 

and advertising is not a new idea. Images provide a clearer picture of what is being 

promoted and has been identified as one of the attention-grabbing components that 

attracts viewers’ to the displayed advertisement in the media (Bakar, Desa, & Mustafa, 

2015). This relates to recruitment in that recruitment materials essentially serve as 

advertisements to market a specific university or college and persuade potential 

students to enroll (Hartley & Morphew, 2008). In general, visual imagery plays a 

central role in a large amount of print media advertisements, posters, and television. In 

the visual world we live in, imagery is a part of our everyday experience and has been 

since the early days of  human existence. Visual elements impact human psychology 
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and physiology, affecting ideas, perception, feelings and behaviors, making it a 

powerful tool in changing the state of mind and body (Branthwaite, 2002).  

From a communication and persuasion perspective, imagery has the potential 

to surpass the boundary of the outside world and what occurs within the minds, 

connecting what is seen when viewing products or packaging with the imagination and 

creating an external sense of reality (Branthwaite, 2002).  

The utilization of imagery has increased within the past few decades due to the 

drive for global marketing, development of international brands, intensifying 

competition and more market-literate consumers, as well as the increase of legal 

restriction on what can be said verbally, sourcing imagery and symbols to further 

communicate the desired messages (Branthwaite, 2002). Using images appropriately 

has the potential to create a route to building and sustaining customer relationships, in 

this case, relationships among prospective students and the institution (Branthwaite, 

2002).   

Joyner Kline, Oliver, and Kariko (2018) investigated the role of photographs in 

agritourism destination marketing in West Virginia livestock farms. This study, 

although qualitative in nature, relates closely to the this study by measuring 

perceptions of different groups on selected photographs used in agritourism marketing. 

The case study involved two parts: determining which photographs were most 

appealing to consumers and determine whether there was a difference in how various 

stakeholders reacted to the photographs.  
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Results from each focus group indicated that some photographic elements had 

a higher emotional response than others, and responses differed within each focus 

group based on previous farm knowledge and experience. Results found tourists 

preferred direct contact rather than passive and authentic rather than staged. One of the 

most favored images that showed a strong positive response depicted a woman bottle 

feeding a calf and was described as “passionate” and “fulfilled.” This photo resonated 

with both tourists and farmers nostalgically in reminiscing their own children feeding 

animals on farms and farm tours. Elements of nostalgia that allowed participants to tie 

images to personal memories elicited a strong, positive emotional response, including 

historical farm structures and landscapes as favorites (Joyner et al., 2018). From this 

research, the factors of previous experience and background had an impact on how 

participants perceived images and emotionally responded to them, which could be 

potential with prospective students when viewing various recruitment images.   

There was a noticeable difference between what stakeholders and farmers 

found visually appealing in the photographs. While photographs with farmers and 

animals together evoked positive emotional response, the majority of tourists felt 

negatively toward images with animals behind fencing because the fences were “off-

putting” or “sad.” Farmers responded the same for different reasons, noticing the 

animal health in the close up images. In another instance, the farmer group and 

community group found the photo of a farmer opening a barn door appealing because 

it realistically showed life on the farm, while both groups of tourists did not find it 

appealing because it did not communicate action well (Joyner et al., 2018). Farmers 
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and community groups also found the photo showing sheep with red ear tags on green 

grass as visually appealing due to the bright colors and implied opportunity to interact 

with animals. Tourists held a contrasting view, associating the red ear tags as a 

negative connotation. Further, close-up images of animals evoked a positive emotional 

response due to the opportunity for interaction with unique breeds of animals and 

bright colors while farmers responded contrarily due to their deep knowledge of 

animal health and the images illustrated poor health scenarios for the animals. The 

authors’ imply that participants’ memories and previous experiences with farming had 

a connection with the type of photograph they preferred and previous positive 

relationships with farming was an important motivation for agritourists. These 

motivations related to emotional connections to memories of personal experiences 

with farms (Joyner et al., 2018). 

A factor analysis by Bakar et al. (2015) identified image attributes that 

attracted viewers’ attention to advertisements and found human figures and human 

faces have the ability to attract consumer attention, even when placed in a highly 

distracted environment or close to distractors. Additionally, Ohme, Matukin, and 

Pacula-lesniak (2011) stated the element of human faces, and human faces with 

emotional character, in advertisements leads to the promptest recognition by viewers 

compared to other elements in advertisements. This is necessary to note since 

recruitment materials often showcase current students, teachers, faculty, and alumni. A 

content analysis of college viewbooks by Klassen (2000) found the majority of images 

to include these groups of people in order to appeal to the viewers, or prospective 
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students, showing interaction among students, students and teachers, and within 

college life in general. 

An advertisements and attitude study conducted by Mitchell (1986) sought to 

explore the effect of verbal and visual components on brand attitudes and attitudes 

toward the advertisements. Results suggested the affect-laden photographs used in the 

different advertisements had an impact on both brand attitude and attitude toward the 

advertisements in two different ways. One being, individuals may form implications 

about the brand advertised solely based on the visual information presented in the 

advertisement, which can lead to a change in attitude about the brand. Second, a 

change of brand attitudes can take place depending on if the visual element is 

evaluated positively or negatively. Likewise, verbal information can also change brand 

attitude in the same two ways, causing an independent relationship between verbal and 

visual elements. However, according to the model of these effects, known as the Dual 

Component Model, if the same product attribute belief is made from the verbal and 

visual information in the specified advertisement, the visual element may create a 

different attitude depending on if it is positively or negatively evaluated by the 

consumer. While verbal and visual elements in an advertisement are related in the 

effect on brand attitudes, they appeared to measure separate hypothetical concepts 

(Mitchell, 1986).  

This information further indicates how a photographic element in an 

advertisement could impact attitude change toward the product and/or brand based on 

perceptions. In the this study, the use of TTU and CASNR images in recruitment 
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materials for CASNR could determine the prospective students’ attitude toward the 

advertisement, which would be recruitment materials in this case, as well as their 

attitude toward the brand of CASNR and TTU. 

Marketing in Higher Education 

Marketing for higher education and the recruitment of potential students 

continues to be an important tool for colleges and universities of all sizes. According 

to a Council for the Advancement and Support of Education (CASE) report from 

marketing firm Lipman Hearne in 2010, college marketing budgets increased on all 

levels of institutions from fiscal years 2001 to 2009. Large institutions with 6,000 

students or more had a median marketing spending of $500,000 in 2001, which 

increased to $1.4 million by 2009, and small institutions consisting of less than 2.000 

students had a median marketing spending of $252,500 in 2001 that increased to a 

median spending of $501,450 by 2009, showing a steady increase in marketing 

expenditure among all institution sizes. It can be assumed from these numbers and 

steady increase that marketing budgets and expenditure have continued to increase 

since 2009 (Lipman Hearne, 2010).  

Lipman Hearne states while social media and online marketing tools have 

made a large presence in higher education marketing in recent years, print publications 

continue to be the largest category of marketing budgets. On average, 4% of marketing 

budgets are allotted to social media marketing, and 11% to interactive or web-based 

marketing (Lipman Hearne, 2010). A 2007 survey of high school juniors and seniors 

found that 64% of prospective students utilized college viewbooks to gain more 
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information about their institution of interest (Ashburn, 2007). In addition, a national 

survey of undergraduate admissions, policies and procedures reported 70% of 

institutions used direct mailing of print material as a means of marketing to 

prospective students (Breland, 2002). A 2017 study reported 82.1% of four-year 

colleges and universities used print media advertisements to market and recruit 

prospective students, so while online and social media marketing in general have risen 

over the past few decades, print media is still an essential resource in higher education 

marketing (Ruffalo, 2017).  

 Similar to other marketing and advertising endeavors, the reliance of 

photographs over substance within messages is as equally important in college and 

higher education recruitment materials when recruiting prospective students (Pippert 

et al., 2013). Within the past 50 years, the primary use of imagery to explain products 

has grown, while the use of literal words has decreased (Phillips & McQuarrie, 2002). 

As mentioned previously, this trend on image use has only continued. Photographs are 

a critical component of the overall success of an organization’s marketing pieces, 

which is a result of fully understanding the perceptions and public image of the 

organization and efficiently merging that understanding into the marketing 

components (Wright, 1995). Colleges and universities are essentially selling to 

prospective students the same way as print ads, billboards and television screens sell 

to the public by showcasing that their product will make them happy, meet their needs, 

and help them to succeed (Hartley & Morphew, 2008).  
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Viewbooks provide an experience for prospective students by allowing them to 

“try” the product before deciding if it’s right for them, similar to looking at travel 

brochures before deciding on a vacation location (Wright & Lynch, 1995). Mitchell 

(1986) suggested that photographs have the power to produce an attitude solely by 

their presence in the advertisement or marketing material. This ties back to 

Branthwaite’s (2002) research previously discussed, suggesting that viewing images in 

products and packaging connects to the imagination of the viewer, creating an outside 

experience of potential reality. The emotional component of photographs allows the 

viewer to create an imaginative experience of what they perceive their reality there 

might be like, further suggesting that utilizing photographs in marketing materials is a 

crucial component in the recruitment process of prospective students when they view 

these materials. 

There have been past studies focused on exploring the types of images and 

thematic categories often seen among various marketing materials among colleges and 

universities. Hartley and Morphew (2008) conducted a content analysis of viewbooks 

from 48 four-year public and private colleges and universities across the country in 

order to identify, classify, and organize symbols, images, and messages commonly 

seen in viewbooks. From the analysis, the authors found that they all were full-color, 

glossy, multipage documents filled with text and “splashy pictures” displaying college 

life. Six themes among the content were: institutional context/campus features, 

academics/faculty, co-curricular opportunities, admissions and financial aid, value of 

education, and purpose of higher education (Hartley and Morphew, 2008).  
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A similar content analysis focused more on identifying the marketing images 

found in higher education viewbooks. Klassen (2000) analyzed images in viewbooks 

of 36 top and lower-ranked colleges and universities in order to better understand how 

these types of institutions use their viewbooks to match with the audience demands 

while also interpreting potential message strategies used by each institution.  

Of these images, top schools had a significantly higher proportion of 

photographs in 11 categories, including: students engaged in artistic activities, 

students attending class, cultural/arts events and activities, the city where the 

university is located, students involved in internships, faculty and faculty profiles, 

science labs, students studying inside and outside, teachers working one-on-one or in 

small groups with students, and technology. Lower colleges and universities had a 

significantly higher proportion of images in 14 different categories, including: outdoor 

beauty, graduation ceremonies, students involved in intramurals, students spectating 

sports, fairs, carnivals and parades, students using fitness center, students using 

outdoor recreation, students and student profiles, students working with children, and 

students playing at the student union (Klassen, 2000). 

The top four categories of most frequently viewed photos in college viewbooks 

by Klassen (2000) were Socializing (11.9%), Buildings/Campus (11.6%), Teachers 

working one-on-one or in small groups with students (8.1%), and Student profile 

(7.4%). Because these photographs were the most frequently found in college 

viewbooks of large and small institutions, these categories were adopted for the 

photograph selection process of this study discussed in the Methodology chapter. 
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Conceptual Framework  

A conceptual framework was developed based on various concepts derived 

from literature on visual communication and perception (Barry, 2002; Damasio, 

1999), Chapman’s 1981 Model of Student College Choice, Gregory’s (1970) Top-

Down Processing Theory of visual perception, and Petty and Cacioppo’s Elaboration 

Likelihood Model (ELM) of persuasion. For this study, the independent variables were 

student background in agriculture, either agricultural or non-agricultural, and the 

dependent variables were photograph perception and photograph preference. 

Chapman’s 1981 Model of Student College Choice 

Chapman’s (1981) Model of Student College Choice proposes that prospective 

students’ college choice is subjective by student characteristics combined with 

external influences, which includes the influence of a significant person, the 

institution’s characteristics, and the institution’s communication effort. Both the 

student’s characteristics and external factors are shaped by the prospective student’s 

general expectations of college life (Chapman, 1981). Admission professionals hold 

printed recruitment materials to a higher standard in influencing students to enroll to 

institutions, while students indicated they did not base their college decision solely by 

viewing printed recruitment materials, rather it helped confirm their decision and had a 

moderate influence on their college choice (Chapman & Johnson, 1979). Chapman & 

Johnson (1979) found recruitment materials had a moderate influence on students’ 

college choice and helped to confirm their decision. For this study, the concept of 

institution’s communication efforts with prospective students, specifically recruitment 
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and recruitment materials, is utilized since this study aimed to examine perceptions 

toward photographs used within recruitment materials and preference of photographs 

that most encouraged them to enroll into an agricultural program.  

Visual Communication and Perception 

Perceiving photographs within the process of visual communication involves 

sensing information, using past experiences, and processing the information (Barry, 

2002). As previously mentioned, neurological research suggests it cannot be assumed 

a person’s response to visual images is conscious or logical. Instead, research 

uncovered visuals may be processed to form behaviors, or basis of future action, 

unconsciously (Smith et al., 2005).  Additionally, Damasio (1999) explained every 

image perceived or recalled is accompanied by an emotional reaction. In regard to this 

study, students’ agricultural background and past experiences serves as the brink of 

how the viewer neurologically processes the photographs within recruitment materials. 

Students who have an agricultural background could perceive photographs differently 

and have different preferences of photographs than students with a non-agricultural 

background due to their past experiences and knowledge of the agricultural industry, 

and vice versa.  

Top-Down Processing Theory 

Gregory’s (1970) Top-Down Processing Theory of visual perception is a 

psychological theory in nature and suggests perception is a hypothesis. This theory 

states people assess higher cognitive information from past experiences or stored 

knowledge in order to effectively interpret what is being perceived. With this, humans 
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are actively constructing perceptions of reality based on the environment and 

previously stored information (McLeod, 2008). Figure 2.1 gives a visual of this 

theoretical design.  

 

Figure 2. 1 Gregory (1970) Top-Down Processing Theory (McLeod, 2008). 

Top-down processing refers to the use of contextual information in pattern 

recognition to make sense of what is being seen. The example the author gives is 

understanding difficult handwriting. It may be easier to understand what a word says 

when reading a sentence rather than reading a single word since the meaning of the 

surrounding words aid in understanding (McLeod, 2008).  

Gregory (1970) demonstrates his theory using a hollow mask. The face on the 

mask is perceived as “normal” based on our previous knowledge, but as it turns and 

the hollow, inverted side is revealed, the human mind tries to correct this image 
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unconsciously based on past experience and knowledge of how human faces ought to 

look like, creating a type of illusion where the concaved nose of the mask seems to 

protrude outward as it would on a normal human face (McLeod, 2008).  

In relation to perception of images used in recruitment materials by prospective 

students with non-agricultural and agricultural backgrounds, this theory applies by 

focusing on students’ past knowledge and experiences. Prospective students with a 

non-agricultural background may perceive specific images differently than prospective 

students with an agricultural background because of their lack of experience and 

knowledge in the agricultural sector.  

This model, in addition to visual communication and perception, can help 

guide whether previous agricultural experiences have an impact on how various 

CASNR recruitment images are processed and perceived as well as if a preference 

exists among students of both backgrounds.  

Elaboration Likelihood Model of Persuasion 

The Elaboration Likelihood Model of Persuasion (ELM) is a dual-processing 

theory of attitude change that provides a framework for better understanding 

information processing of persuasive communication. The authors define attitudes as 

“general evaluations people hold in regard to themselves, other people, objects, and 

issues (Petty & Cacioppo, 1986, p. 127).” These general evaluations are capable of 

influencing behavior, affective, and cognitive processes since they are based on a 

variety of behavioral, affective, and cognitive experiences of the individual. The 

potential attitude change is based upon two different information processing routes, 
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the central route and peripheral route, based on their motivation and level of 

processing capability when viewing a specific message (Petty & Cacioppo, 1986). 

Figure 2.2 provides visual explanation of the ELM’s central and peripheral routes of 

information processing. 

Central route. Central route processing is more systematically involved and 

occurs when there are high levels of information processed and when an individual’s 

motivation and ability to process the information is relatively high (Petty & Cacioppo, 

1986). Within persuasive messages, individuals are more focused on strong arguments 

and concerned with the true merits of the persuasive piece despite whether it has 

expertise and attractiveness (Petty & Cacioppo, 1984). According to Petty, Cacioppo 

and Schumann (1983), attitude change in the central route is based on attentive 

consideration of the information provided, conveyed verbally, visually, or in message 

characteristics, that the viewer feels is the most important to the true meaning of the 

issue or product in question.   

Peripheral route. Peripheral route processing is less systematically involved 

and occurs when there are lower levels of information processed, and the individual 

has a relatively low motivation or lower ability to process the information presented. 

In this case, attitudes are determined by positive or negative simple cues, known as 

heuristic shortcuts, associated with the message being viewed (Petty & Cacioppo, 

1986). In persuasive messages, individuals who go the peripheral route tend to be 

more persuaded through context such as credibility expertise, attractiveness of the 

message, or positive sources regardless of message quality (Petty & Cacioppo, 1984). 
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In addition, Petty et al. (1983) states attitude changes peripherally based on the 

presence of simple positive or negative cues and can be presented visually, verbally, or 

in message characteristics, and hinders the need to think systematically.  

 

Figure 2. 2 Petty and Cacioppo’s Elaboration Likelihood Model central and peripheral 
routes to persuasion (Petty & Cacioppo, 1986). 

 
Rucker and Petty (2006) suggest there is value to both peripheral and central 

routes of processing. Central route processing to persuasion is useful if something 

more than an immediate change in attitudes is the desired outcome since people who 

process a message centrally are more likely to have an enduring attitude. On the other 
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hand, peripheral route processing to persuasion is useful if an immediate change is all 

that is desired. In addition, messages can be designed effectively based on whether the 

elaboration level of the audience is high or low by matching to the level of elaboration 

the message is designed to be. If a message consists of variables designed as 

peripheral cues, the message will be more effective under low elaboration. Likewise, if 

a message consists primarily of information designed to act as compelling arguments, 

it will be more effective under high elaboration. The authors state if the elaboration is 

moderate, other variables, such as mood and trustworthiness, may influence the 

amount of elaboration and type of processing (Rucker & Petty, 2006). 

In regard to photographs, Borchers (2013) explained the powerful role they 

have in the persuasion process. The author states photographs can communicate what 

words are unable to by serving as representations of reality, proof, and argumentative 

claims. Photographs attract attention and create emotional appeals, and allow viewers 

to draw conclusions based on their perceptions. Foss and Kanengieter (1992) proposed 

viewers evaluate visual images in three steps. First, the viewers judge the purpose 

communicated by critically analyzing the image itself. Next, the viewer asks how well 

that purpose is communicated through the image, and lastly, the viewer reflects on its 

legitimacy determined by the possible implications and consequences of the purpose 

(Foss & Kanengieter, 1992). 

The ELM has been used in various studies focused on imagery in persuasive 

messaging context. Lazard and Atkinson (2015) sought to identify the role visuals in 

messages have in the process of persuasion, specifically the role of infographics on 
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environmental issue persuasion. The researchers found that individuals engaged in 

higher levels of issue-relevant thinking when shown infographics as opposed to text 

only, suggesting visual content is an important factor for persuasive message 

processing. Because the ELM has traditionally viewed text-based components primary 

and visual components as secondary, this study indicated visuals can be processed as 

the central elements of messages (Lazard & Atkinson, 2015). On the other hand, Cyr, 

Head, Lim, and Stibe (2018) state that while design elements can potentially persuade 

users, they are often viewed in the peripheral route. These peripheral cues are 

particularly influential on attitude changes when viewers are less involved with the 

persuasion topic. This research further confirms the importance of visual factors in 

messages in regard to persuasive advertisements and marketing endeavors. 

Specifically, the role of photographs used within recruitment materials should not be 

overlooked in the potential impact they have on a prospective students’ attitude, or 

change of attitude, toward the message and institution.  

Like other forms of advertisements, persuasive communication is an important 

factor in college recruitment in the sense that colleges and universities create messages 

within recruitment materials to market their program and essentially persuade 

prospective students to enroll in their university, college, or department (Hartley & 

Morphew, 2008). The ELM applies to this study based on these factors as well as how 

prospective students take in and process the proposed information based on their 

motivation level and capability, which can refer to their past knowledge and 
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experiences, or their background, and whether it creates a positive or negative 

perception toward the message, or program being advertised.  

Neurological research states visuals may be processed unconsciously in order 

to form behaviors, or basis of future action (Smith et al., 2005), suggesting the 

peripheral route will be utilized when viewing just the photographs in recruitment 

materials and rely on heuristic shortcuts and emotional appeals. However, if students 

have an extensive background or opinions on what is perceived in the photographs, or 

if they feel it is central to the true values of the program, the photograph could be 

processed centrally. 

The conceptual framework for this study starts with the independent variable 

of students’ background in agriculture. The institution’s communication efforts with 

the prospective students in the form of recruitment materials as described in 

Chapman’s (1981) Model of Student College Choice, and more specifically, the 

photographs used within the recruitment materials are viewed by prospective students 

of each background type. If the photograph is agriculturally related, or a CASNR 

photograph, and is viewed by a prospective student with an agricultural background, 

they are more likely to pull from past experiences as Gregory (1970), Domassio 

(1999), and Barry (2002) state and are more likely to process the image centrally and 

have a stronger emotional response and attitude than students with a non-agricultural 

background. Likewise, those with a non-agricultural background viewing an 

agriculturally related photograph are more likely to process it peripherally and base 

their perception on positive or negative heuristic shortcuts based on Petty & 
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Cacioppo’s (1986) ELM model since they have less involvement with the photograph. 

This will lead to a stronger, positive perception among students with an agricultural 

background toward agricultural recruitment photographs than students with a non-

agricultural background. 

Similarly, students with an agricultural background will have a higher 

preference for agriculturally related photographs than students with non-agricultural 

backgrounds when asked to rank which image would encourage them most to enroll to 

an agricultural program because of their past knowledge and experiences with 

agricultural related endeavors and activities. If students have a positive perception of a 

specific image, they are more likely to have a higher preference for that same image 

and rank it higher. Students with a non-agricultural background would be more likely 

to rank non-agricultural related images higher since they have no prior knowledge or 

experience with agricultural endeavors and activities. A visual for the conceptual 

framework can be seen in Figure 2.3 below. 
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Figure 2. 3 Conceptual Framework developed by researchers based on concepts from Chapman’s (1981) Model of Student 
College Choice, Gregory’s (1970) Top-Down Processing Theory of Perception, Domassio (1999), Barry (2002), and the 
Elaboration Likelihood Model of Persuasion (Petty & Cacioppo, 1986). 



Texas Tech University, Adrian Smith, August 2019 

44 

CHAPTER III 

III. METHODOLOGY 

Overview 

This study sought to identify students’ perceptions of university recruitment 

photographs to determine if there is a difference in perception between students with 

agricultural backgrounds and students with non-agricultural backgrounds.  In addition, 

this study identified student preference of which photograph would most encourage 

them to enroll in CASNR. The results from this study will help in the design of more 

efficient recruitment materials with appealing and effective photographs for the 

College of Agricultural Sciences and Natural Resources at Texas Tech University and 

potentially increase enrollment. The following research questions guided this study:  

RQ1: Is there a statistically significant difference between student perceptions 

toward various recruitment photographs based on if they have an agricultural 

or non-agricultural background? 

RQ2: Is there a difference in photograph preference between students with 

agricultural and non-agricultural backgrounds?  

This chapter will describe the research design, population and sample, 

instrumentation, and data collection as well as describe the procedures and methods 

utilized for sampling, developing the instrument, and data collection.  

Research Design 

A quantitative study design was used for this study. There was one 

independent variable, student background, with two groups, students with a non-
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agricultural backgrounds and students with an agricultural background. The dependent 

variables were the student perceptions of the photographs and preference. Participants 

took an online Qualtrics survey in order to understand their perceptions toward eight 

university recruitment photos and photograph preference that would most likely 

encourage them to enroll in an agricultural program, specifically CASNR.  

Population and Sample 

The sample population for this study consisted of first-year students, age 18 to 

19 years old, attending Texas Tech University from Fall 2018 to May 2019. According 

to the TTU Institutional Research (2018) Fact Book, there was 6,171 first-year 

students enrolled from high school to TTU out of a total of 31,957 undergraduates. In 

CASNR, there were 420 first-year students enrolled out of 2,075 total undergraduates 

in the college (Texas Tech University Institutional Research, 2018).  

Table 3.1 illustrates the demographics of all first-year students enrolled from 

high school in Fall of 2018 at TTU according to the TTU Institutional Research (2018) 

Fact Book. Of the 6,171 first-year students, the male-to-female ratio was almost equal, 

with 3,083 (50%) males, and 3,082 (49.9%) females. It should be noted that six (.1%) 

students were not reported for gender. While the students were ethnically diverse, the 

majority of the students were White (53.3%, n = 3,291;) or Hispanic (33.4%, n = 

2060). Additionally, 6.3% (n = 387) were African American or Black, .2% (n = 11) 

were American Indian, 2.7% (n = 167) were Asian, 2.5% (n = 154) identified as being 

multiple races, 1.2% (n = 74) were non-resident alien, and .4% (n = 27) were unknown 

or not documented (Texas Tech University Institutional Research, 2018).  
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Table 3. 1 Demographics of First Year Students Enrolled at TTU from High School Fall of 2018 (N = 6,171) 

Demographics of First Year Students Enrolled at TTU from High School Fall of 
2018 
(N = 6,171) 

Characteristics    n       % 

Gender   

Male 3,083 50.0 

Female 3,082 49.9 

Not reported 6 .1 

Ethnicity   

African American or Black 387 6.3 

American Indian 11 .2 

Asian 167 2.7 

Hispanic 2,060 33.4 

Multiple Races 154 2.5 

Non-resident alien 74 1.2 

Unknown  27 .4 

White       3,291 53.3 
 

Additionally, Table 3.2 illustrates the demographics of first-year students 

enrolled in CASNR from high school in Fall of 2018. From the total first-year student 
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population (N = 6,171), 420 (N = 420) were enrolled in CASNR (6.8%). Of this 

population, 38.1% (n  = 160) were males and 61.9% (n = 260) were females. This 

population of students is split among six different departments within the college: The 

Department of Agricultural & Applied Economics had 88 (21.0%) students, The 

Department of Animal & Food Sciences, which had the largest population of students 

at 229 (54.5%), The Department of Agricultural Education & Communications had 41 

(9.8%) students, The Department of Landscape Architecture had 9 (2.1%) students, 

The Department of Natural Resources Management had 44 (10.5%) students, and The 

Department of Plant & Soil Sciences had 9 (2.1%) students (Texas Tech University 

Institutional Research, 2018).  
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Table 3. 2 Demographics of First Year Students Enrolled in CASNR from High School Fall of 2018  (N = 420) 

Demographics of First Year Students Enrolled in CASNR from High School Fall of 
2018  

(N = 420) 

Characteristic n % 

Gender   

Male 160 38.1 

Female 260 61.9 

Department Enrolled   

Agricultural & Applied Economics 88 21.0 

Animal & Food Sciences 229 54.5 

Agricultural Education & 

Communications 

41 9.8 

Landscape Architecture 9 2.1 

Natural Resources Management 44 10.5 

Plant & Soil Sciences 9 2.1 
 

Participant Demographics 

For this study, the definition of students with a non-agricultural background 

was adopted from Setterbo et al. (2017) on atypical student recruitment into 

agricultural colleges. They were described as: over the age of 18, never have 

participated in or was a member of 4-H or FFA, participant never took an agricultural 

or natural resources education course in high school, and participants’ parents or 
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grandparents were never dependent on an income from production agriculture and 

natural resources. 

Likewise, the definition of students with an agricultural background, was 

described as: over the age of 18, participated in or was a member of 4-H or FFA,  

participant took an agricultural or natural resources education course in high school, 

and participants’ parents or grandparents are dependent, or were at some point, on an 

income from production agriculture and/or natural resources. 

If any of the questions regarding agricultural background, which are listed 

under instrumentation, were answered by participants as “yes,” they were categorized 

as having an agricultural background due to being exposed to the agricultural industry 

in some way. Only those who answered “no” to all questions were categorized as 

having a non-agricultural background.There was a total of 354 survey responses. 

However, only 117 of these responses were from first-year students enrolled from high 

school to TTU in Fall of 2018. Based on the number of participants in the SONA 

participant pool, according to Krejcie & Morgan (1970), the goal sample population 

was 214, showing a 54.7% response rate of the usable responses from the sample 

population.  

Participant demographics are shown in Table 3.3 below. In this study, 28.2% 

were male (n = 33) and 71.8% were female (n = 84). The vast majority of participants 

were white, accounting for 75.2% (n = 88), followed by 9.4% Hispanic or Latino (n = 

11), 9.4% Black or African American (n = 11), 5.1% Asian (n = 6), and .9% Native 

Hawaiian or Pacific Islander (n = 1). of Participants 
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Table 3. 3 Demographics Characteristics Demographics Characteristics of Participants (N = 117) 

Demographics Characteristics of Participants (N = 117) 

Characteristic n % 

Gender   

Male 33 28.2 

Female 84 71.8 

Ethnicity   

Asian 6 5.1 

Black or African American 11 9.4 

Hispanic or Latino 11 9.4 

Native Hawaiian or Pacific Islander 1 .9 

White 88 75.2 
 

Those with agricultural and non-agricultural backgrounds were similar with 

48.7% having an agricultural background (n = 57) and 51.3% having a non-

agricultural background (n = 60) according to the agricultural background questions 

shown in Table 3.4. Despite these numbers being almost equal, only 25.6% of 

participants had a major within TTU CASNR (n = 30), and 74.4% had majors outside 

of TTU CASNR (n = 87). Individually, demographics for each agricultural 

background question go as follows. For the questions, “Did you grow up on a farm or 

ranch?” 21.4% reported “yes” (n = 25), and 78.6% reported “no” (n = 92). When 

asked, “Do your parents or grandparents depend on, or have been dependent on, an 
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income from production agriculture and/or natural resources?” 28.2% reported “yes” 

(n = 33), and 71.8% reported “no” (n = 84). When asked, “Did you ever take an 

agricultural or natural resources class in high school?” 35.9% reported “yes” (n = 42), 

and 64.1% reported “no” (n = 75). When asked, “Were you ever a member and/or 

participant in 4-H or FFA in high school?” 32.5% reported “yes” (n = 38), and 67.5% 

reported “no” (n = 79).  
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Table 3. 4 Agricultural and Non-Agricultural Background of Participants (N = 117) 

Agricultural and Non-Agricultural Background of Participants (N = 117) 

Characteristic n % 

Background   

Agricultural 57 48.7 

Non-agricultural 60 51.3 

College enrolled   

TTU CASNR 30 25.6 

TTU Other 87 74.4 

Did you grow up on a farm or ranch?   

Yes 25 21.4 

No 92 78.6 

Do your parents or grandparents dependent 
on an income from agriculture or natural 
resources? 

  

Yes 33 28.2 

No 84 71.8 

Did you ever take an agricultural or natural 
resources class in high school? 

  

Yes 42 35.9 

No 75 64.1 
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Table 3.4 Continued 

Characteristic n % 

Were you ever a member and/or participant 
in 4-H or FFA in high school? 

  

Yes 38 32.5 

No 79 67.5 
 

Instrumentation 

The instrumentation developed for this study was a 69-item online survey 

created through Qualtrics. Some questions were adapted from past research, while 

others were created by the researchers. Participants answered questions after looking 

at a photograph in a series of eight images to gain information on their perceptions to 

each. Participants were then asked to rank the photographs in order of which would 

encourage them to enroll in CASNR from one to eight with one being the most likely 

to encourage them and eight being the least likely to encourage them. Questions 

regarding their agricultural background and demographics were answered at the end.  

Photograph Selection 

Images used in this study were selected from previously captured images for 

marketing purposes in both the College of Agricultural Sciences and Natural 

Resources as well as Texas Tech University. By using previously captured images, 

researcher bias was reduced and results may potentially help CASNR use their 

existing images in the most beneficial way for recruiting prospective students. There 

were two different images selected for each of the four categories to capture different 
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perspectives of Texas Tech and different sectors within agriculture and natural 

resources. Categories were selected based on Klassen (2000) content analysis findings 

from images used within college and university viewbooks. The categories included 

the top four most frequently seen images among small and large institutions out of a 

total of 1,401 images. These categories include: Buildings/Campus, Student Profile, 

Socializing, and Teacher working one-on-one or in Small Groups with Students.  

In each category, a “generic” TTU image was selected along with a CASNR 

image. All images were presented in full color, and followed the Rule of Thirds to 

ensure consistency in composition. There were no filters or dramatic edits to any of 

the photographs to alter them. The Rule of Thirds is a composition tool which 

suggests that in order to get an interesting photograph, the photographer must line up 

their subject along one of the three vertical and/or horizontal lines on either the left or 

right side (Johnson, 2013).  

A group of photographs were first selected by the researcher that best 

represented each category. The TTU images were selected from the TTU marketing 

image database and Dropbox folder with permission from the Texas Tech University 

Director of Marketing. The CASNR images were selected from the CASNR photo 

database in the Dr. Bill Bennett Student Success Center with permission from the 

College Recruiter. All photos were selected with the four specified categories in mind 

based on Klassen (2000) findings, and were previously photographed to be used in 

print and online marketing materials for TTU and CASNR. From there, the researcher 
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and committee went back through the images and selected the best representative 

photograph for each category, resulting in eight images total.  

A manipulation check was conducted via Qualtrics to assure the images 

selected for each category matched as suggested by Thorsen, Whicks, and Leshner 

(2012). A panel of experts from TTU CASNR and the College of Media and 

Communication (CoMC) was used to assess and match each photograph with the 

category name they perceived to best represent the photograph. The panel of experts 

consisted of the CASNR College Recruiter, the CASNR Student Recruiter, the CoMC 

College Recruiter, the CASNR Professor and Associate Dean for Academic and 

Student Programs, the CoMC Associate Professor of Practice and Assistant Dean for 

Curriculum and Instruction, and a CASNR Agricultural Communications Instructor. 

These individuals were selected based on their expertise and experience of creating 

and distributing college recruitment materials and working with prospective students. 

A CoMC professor and CASNR instructor were also selected based on their expertise 

and instruction in photography. The first two manipulation checks revealed that a few 

of the photos in the “Socialization” and “Teachers Working with Students” categories 

were not clearly matched to the appropriate category. New photographs were selected 

for these categories, and a third manipulation test was run, revealing a 100% matching 

response.  

The following categories identified by Klassen (2000) and selected images 

post manipulation check are listed in Table 3.5. The first image listed represents the 

TTU photograph and the second is the CASNR photograph.  
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Table 3. 5 Photograph Categories and Selections 

Photograph Categories and Selections 

Category TTU CASNR 

Building/Campus: 

Images displayed iconic 
TTU and CASNR 
landmarks 

TTU Seal at Night Sitting Bulls outside of 
Animal Sciences building 

Socializing:  

Images displayed 
students interacting on 
campus 

Students talking outside 
of Chemistry building 

Students playing cornhole 
at a CASNR event 

Teachers working one-on-
one with students: 
 

Images displayed 
teachers and students 
engaging in field-based 
or hands-on practices 
taught in the field of 
study. 

 

Professor assisting 
students in lab setting 

Landscape Architecture 
professor helping student 

Student profile:  

Images displays a posed 
photo of a student smiling 
at the camera. 

Rawls College of 
Business students 

 
Natural Resource 

Management student with 
drone 

 

Survey  

An eligibility, or screening, question was first asked before participants 

reviewed the information and consent prior to beginning the study. This question 

asked, “ Did you enroll from high school to Texas Tech University in the Fall of 
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2018?” If participants answered “yes,” the study would continue to the information 

and consent section. If they answered “no,” the survey would end. Once the survey 

began, participants answered three sections of questions to gauge perceptions, 

preference, background information, and demographics. Each question had to be 

answered before going on to the next section. 

Semantic Differential Scale. The first section utilized a six-item, seven-point 

semantic differential scale to measure perceptions toward each photograph. The 

semantic differential scale is designed by using polar adjectives on a scale from one to 

seven where participants slide a bar in between either end of the adjective and its 

antonym. It has been used by many researchers to measure attitudes (Brinton, 1961). 

Originally a five-scale item, the scale was developed through prior research to 

determine attitude toward advertisements and is based on the prior work of many 

researchers (Gardner, 1985; Lutz, MacKenzie & Belch, 1983; MacKenzie, Lutz & 

Belch, 1986; Mitchell & Olson, 1981; Phelps & Thorson, 1991). The six items used in 

the scale included: unfavorable-favorable, with one being “unfavorable” and seven 

being “favorable”; boring-interesting, with one being “boring” and seven being 

“interesting”; dislike very much-like very much, with one being “dislike very much” 

and seven being “like very much”; irritating-not irritating, with one being “irritating” 

and seven being “not irritating”; does not hold attention-holds attention, with one 

being “does not hold attention” and seven being “holds attention”; not important-

important, with one being “not important” and seven being “important.” It should be 

noted that the sixth item, not important-important, was added after the pilot study was 
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conducted. The researchers felt it would be beneficial to the study to gauge the 

importance of each image from students’ perspective. The same questions were 

answered for each of the eight photographs.  

Rank Order. The second section used a rank order question and asked 

participants to rank the images in order from one to eight of which photograph would 

encourage them the most to enroll in CASNR, with one being the most likely to 

encourage them to enroll and eight being the least likely to encourage them to enroll. 

This was utilized to understand if image preference differed among participants with 

different backgrounds in agriculture. The photographs previously viewed were labeled 

“image #1” through “image #8” using a thumbnail image, and participants used a drag 

and drop method to put them in order of preference.  

Agricultural background and demographics. The third section asked 

questions regarding participants’ agricultural background and demographics. To 

determine agricultural background, participants were asked to answer the following 

questions with a “yes” or “no” answer:  “Did you grow up on a farm or ranch?,” “Do 

your parents or grandparents depend on, or have been dependent on, an income from 

production agriculture and/or natural resources?,” “Did you ever take an agricultural 

or natural resources class in high school?,” and “Were you ever a member and/or 

participant in 4-H or FFA in high school?” 

If any of these questions were answered as “yes,” the participant was labelled 

as  having an agricultural background since they had at least some exposure or 

experience to the agricultural industry.  
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For demographics, participants were asked to identify their college major, 

gender, age, the high school they graduated from, ethnicity, and college classification 

by year enrolled. 

Reliability and Validity 

In addition to the manipulation check on the photographs, committee members 

viewed the instrument to assure validity and provided feedback and insights. A pilot 

test was conducted via Qualtrics over five days to establish reliability, resulting in 31 

responses from graduate students in the Department of Agricultural Education and 

Communications and undergraduate student assistants in the CASNR Dean’s Office. 

Reliability for the semantic differential scale was established using Cronbach’s alpha 

values in SPSS and indicated a .958. Additional recommendations and feedback were 

given by participants in the pilot study, and changes were made to the instrument 

accordingly. The main area of change was with the rank order question. Prior to the 

pilot study, participants were asked to drag the image name (image #1, image #2, etc.) 

in order from one to eight. Participants stated they were confused at first and thought 

the photos needed to be dragged to each number. After the pilot study, the rank order 

was changed to provide thumbnail images by the image name to make the process 

more clear.  

There was not a specified test to run in SPSS to measure reliability for the rank 

order question. Vannette (2015) said it can be expected to have reasonably reliable 

rankings for the top three and bottom three items. It must be noted, however, that 

middle rankings are more unreliable. In addition, it is recommended to only have six 
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to 10 items within ranking questions (Vannette, 2015). The ranking order for this 

study had eight items, so items four and five should not be expected to hold a strong 

reliability.  

Data Collection 

Participants voluntarily signed up to participate in this study through the TTU 

College of Media and Communication’s SONA System within the college’s Center for 

Communications Research (CCR). Convenience sampling was utilized to recruit 

participants since the SONA system is a pool where students are able to sign up to 

volunteer their time in research studies on campus in return for course credit for their 

participation. All participants in the pool were over 18 years of age, and all policies 

and procedures were followed accordingly.  

The CoMC SONA pool consisted of 1,292 undergraduate students from the 

CoMC, Agricultural Communications majors from CASNR, and Human Development 

and Family Studies majors from the College of Human Sciences (K. McCravey, 

personal communication, March 27, 2019). There was approximately 480 first year 

students within the 1,292 undergraduates in the CoMC SONA participant pool (Texas 

Tech University Institutional Research, 2018). Based on the total number of 

undergraduates in the SONA participant pool, the desired sample population was 214 

(Krejcie & Morgan, 1970).  

The survey opened through SONA on March 5, 2019. After the survey was 

open for two weeks, there were only 26 usable responses out of 70 total responses 

from the SONA participant pool. This low response rate was partially due to the 
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eligibility requirement of needing responses from first year students who enrolled Fall 

2018 to TTU as well as the time frame of when it was open over Spring Break. In 

order to gain more usable responses, the study was extended, and a snowball sampling 

method, or chain referral sampling, was adopted. Snowball sampling is defined as the 

method of collecting responses through referrals among people who know of others 

who have the characteristics desired in the specified research (Waldorf, 1981). By 

using insider information to identify participants, it maximizes the opportunity to have 

a strong sample for the study (Kemper, Stringfield, & Teddlie, 2003). Information on 

the study, including the SONA study information and the direct link to the survey in 

Qualtrics, was distributed to the head of each department in CASNR, professors who 

taught introductory courses in CASNR and TTU, the new members of Kappa Alpha 

Theta sorority and BYX fraternity, CASNR student assistants, the CASNR learning 

community, and graduate teaching assistants who taught intro courses in CoMC. The 

survey closed at midnight on April 5, 2019.  

Data Analysis 

The collected data was exported from Qualtrics into IBM SPSS v. 24 for 

examination. Demographic data was reported using frequency values. To address 

research question one, which asked if there was a statistically significant difference 

between students’ perceptions toward different recruitment photographs based on if 

they had an agricultural or non-agricultural background, an independent samples t-test 

was used in order to compare means of image perceptions between the two 

independent groups of non-agricultural students and agricultural students. A Mann-
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Whitney U Test was used to address research question two, which asked is there a 

difference between students with agricultural and non-agricultural backgrounds on 

photograph preference that would most encourage one to enroll to TTU CASNR. A 

Mann-Whitney U test is a non-parametric test that is used to determine if there are 

differences between two groups on a continuous or ordinal variable. A non-parametric 

test is different than parametric tests in that the model structure is specified from the 

data instead of a priori (Nachar, 2008). Demographic data was reported using 

descriptive statistics and frequency values. The findings of this study will be discussed 

in the next chapter. 
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CHAPTER IV 

IV. RESULTS 

Overview 

The intent of this study was to examine students’ perceptions toward various 

university recruitment photographs to determine if there is a difference between 

students with an agricultural background and students with a non-agricultural 

background.  In addition, this study identified student preference of which photograph 

would most encourage them to enroll in to TTU CASNR.  

The research questions that guided this study were:  

RQ1: Is there a statistically significant difference between student perceptions 

toward various recruitment photographs based on if they have an agricultural 

or non-agricultural background? 

RQ2: Is there a difference in photograph preference between students with 

agricultural and non-agricultural backgrounds?  

This chapter will provide detailed insights to the findings of this study based 

on the research objectives above. 

RQ1: Photograph Perceptions Among Student Backgrounds 

 An independent samples t-test was run to determine if there were differences 

in first-year student perceptions toward eight university recruitment photographs 

between students with an agricultural background (n = 57) and students with a non-

agricultural background (n = 60). Cohen’s d was calculated for statistical significant 
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differences via Thalheimer and Cook (2002) shown in Appendix F. Results are shown 

in Table 4.1.  

Of the eight images used in this study, statistically significant differences 

between groups were only found in two images, the CASNR Building/Campus 

photograph and the CASNR Socializing photograph. The CASNR Socializing 

photograph (Figure 4.1) showed statistically significant findings on all six perception 

scales as shown in Table 4.1. Students with an agricultural background had 

statistically significant higher mean ratings for Favorability (M = 5.98, SD = 1.21) 

than students with a non-agricultural background (M = 4.96, SD = 1.55), t(115) = 3.96, 

p < .01. Cohen’s d effect side (d = .73) showed a medium effect (Thalheimer & Cook, 

2002). For Interest, students with an agricultural background had a statistically 

significant higher mean rating (M = 5.82, SD = 1.37) than students with a non-

agricultural background (M = 4.92, SD = 1.68), t(115) = 3.18, p < .01. The effect size 

(d = .59) for this analysis shows a medium effect (Thalheimer & Cook, 2002). For 

Likeability, students with an agricultural background had statistically significantly 

higher mean ratings (M = 5.76, SD = 1.28) than students with a non-agricultural 

background (M = 4.72, SD = 1.57), t(115) = 3.93, p < .01. Cohen’s d (d = .73) found a 

medium effect size (Thalheimer & Cook, 2002). Students with an agricultural 

background had statistically significantly higher mean ratings for Irritability (M = 

6.00, SD = 1.31) than students with a non-agricultural background (M = 5.25, SD = 

1.56), t(114) = 2.80, p = .01. There was a medium effect size (d = .52) for this analysis 

(Thalheimer & Cook, 2002). For Attention, students with an agricultural background 
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had a statistically significantly higher means rating (M = 5.62, SD = 1.39) than 

students with a non-agricultural background (M = 4.79, SD = 1.82), t(114) = 2.78, p = 

.01. Cohen’s d (d = .51) showed a medium effect (Thalheimer & Cook, 2002). Lastly, 

for Importance, students with an agricultural background had statistically significantly 

higher mean ratings (M = 5.43, SD = 1.41) than students with a non-agricultural 

background (M = 4.46, SD = 1.71), t(114) = 3.35, p < .01. The effect size for this 

analysis (d = .62) was found to show a medium effect (Thalheimer & Cook, 2002). 

These significant differences indicate that students with an agricultural background 

have a higher preference for photographs that showcase and socializing activities than 

students with a non-agricultural background.  

 

 
Figure 4. 1 CASNR Socializing photograph showing Students playing cornhole at a 
CASNR event. 

 
 



Texas Tech University, Adrian Smith, August 2019 

66 

Table 4. 1 Comparisons of First Year Student Perceptions Toward University Recruitment Photographs for CASNR Socializing photograph  (N = 117)  
 

Comparisons of First Year Student Perceptions Toward University Recruitment 
Photographs for CASNR Socializing photograph  (N = 117)  
 Ag 

Background  
(n = 57) 

Non-Ag 
Background 

(n = 60) 

    

Variable M SD M SD t df p Cohen’s 
d 

 
CASNR 
Socializing 

 

Favorability 5.98 1.21 4.96 1.55 3.96 115 <.01* .73 

Interest 5.82 1.37 4.92 1.68 3.18 115 <.01* .59 

Likeability 5.76 1.28 4.72 1.57 3.93 115 <.01* .73 

Irritation 6.00 1.31 5.25 1.56 2.80 114 .01* .52 

Attention 5.62 1.39 4.79 1.82 2.78 114 .01* .51 

Importance 5.43 1.41 4.46 1.71 3.35 114 <.00* .62 
Note: * Indicates Significance at the p ≤ .05 level 
Scale: Semantic Differential Scale from 1 to 7, with 1 being negatively associated, and 
7 being positively associated 

 

The CASNR Building/Campus photograph (Figure 4.2) showed statistically 

significant findings for two of the six perception scales as shown in Table 4.2. 

Students with an agricultural background had statistically significantly higher mean 

Favorability ratings (M = 5.85, SD = 1.19) than students with a non-agricultural 

background (M = 5.13, SD = 1.71), t(114) = 2.60, p = .01. Cohen’s d effect size (d = 

.49) showed a medium effect (Thalheimer & Cook, 2002). Students with an 

agricultural background had statistically significantly higher mean ratings for Interest 
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(M = 5.15, SD = 1.42) than students with a non-agricultural background (M = 4.57, SD 

= 1.68), t(114) = 2.01, p = .05. Cohen’s d (d = .37) found a small effect (Thalheimer & 

Cook, 2002). The remaining four perception scales for the CASNR Building/Campus 

photograph showed no statistically significant differences for Likeability between 

students with an agricultural background (M = 5.49, SD = 1.23) and students with a 

non-agricultural background (M = 5.04, SD = 1.61), t(114) = 1.72, p = .09; Irritation 

between students with an agricultural background (M = 5.93, SD = 1.32) and non-

agricultural background (M = 5.58, SD = 1.59), t(114) = 1.31, p = .19; Attention 

between students with an agricultural background (M = 4.67, SD = 1.52) and those 

with a non-agricultural background (M = 4.59, SD = 1.78), t(114) = 1.22, p = .23; and 

Importance among students with an agricultural background (M = 5.19, SD = 1.46) 

and those with a non-agricultural background (M = 4.64, SD = 1.67), t(112) = 1.88, p 

= .06. 

 

Figure 4. 2 CASNR Building/Campus photograph showing the Sitting Bulls outside of 
the Animal Sciences building.  



Texas Tech University, Adrian Smith, August 2019 

68 

Table 4. 2 Comparisons of First Year Student Perceptions Toward University Recruitment Photographs for CASNR Building/Campus  (N = 117) 

Comparisons of First Year Student Perceptions Toward University Recruitment 
Photographs for CASNR Building/Campus  (N = 117)  
 Ag 

Backgroun
d  

(n = 57) 

Non-Ag 
Background 

(n = 60) 

    

Variable M SD M SD t df p Cohen’s 
d 

 
CASNR 
Building/Campus 

 

Favorability 5.85 1.19 5.13 1.71 2.60 114 .01* .49 

Interest 5.15 1.42 4.57 1.68 2.01 114 .05* .37 

Likeability 5.49 1.23 5.04 1.61 1.72 114 .09  

Irritation 5.93 1.32 5.58 1.59 1.31 114 .19  

Attention 4.67 1.52 4.59 1.78 1.22 114 .23  

Importance 5.19 1.46 4.64 1.67 1.88 112 .06  
Note: * Indicates Significance at the p ≤ .05 level 
Scale: Semantic Differential Scale from 1 to 7, with 1 being negatively associated, and 
7 being positively associated 

 

For the TTU Building/Campus photograph (Figure 4.3), no significant 

statistical differences were found between students with agricultural backgrounds (M 

= 6.37, SD =.95) and students with non-agricultural backgrounds as shown in Table 

4.3 for Favorability (M = 6.23, SD = 1.04), t(115) = .79, p = 43; Interest among 

students with an agricultural background (M = 5.83, SD = 1.24) and those with a non-

agricultural background (M = 5.56, SD = 1.45), t(115) = 1.09, p = .43 ; Likeability 

among students with an agricultural background (M = 6.21, SD = 1.15) and those with 
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a non-agricultural background (M = 6.04, SD = 1.38), t(115) = .75, p = .45; Irritation 

among students with an agricultural background (M = 6.44, SD = 1.36) and those with 

a non-agricultural background (M = 6.21, SD = 1.54), t(115) = .83, p = .41; Attention 

among students with an agricultural background (M = 5.94, SD = 1.33) and those with 

a non-agricultural background (M = 5.54, SD = 1.33), t(115) = 1.50, p = .14; and 

Importance among students with an agricultural background (M = 5.73, SD =  1.28) 

and those with a non-agricultural background (M = 5.54, SD = 1.47), t(115) = .77, p = 

.44. 

 

Figure 4. 3 TTU Building/Campus photograph showing the TTU Seal at night. 
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Table 4. 3 Comparisons of First Year Student Perceptions Toward University Recruitment Photographs for TTU Building/Campus  (N = 117) 

 

Comparisons of First Year Student Perceptions Toward University Recruitment 
Photographs for TTU Building/Campus  (N = 117)  
 Ag 

Backgroun
d  

(n = 57) 

Non-Ag 
Background 

(n = 60) 

    

Variable M SD M SD t df p Cohen’s 
d 

 
TTU 
Building/Campus 

 

Favorability 6.37 .95 6.23 1.04 .79 115 .43  

Interest 5.83 1.24 5.56 1.45 1.09 115 .43  

Likeability 6.21 1.15 6.04 1.38 .75 115 .45  

Irritation 6.44 1.36 6.21 1.54 .83 115 .41  

Attention 5.94 1.33 5.54 1.52 1.50 115 .14  

Importance 5.73 1.28 5.54 1.47 .77 115 .44  
Note: * Indicates Significance at the p ≤ .05 level 
Scale: Semantic Differential Scale from 1 to 7, with 1 being negatively associated, and 
7 being positively associated 

 

No significant statistical differences were found for the TTU Socializing 

photograph (Figure 4.4) between students with agricultural backgrounds (M = 4.25, 

SD = 1.69) and students with non-agricultural backgrounds as shown in Table 4.4 for 

Favorability (M = 4.20, SD = 1.73), t(115) = .16, p = .88; Interest among students with 

an agricultural background (M = 3.42, SD = 1.56) and those with a non-agricultural 

background (M =3.33, SD = 1.70), t(115) = .42, p = .68; Likeability among students 
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with an agricultural background (M = 4.07, SD = 1.27) and those with a non-

agricultural background (M = 3.84, SD = 1.33), t(115) = .97, p = .34; Irritation among 

students with an agricultural background (M = 4.86, SD = 1.72) and those with a non-

agricultural background (M = 4.60, SD = 1.90), t(115) = .76, p = .45; Attention among 

students with an agricultural background (M = 2.94, SD = 1.56) and those with a non-

agricultural background (M = 3.13, SD = 1.80), t(113) = -.58, p = .56; and Importance 

among students with an agricultural background (M = 3.42, SD = 1.65) and those with 

a non-agricultural background (M = 3.52, SD = 1.81), t(114) = -.31, p = .76. 

 

Figure 4. 4 TTU Socializing photograph showing students talking outside of 
Chemistry building. 
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Table 4. 4 Comparisons of First Year Student Perceptions Toward University Recruitment Photographs for TTU Socializing  (N = 117)  
 

Comparisons of First Year Student Perceptions Toward University Recruitment 
Photographs for TTU Socializing  (N = 117)  
 Ag 

Backgroun
d  

(n = 57) 

Non-Ag 
Background 

(n = 60) 

    

Variable M SD M SD t df p Cohen’s 
d 

 
TTU Socializing 

 

Favorability 4.25 1.69 4.20 1.73 .16 115 .88  

Interest 3.42 1.56 3.33 1.70 .42 115 .68  

Likeability 4.07 1.27 3.84 1.33 .97 115 .34  

Irritation 4.86 1.72 4.60 1.90 .76 115 .45  

Attention 2.94 1.56 3.13 1.80 -.58 113 .56  

Importance 3.42 1.65 3.52 1.81 -.31 114 .76  
Note: * Indicates Significance at the p ≤ .05 level 
Scale: Semantic Differential Scale from 1 to 7, with 1 being negatively associated, and 
7 being positively associated 

 

The TTU Teacher/Student photograph (Figure 4.5) found no significant 

statistical differences between students with agricultural backgrounds (M = 5.10, SD = 

1.38) and students with non-agricultural backgrounds as shown in Table 4.5 for 

Favorability (M = 5.13, SD = 1.40), t(115) = -.10, p = .92; Interest among students 

with an agricultural background (M = 5.00, SD = 1.58) and those with a non-

agricultural background (M = 5.02, SD = 1.58), t(115) = 1.09, p = .43 ; Likeability 

among students with an agricultural background (M = 4.62, SD = 1.41) and those with 
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a non-agricultural background (M = 4.93, SD = 1.36), t(114) = -1.19, p = .24; Irritation 

among students with an agricultural background (M = 5.63, SD = 1.36) and those with 

a non-agricultural background (M = 5.45, SD = 1.64), t(115) = .63, p = .53; Attention 

among students with an agricultural background (M = 4.69, SD = 1.69) and those with 

a non-agricultural background (M = 4.76, SD = 1.62), t(114) = -.22, p = .83; and 

Importance among students with an agricultural background (M = 4.80, SD = 1.81) 

and those with a non-agricultural background (M = 5.28, SD = 1.58), t(115) = -1.56, p 

= .12. 

 

Figure 4. 5 TTU Teacher working with Student showing a professor assisting students 
in lab setting. 
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Table 4. 5 Comparisons of First Year Student Perceptions Toward University Recruitment Photographs for TTU Teacher/Student  (N = 117)  
 

Comparisons of First Year Student Perceptions Toward University Recruitment 
Photographs for TTU Teacher/Student  (N = 117)  
 Ag 

Background  
(n = 57) 

Non-Ag 
Background 

(n = 60) 

    

Variable M SD M SD t df p Cohen’s 
d 

 
TTU 
Teacher/Student 

 

Favorability 5.10 1.38 5.13 1.40 -.10 115 .92  

Interest 5.00 1.58 5.02 1.58 -.06 114 .96  

Likeability 4.62 1.41 4.93 1.36 -1.19 114 .24  

Irritation 5.63 1.36 5.45 1.64 .63 115 .53  

Attention 4.69 1.69 4.76 1.62 -.22 114 .83  

Importance 4.80 1.81 5.28 1.58 -1.56 115 .12  
Note: * Indicates Significance at the p ≤ .05 level 
Scale: Semantic Differential Scale from 1 to 7, with 1 being negatively associated, and 
7 being positively associated 

 

For the TTU Student Profile photograph (Figure 4.6), no statistical differences 

were found between students with agricultural backgrounds (M = 4.97, SD = 1.56) and 

students with non-agricultural backgrounds as shown in Table 4.6 for Favorability (M 

= 4.92, SD = 1.84), t(114) = .15, p = .88; Interest among students with an agricultural 

background (M = 4.12, SD = 1.67) and those with a non-agricultural background (M = 

4.37, SD = 1.84), t(113) = -.75, p = .46; Likeability among students with an 

agricultural background (M = 4.65, SD = 1.35) and those with a non-agricultural 
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background (M = 4.83, SD = 1.61), t(113) = -.65, p = .52; Irritation among students 

with an agricultural background (M = 5.26, SD = 1.63) and those with a non-

agricultural background (M = 5.43, SD = 1.66), t(114) = -.53, p = .60; Attention 

among students with an agricultural background (M = 4.10, SD = 1.77) and those with 

a non-agricultural background (M = 4.38, SD = 1.85), t(113) = -.84, p = .41; and 

Importance among students with an agricultural background (M = 4.55, SD = 1.59) 

and those with a non-agricultural background (M = 4.79, SD = 1.82), t(114) = -.75, p = 

.45. 

 

Figure 4. 6 TTU Student Profile showing Rawls College of Business students.  
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Table 4. 6 Comparisons of First Year Student Perceptions Toward University Recruitment Photographs for TTU Student Profile  (N = 117)  

 

Comparisons of First Year Student Perceptions Toward University Recruitment 
Photographs for TTU Student Profile  (N = 117)  
 Ag 

Background  
(n = 57) 

Non-Ag 
Background 

(n = 60) 

    

Variable M SD M SD t df p Cohen’s 
d 

 
TTU Student Profile 

 

Favorability 4.97 1.56 4.92 1.84 .15 114 .88  

Interest 4.12 1.67 4.37 1.84 -.75 113 .46  

Likeability 4.65 1.35 4.83 1.61 -.65 113 .52  

Irritation 5.26 1.63 5.43 1.66 -.53 114 .60  

Attention 4.10 1.77 4.38 1.85 -.84 113 .41  

Importance 4.55 1.59 4.79 1.82 -.75 114 .45  
Note: * Indicates Significance at the p ≤ .05 level 
Scale: Semantic Differential Scale from 1 to 7, with 1 being negatively associated, and 
7 being positively associated 

 

Table 4.7 shows no significant statistical differences found for the CASNR 

Teacher/Student photograph (Figure 4.7) between students with agricultural 

backgrounds (M = 5.01, SD = 1.52) and students with non-agricultural backgrounds 

for Favorability (M = 5.00, SD = 1.56), t(114) = .04, p = .97; Interest among students 

with an agricultural background (M = 4.62, SD = 1.64) and those with a non-

agricultural background (M = 4.54, SD = 1.57), t(114) = .26, p = .79 ; Likeability 

among students with an agricultural background (M = 4.77, SD = 1.50) and those with 
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a non-agricultural background (M = 4.68, SD = 1.47), t(114) = .31, p = .76; Irritation 

among students with an agricultural background (M = 5.23, SD = 1.53) and those with 

a non-agricultural background (M = 5.15, SD = 1.70), t(114) = .25, p = .81; Attention 

among students with an agricultural background (M = 4.49, SD = 1.62) and those with 

a non-agricultural background (M = 4.42, SD = 1.57), t(113) = .21, p = .83; and 

Importance among students with an agricultural background (M = 4.82, SD = 1.50) 

and those with a non-agricultural background (M = 4.87, SD = 1.60), t(113) = -.18, p = 

.86. 

 

Figure 4. 7 CASNR Teacher working with student showing a Landscape Architecture 
professor helping student. 
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Table 4. 7 Comparisons of First Year Student Perceptions Toward University Recruitment Photographs for CASNR Teacher/Student (N = 117)  

 

Comparisons of First Year Student Perceptions Toward University Recruitment 
Photographs for CASNR Teacher/Student (N = 117)  
 Ag 

Background  
(n = 57) 

Non-Ag 
Background 

(n = 60) 

    

Variable M SD M SD t df p Cohen’s 
d 

 
CASNR 
Teacher/Student  

 

Favorability 5.01 1.52 5.00 1.56 .04 114 .97  

Interest 4.62 1.64 4.54 1.57 .26 114 .79  

Likeability 4.77 1.50 4.68 1.47 .31 114 .76  

Irritation 5.23 1.53 5.15 1.70 .25 114 .81  

Attention 4.49 1.62 4.42 1.57 .21 113 .83  

Importance 4.82 1.50 4.87 1.60 -.18 113 .86  
Note: * Indicates Significance at the p ≤ .05 level 
Scale: Semantic Differential Scale from 1 to 7, with 1 being negatively associated, and 
7 being positively associated 

 

Table 4.8 shows there was no significant statistical differences found for the 

CASNR Student Profile photograph (Figure 4.8) between students with agricultural 

backgrounds (M = 5.20, SD = 1.44) and students with non-agricultural backgrounds 

for Favorability (M = 4.96, SD = 1.77), t(112) = .74, p = .46; Interest among students 

with an agricultural background (M = 5.21, SD = 1.31) and those with a non-

agricultural background (M = 4.91, SD = 1.95), t(112) = .97, p = .33 ; Likeability 

among students with an agricultural background (M = 5.10, SD = 1.23) and those with 
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a non-agricultural background (M = 4.75, SD = 1.56), t(112) = 1.32, p = .19; Irritation 

among students with an agricultural background (M = 5.38, SD = 1.45) and those with 

a non-agricultural background (M = 5.32, SD = 1.72), t(113) = .20, p = .84; Attention 

among students with an agricultural background (M = 5.11, SD = 1.31) and those with 

a non-agricultural background (M = 4.76, SD = 1.84), t(112) = 1.14, p = .26; and 

Importance among students with an agricultural background (M = 4.89, SD = 1.43) 

and those with a non-agricultural background (M = 4.66, SD = 1.81), t(113) = .76, p = 

.45. 

 

Figure 4. 8 CASNR Student Profile showing a Natural Resource Management student 
with drone. 
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Table 4. 8 Comparisons of First Year Student Perceptions Toward University Recruitment Photographs for CASNR Student Profile (N = 117)  

 

Comparisons of First Year Student Perceptions Toward University Recruitment 
Photographs for CASNR Student Profile (N = 117)  
 Ag 

Background  
(n = 57) 

Non-Ag 
Background 

(n = 60) 

    

Variable M SD M SD t df p Cohen’s 
d 

 
CASNR  
Student Profile 

 

Favorability 5.20 1.44 4.96 1.77 .74 112 .46  

Interest 5.21 1.31 4.91 1.95 .97 112 .33  

Likeability 5.10 1.23 4.75 1.56 1.32 112 .19  

Irritation 5.38 1.45 5.32 1.72 .20 113 .84  

Attention 5.11 1.31 4.76 1.84 1.14 112 .26  

Importance 4.89 1.43 4.66 1.81 .76 113 .45  
Note: * Indicates Significance at the p ≤ .05 level 
Scale: Semantic Differential Scale from 1 to 7, with 1 being negatively associated, and 
7 being positively associated 
 

RQ2: Photograph Preference Among Student Backgrounds 

 Objective two aimed to identify which photograph would most encourage 

students of each background to enroll in to TTU CASNR. A nonparametric Mann-

Whitney U-test was run to determine if there were differences in photograph 

preference between students with an agricultural background and students with a non-

agricultural background. Results are shown in Table 4.2. 
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For the CASNR Socializing photograph, there was a statistically significantly 

difference between students with an agricultural background and students with a non-

agricultural background. Distributions of the rank scores for students with an 

agricultural background and students with a non-agricultural background were not 

similar, as assessed by visual inspection (Appendix G). The rank scores were 

statistically significantly higher in student with an agricultural background (Mdn = 

3.00) than in those with non-agricultural backgrounds (Mdn = 5.00), U = 1154, z = -

3.07, p = .002.  

Median rank scores were not statistically significantly different between 

students’ backgrounds for seven of the eight images used in this study and 

distributions of the rank scores for agricultural and non-agricultural backgrounds were 

similar, as assessed by visual inspection: TTU Campus Building, ag (Mdn = 1.00), 

non-ag (Mdn = 1.00), U = 1606.50, z = -.79, p = .43; TTU Socializing, ag (Mdn = 

6.00), non-ag (Mdn = 5.00), U = 1515, z = -1.08, p = .28; TTU Teacher/Student, ag 

(Mdn = 4.00), non-ag (Mdn = 4.00), U = 1499.50, z = -1.16, p = .25, TTU Student 

Profile, ag (Mdn = 5.00), non-ag (Mdn = 4.00), U = 1534, z = -.97, p = .33; CASNR 

Building/Campus, ag (Mdn = 4.00), non-ag (Mdn = 4.00), U = 1619, z = -.50, p = .62; 

CASNR Teacher/Student, ag (Mdn = 6.00), non-ag (Mdn = 6.00), U = 1577.50, z = -

.74, p = .46; and CASNR Student Profile, ag (Mdn = 6.00), non-ag (Mdn = 6.00), U = 

1593.50, z = -.65, p = .52. Based on these findings, the researches retain the null 

hypothesis.  
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Table 4. 9Comparisons of First Year Student Rank Order Scores Toward University Recruitment Photographs Using a Mann-Whitney U-test (N = 117)  
 

Comparisons of First Year Student Rank Order Scores of Preference Toward University 
 Recruitment Photographs Using a Mann-Whitney U-test (N = 117)  
 Ag 

Background  
(n = 57) 

Non-Ag 
Background 

(n = 60) 

   

Variable Mdn Mdn U z p 

TTU Building/Campus 

TTU Socializing 

TTU Teacher/Student 

TTU Student Profile 

CASNR Building/Campus 

CASNR Socializing 

CASNR Teacher/Student 

CASNR Student Profile 

1.00 

6.00 

4.00 

5.00 

4.00 

3.00 

6.00 

6.00 

1.00 

5.00 

4.00 

4.00 

4.00 

5.00 

6.00 

6.00 

1606.50 

1515.00 

1499.00 

1534.00 

1619.00 

1154.00 

1577.50 

1593.50 

-.79 

-1.08 

-1.16 

-.97 

-.50 

-3.07 

-.74 

-.65 

.43 

.28 

.25 

.33 

.62 

<.01* 

.46 

.52 

Note: * Indicates Significance at the p ≤ .05 level  
Scale: Rank order from 1 to 8, with 1 having higher preference, and 8 having lower preference 
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CHAPTER V 

V. CONCLUSION, DISCUSSION AND RECOMMENDATIONS 

Overview 

The previous chapters provided background information and previous research 

on recruiting a new generation and the use of visual communications, a literature 

review of past research, an examination of the conceptual framework used to guide 

this study, and an overview of the methodology and results of the study. This chapter 

will discuss the conclusions based on the findings of this study. In addition, 

recommendations for practice and future research will be specified in order to give 

insight to TTU CASNR in using photographs for recruitment materials and benefit 

other academics interested in understanding students perspectives and preferences of 

recruitment photographs based on different agricultural backgrounds.   

The goal of this study was to examine students’ perceptions toward various 

university recruitment photographs to determine if there is a difference between 

students with an agricultural background and students with a non-agricultural 

background.  In addition, this study identified student preference of which photograph 

would most encourage them to enroll in to TTU CASNR.  

The research questions for this study were:  

RQ1: Is there a statistically significant difference between student perceptions 

toward various recruitment photographs based on if they have an agricultural 

or non-agricultural background? 
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RQ2: Is there a difference in photograph preference between students with 

agricultural and non-agricultural backgrounds?  

Conclusion and Discussion 

Past research has shown the number of college-level undergraduate students 

enrolled in agricultural programs has increased, however, the demand for students to 

enroll in agricultural programs remains. Future professionals in the agricultural 

workforce will need to come from a nontraditional population of individuals further 

removed from agriculture (Goeker, Smith, Fernandez, Ali, & Theller, 2015; Roser, 

2018; STEM, 2014).  With a new generation entering college who were brought up in 

the age of the internet and social media and primarily communicate in images 

(Seemiller & Grace, 2016; Levin, 2018), the importance of visuals within 

advertisements, online and print materials cannot be denied (Dewan, 2015; Bradea, 

2015). Because visuals, such as photographs, have the ability to change attitudes based 

on perceptions from emotion and prior experiences (Mitchell, 1986), this study sought 

to examine how students with different backgrounds in agriculture perceived various 

TTU and CASNR recruitment photographs as well as their photograph preference.  

The researchers aimed to determine how students perceived recruitment 

photographs based on if they had an agricultural or non-agricultural background and if 

there was a statistically significant difference between the two groups on various 

images using a six-item semantic differential scale. Findings suggest there were only 

statistically significant differences between students with an agricultural background 

and students with a non-agricultural background for the CASNR Socializing 
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photograph on all six perception scales, and the CASNR Building/Campus photograph 

on the favorability and interest scales. It was found that students with an agricultural 

background rated the perception scales higher than those with non-agricultural 

backgrounds. The CASNR Socializing photograph depicted students engaged in a 

game of cornhole at a CASNR event in the livestock arena of the Department of 

Animal and Food Sciences. The CASNR Building/Campus photograph depicted the 

two sitting bull statues outside of the Animal and Food Science building.  

Based on these statistically significant findings, it can be inferred that because 

these two photographs have components of agriculture, such as the bull statues, 

livestock arena, yard game often played at outdoor and agriculture events, and the 

attire of students, those with an agricultural background were able to better relate to 

the images and pull from past experiences and agricultural knowledge than those with 

no agricultural background. This finding is supported by Barry (2002) that states 

perception involves sensing information, using past experiences, and processing the 

information as well as findings from Joyner et al. (2018) that explains previous 

experiences and participant background impact how certain photographs are perceived 

and responded to emotionally. Joyner et al. (2018) closely relates to research 

conducted in this study due to the nature of the research on photographs on preference 

and perception among groups who hold different backgrounds. As implied by the 

results in the study, participants’ past experiences and prior knowledge had an impact 

on their emotional response to certain TTU and CASNR photographs and certain 

elements within the images. By understanding perceptions and emotional responses to 
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images used within recruitment materials among students with a non-agricultural 

background and agricultural background, results would benefit future recruitment 

marketing for both groups of prospective students. Students with agricultural 

backgrounds were able to view the image and relate to it more closely than non-

agricultural students by using past knowledge and experiences from their agricultural 

activities, which allowed them to have a higher preference and more positive 

perception to that particular image.  

There were no statistically significant differences in how students with an 

agricultural background and students with a non-agricultural background view TTU 

photographs in the four categories of Building/Campus, Socializing, Teachers 

Working with Students, and Student Profile. There were also no statistically 

significant differences found in the remaining CASNR photographs in the categories 

Teachers working with Students and Student Profile. These findings suggest that 

regardless of a student’s background in agriculture, they perceive recruitment 

photographs relatively the same, especially for the TTU images. It is important to note 

that the means scores for the TTU Building/Campus photograph depicting the TTU 

Seal at night were highest and perceived the most positive out of the all eight images 

(Table 4.1). This finding could be due to the Seal being an iconic symbol and 

recognizable feature of TTU often seen in marketing and recruitment endeavors.  

This finding goes against results from Baker et al. (2013) where participants 

stated recruitment materials should be designed to stand out from other materials 

students receive at campus fairs and recruitment events since the photograph of the 
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TTU Seal is a typically used symbol and landmark incorporated in most recruitment 

materials.  

The researchers also aimed to identify which image would most encourage 

students of both backgrounds to enroll into an agricultural program at CASNR. 

Findings from the rank order question revealed statistically significant differences 

among students of agricultural and non-agricultural background on the CASNR 

Socializing photograph. Students with an agricultural background ranked the image 

higher than students with a non-agricultural background, which assumes there is a 

higher preference for this image type for students with an agricultural background 

most likely due to past experiences and nostalgic emotional appeal similar with 

findings from Joyner et al. (2018). This suggests students with an agricultural 

background would be more encouraged to enroll in an agricultural program based on 

this specific photograph than students with a non-agricultural background. It is 

important to note that the TTU Building/Campus photograph had a median rank score 

of 1.00 for both student types on a rank scale of one to eight with one being the most 

likely to encourage students to enroll and eight being the least likely to encourage 

students to enroll. This shows students of both backgrounds were most encouraged to 

enroll into an agricultural program in CASNR based on the photograph depicting an 

iconic TTU landmark, which is important to keep in mind. The other six photographs 

had neutral median rank scores ranging mostly in the 4.00 to 6.00 range, which can 

infer that these images are less likely to have in impact on student encouragement to 

enroll to an agricultural program. This finding is inconsistent with findings from Bakar 
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et al. (2015) and Ohme et al. (2011) who reported that human figures and faces attract 

consumer attention and the incorporation of faces in advertisements leads to the 

quickest recognition by viewers compared to other elements since the highest 

perceived and most preferred image did not include any human figures or faces.  

The TTU Building/Campus photograph of the Seal at Night could have been 

more appealing due to it being a long exposure image taken in the evening time, while 

the other images were still shots taken during the day time. The long exposure of the 

image creates an unrealistic scene by capturing the lights from the cars driving around 

the Seal as well as light from the setting sun. This created contrasting colors of the 

cool blue sky with the warm red flowers, which is appealing to the eyes.  

The conceptual framework developed for this study could not be proven 

accurate based on the findings from this study. While the significant findings from the 

semantic differential scale and rank order questions on the CASNR Socializing 

photograph supported the conceptual framework in regard to differences expected 

between perceptions of students with agricultural and non-agricultural backgrounds, it 

did not support any of the other photographs. The TTU Building/Campus photograph 

was the highest perceived and preferred image among both student backgrounds, 

which was not supported by the conceptual framework. Future research should be 

done to create a more accurate conceptual framework based on findings from this 

study and future studies.  
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Recommendations 

Recommendations for Practice 

According to the findings, student background in agriculture can have an 

influence on perceptions toward various photographs when the photograph contains 

certain agricultural elements, however the majority of the photographs in this study 

saw no significant difference in perception among student types. The photograph of 

the TTU Seal at night in the TTU Building/Campus category had the highest mean 

score (Table 4.3) and highest median rank score (Table 4.9) out of all eight images 

among students backgrounds in agriculture. Based on these findings, the researchers 

suggest TTU CASNR recruitment materials, both print and online, should definitely 

incorporate images of recognizable campus buildings and landmarks in all types of 

recruitment materials. Photographs within the four categories of Building/Campus, 

Socializing, Teachers working with Students, and Student Profile should also continue 

to be utilized when creating materials to appeal to students with an agricultural and 

non-agricultural background. Because the CASNR Building/Campus photograph and 

CASNR Socializing photograph found statistical significant differences in perception 

among students with agricultural backgrounds, recruitment materials should utilize 

photographs matching these categories when appealing to students who are most likely 

to have an agricultural background, photographs that incorporate components of the 

agriculture in campus buildings and socializing activities should be applied since there 

was a more positive perception toward those photographs among students who had an 

agricultural background based on their previous knowledge and experiences. The 
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researchers understand creating a whole new set of recruitment materials targeting 

prospects with different backgrounds can be difficult financially and should only be 

done if the budget allows since the majority of the perceptions toward photographs did 

not differ significantly. For this type of campaign, the non-significant photographs, 

such as the TTU Socializing, TTU Teacher/Student, TTU Student Profile, CASNR 

Teacher/Student, and CASNR Student profile could be replaced by photographs 

depicting CASNR Building/Campus and CASNR Socializing activities in order to 

gain more attention from prospective students with agricultural backgrounds. 

Photographs depicting TTU Building/Campus content could still be utilized since 

students of both background types had the highest perceptions and highest median 

rank scores for it, which shows it is an effective image.   

Results for photograph preference on which image was most likely to 

encourage students to enroll into an agricultural program, the highest median rank 

score for students with an agricultural and non-agricultural background was the TTU 

Building/Campus photograph of the TTU Seal at night. Based on this research, as well 

as the findings from the semantic differential scale, the researchers recommend it is 

important to incorporate photographs featuring iconic TTU landmarks in recruitment 

materials regardless if the student has an agricultural or non-agricultural background. 

The only significant difference found between student backgrounds was on the median 

rank on the CASNR Socializing image, further suggesting incorporating photographs 

depicting components of agricultural lifestyle into recruitment materials when 

targeting prospective students with an agricultural background would be effective. The 
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photographs with the lowest median rank scores were CASNR Teacher working with 

Student and CASNR Student profile with a score of 6.00. According to this finding, 

while these photographs should not be taken out completely from recruitment 

materials, they should be used sparingly.  

When creating CASNR recruitment materials, it is easy to get caught up 

finding the right agricultural image that displays what the college and students do, 

however when appealing to non-agricultural students, it would appear to be effective 

to include TTU images among agricultural images within CASNR recruitment 

materials to show a connectedness with the university. 

Recommendations for Research 

There are several options for future research that could be beneficial for this 

study. A limitation of this study was gathering data from first-year college students 

instead of high school students due to availability and timing of the study. Further 

research should replicate and expand this study toward prospective students who are 

currently high school sophomores, juniors, or seniors actively looking and applying to 

colleges and universities and have not yet applied to TTU to gain a more accurate 

understanding of prospective student perceptions and preferences among students with 

agricultural and non-agricultural backgrounds. This could benefit TTU CASNR by 

better understanding perceptions and preferences of students who are in the process of 

actively choosing a college or university to attend and deciding on a major. 

Replicating this study for each of the six departments in CASNR could also be 

beneficial for departmental recruitment efforts. 
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In addition, future research should expand the number of categories of 

photographs and number of photographs viewed by participants in order to gain 

insight on various photographs. Photograph categories could again be based on the 

content analysis of recruitment viewbooks by Klassen (2000). Reciprocating this study 

at a larger scale will help to gain more intuition on student perceptions and preferences 

on a wide variety of photographs used within recruitment materials and could provide 

a better understanding of what photographs are most effective to incorporate in 

recruitment materials. Incorporating a qualitative side to this study would also be 

valuable in order to gain verbal insight from participants on how prospective students 

emotionally connect to each photograph as well as their thoughts when viewing the 

photographs. This would give a more well-rounded understanding to perceptions 

among students with an agricultural and non-agricultural background and would allow 

researchers to gain a deeper perspective on how or why previous knowledge or 

experiences impact perception. Furthermore, further research focusing on which 

photographs appeal most to non-agricultural students should be conducted scale since 

it is projected that future students will come from a population further removed from 

agriculture (Goeker et al., 2015; STEM, 2014; World Bank, 2015). 

Developing an eye-tracking side to this study would be advantageous to gain 

valuable information on visual attention by assessing fixation duration and eye 

movement. According to Duchowski (2007), capturing eye movements provides a 

measure of an individual visual attention and cognitive processing. This data could 

enrich findings on photograph perceptions by allowing the researchers to have a visual 
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of what components within each image are viewed and for how long by students of 

both background types to see if a difference exists there, which could also help 

improve the design of recruitment materials as well. Petty and Cacioppo’s (1986) 

Elaboration Likelihood Model of persuasion could be used in this type of study to help 

determine if central or peripheral routes of information processing were utilized by 

each student type in relation to forming attitudes toward the photographs by being able 

to observe how the prospective students interact with various images.  

While this study just observed the photographic component of recruitment 

materials, the researchers suggest to conduct this study using recruitment material 

prototypes that include all of the components of design, text, college information, 

photograph placement, etc. A recruitment brochure or flyer prototype should be 

created, and the photograph could change on each prototype to determine if 

photographs have an impact on prospective students when viewing recruitment 

materials in a recruitment-type setting. In addition, this study did not limit the use of 

photographs to print recruitment materials, but simply observed if there was a 

difference among student agricultural backgrounds among various photographs in 

general. A study could be set up to determine if a difference in perceptions occurs 

when viewing images online, such as the college website and social media platforms, 

and in print, such as flyers, brochures, and viewbooks. Information gained from a 

study like this would amplify TTU CASNR’s marketing and recruitment endeavors 

overall. 



Texas Tech University, Adrian Smith, August 2019 

94 

Additionally, demographic information gathered from participants as shown in 

Table 3.3 showed over 75% of participants were white. This is a limitation to the study 

since data was not collected at this magnitude from other ethnicities. Future research 

should be done to gather data in order to diversify the demographics of participants 

and gather information from different types of ethnicities. An examination of 

photograph perceptions among other backgrounds, demographics, and geographical 

location would also be beneficial since prospective students come from many different 

places, and where they grew up could have an impact on their perceptions, especially 

toward agriculture. 

 The demographics also revealed 48.7% had some sort of agricultural 

background and 51.3% had no agricultural background, however only 25.6% were 

enrolled in CASNR while 74.4% were enrolled in other colleges at TTU. With the 

numbers of agricultural vs. non-agricultural background students being so close, yet 

only a smaller portion of those in an agricultural major,  it would be interesting to 

conduct a study to see why more students who have an agricultural background or 

experience do not enroll into an agricultural program in college and whether 

recruitment photographs could have an impact to encourage them to enroll. Findings 

from a study like this could help CASNR and other agricultural programs better 

market and advertise their program and opportunities within their program to recruit 

more students.  
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APPENDIX A – IRB APPROVAL 

  

 

Mar 4, 2019 12:15 PM CST  

 

Cindy Akers  

Ag Education and Communication  

 

Re: IRB2019-81 An Examination of Students’ Perceptions Toward University 

Recruitment Photographs  

 

Findings:  

 

Dear Dr. Cindy Akers, Adrian Smith:  

 

A Texas Tech University IRB reviewer has approved the proposal referenced above 

within the limited review category of:  

Category 2.(iii). Research that only includes interactions involving educational tests 

(cognitive, diagnostic, aptitude, achievement), survey procedures, interview 

procedures, or observation of public behavior (including visual or auditory recording) 

if at least one of the following criteria is met:  

The information obtained is recorded by the investigator in such a manner that the 

identity of the human subjects can readily be ascertained, directly or through 

identifiers linked to the subjects, and an IRB conducts a limited IRB review to make 

the determination required by §__.111(a)(7).  

 

 

The determination was made on March 2, 2019. Annual review is not required, and 

no expiration date will be listed on your letter.  

 

The research must follow Texas Tech University’s Operating Procedures, the Belmont 

Report, and 45 CFR 46. If changes to the approved protocol occur, a Modification 
Submission must be reviewed and approved by the IRB before implementation. 

Please be aware that changes to the research protocol may prevent the research 

from qualifying for exempt review and require submission of a new IRB application or 

other materials to the Texas Tech University IRB.  

 

A goal of the IRB is to prevent negative occurrences during any research study. 
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However, despite our best intent, unforeseen circumstances or events may arise 

during the research. If a deviation, unanticipated problem or adverse event happens 

during your research, please notify the Texas Tech University, Human Research 

Protection Program as soon as possible (45 CFR 46). We will ask for a complete 

explanation of the event and for you to submit an Incident Submission in Cayuse 

IRB.  

 

Your study may be selected for a Post-Approval Monitoring (PAM). You will be 

notified if your study has been chosen for a PAM. A PAM investigator may request to 

observe your data collection procedures, including the consent process.  

 

Once your research is complete and no identifiable data remains, please use 

a Closure Submission to archive this study. IRBs that remain active are subject to 

audit by the IRB.  

Sincerely,  

 

ORIGINAL SIGNATURE AVAILABLE UPON REQUEST  

 

Scott Burris, Ph.D.  

Chair Texas Tech University Institutional Review Board  

Professor, Department of Agricultural Education and Communications  

Human Research Protection Program  

357 Administration Building  

 

 

Lubbock, Texas 79409-1075  

T 806.742.2064  

www.hrpp.ttu.edu  
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APPENDIX B – CITI TRAINING 

 



Texas Tech University, Adrian Smith, August 2019 

105 

 



Texas Tech University, Adrian Smith, August 2019 

106 

APPENDIX C – PHOTOGRAPHS 

1. TTU Building/Campus: Texas Tech Seal at Night 

 

2. TTU Socializing: Students Talking by Chemistry Building 
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3. TTU Teacher working with Student: Professor assisting Students in Lab 
Ssetting 

 

4. TTU Student Profile: Rawl’s College of Business Students  
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5. CASNR Building/Campus: Sitting Bulls and Animal Sciences building 

 

6. CASNR Socializing: Students Playing Cornhole at Event 
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7. CASNR Teacher working with Student: Landscape Architecture Professor 
helping  Student 

 

8. CASNR Student Profile: Natural Resource Management Student with 
Drone 
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APPENDIX D – INFORMATION SHEET & CONSENSUS 

Information and Consensus 

What is this project studying? 
The purpose of this study is to identify students’ perceptions of university 
recruitment photographs. The results from this study will help design more 
efficient recruitment materials for the College of Agricultural Sciences and 
Natural Resources at Texas Tech University.  

What would I do if I participate? 
In this study, you will be asked to take an online survey where you will view 
eight photographs and answer questions regarding how you felt about each 
image. After you answer these questions, you will rank the images. 

How will I benefit from participating? 
You will be awarded .5 credit through SONA for extra credit in your school 
course for volunteering your time.  

Can I quit if I become uncomfortable? 
Yes, absolutely. Your participation is completely voluntary. The Institutional 
Review Board and my committee have reviewed the procedure and questions 
and think you can answer them comfortably. You may skip any question you 
do not feel comfortable answering. You can also stop answering questions at 
any time. You can keep all the benefits of participating even if you stop.  

How long will participation take? 
Completing the survey will take about 15 to 20 minutes of your time. 
 
How are you protecting privacy? 
Your information will not be linked to any documentation and any use of this 
material in reports or presentations will never be associated with participants 
in this study without permission. No one other than the researchers associated 
with this project will have access to the raw data. All related documentation will 
be stored either in a locked file cabinet in the researcher’s office or on a 
password protected computer. 
 
I have some questions about this study. Who can I ask? 
·      The study is being run by Adrian Smith, a graduate student, from the 
Department of Agricultural Education and Communications at Texas Tech 
University. The PI for this study is Dr. Cindy Akers. If you have questions, you 
can call either of them at 806-742-2808.  
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·      TTU also has a Board that protects the rights of people who participate in 
research. You can ask them questions at 806-742-2064. You can also mail 
your questions to the Human Research Protection Program, Office of the Vice 
President for Research, Texas Tech University, Lubbock, TX 79409 or email 
them to hrpp@ttu.edu. 

Thank you for your help in the completion of my research study.  

Sincerely, 

Adrian Smith, Graduate Student 

Texas Tech University Department of Agricultural Education & 
Communications  
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APPENDIX E - INSTRUMENTATION 

 
End of Block: Block 1 

 
Start of Block: Block 2 

 
Do you consent to take part in the following survey? 

o Yes  (4)  

o No  (5)  
 
End of Block: Block 2 

 
Start of Block: Block 3 

 
  
Thank you for participating in this study! Your response is greatly appreciated.    
    
The following set of questions will ask you to indicate your feelings toward eight 
specific images. 
   When viewing each of the eight images, please think back to when you were 
applying to colleges and/or universities as a senior in high school, and answer each 
question with that mindset. 
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Q1 

 
  
 Please slide the bar to indicate your reaction to the photograph with 1 being 
"unfavorable" and 7 being "favorable." 

 Unfavorable Favorable 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q2 Please slide the bar to indicate your reaction to the photograph with 1 being 
"boring" and 7 being "interesting." 

 Boring Interesting 

 
 1 2 3 4 5 6 7 

 
1 () 
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Q3 Please slide the bar to indicate your reaction to the photograph with 1 being 
"dislike very much" and 7 being "like very much." 

 Dislike very much Like very much 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q4 Please slide the bar to indicate your reaction to the photograph with 1 being 
"irritating" and 7 being "not irritating." 

 Irritating Not Irritating 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q5 Please slide the bar to indicate your reaction to the photograph with 1 being "does 
not hold attention" and 7 being "holds attention." 

 Does not hold 

attention 

Holds attention 

 
 1 2 3 4 5 6 7 

 
1 () 
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Q6 Please slide the bar to indicate your reaction to the photograph with 1 being "not 
important" and 7 being "important."  

 Not Imporant Important 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
End of Block: Block 3 

 
Start of Block: Block 4 

 
  
The following set of questions will ask you to indicate your feelings toward this 
specific image.   
  Please think back to when you were applying to colleges and/or universities as a 
senior in high school, and answer each question with that mindset. 
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Q7 

 
  
 Please slide the bar to indicate your reaction to the photograph with 1 being 
"unfavorable" and 7 being "favorable." 

 Unfavorable Favorable 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q8 Please slide the bar to indicate your reaction to the photograph with 1 being 
"boring" and 7 being "interesting." 

 Boring Interesting 

 
 1 2 3 4 5 6 7 
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1 () 

 

 
 
 

 
Q9 Please slide the bar to indicate your reaction to the photograph with 1 being 
"dislike very much" and 7 being "like very much." 

 Dislike very much Like very much 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q10 Please slide the bar to indicate your reaction to the photograph with 1 being 
"irritating" and 7 being "not irritating." 

 Irritating Not Irritating 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q11 Please slide the bar to indicate your reaction to the photograph with 1 being "does 
not hold attention" and 7 being "holds attention." 

 Does not hold 

attention 

Holds attention 

 
 1 2 3 4 5 6 7 

 
1 () 
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Q12 Please slide the bar to indicate your reaction to the photograph with 1 being "not 
important" and 7 being "important."  

 Not Important Important 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
End of Block: Block 4 

 
Start of Block: Block 5 

 
  
The following set of questions will ask you to indicate your feelings toward this 
specific image.   
  Please think back to when you were applying to colleges and/or universities as a 
senior in high school, and answer each question with that mindset. 
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Q13 

 
  
 Please slide the bar to indicate your reaction to the photograph with 1 being 
"unfavorable" and 7 being "favorable." 

 Unfavorable Favorable 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q14 Please slide the bar to indicate your reaction to the photograph with 1 being 
"boring" and 7 being "interesting." 

 Boring Interesting 

 
 1 2 3 4 5 6 7 
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1 () 

 

 
 
 

 
Q15 Please slide the bar to indicate your reaction to the photograph with 1 being 
"dislike very much" and 7 being "like very much." 

 Dislike very much Like very much 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q16 Please slide the bar to indicate your reaction to the photograph with 1 being 
"irritating" and 7 being "not irritating." 

 Irritating Not Irritating 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q17 Please slide the bar to indicate your reaction to the photograph with 1 being "does 
not hold attention" and 7 being "holds attention." 

 Does not hold 

attention 

Holds attention 

 
 1 2 3 4 5 6 7 

 
1 () 
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Q18 Please slide the bar to indicate your reaction to the photograph with 1 being "not 
important" and 7 being "important."  

 Not Important Important 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
End of Block: Block 5 

 
Start of Block: Block 6 

 
  
The following set of questions will ask you to indicate your feelings toward this 
specific image.   
  Please think back to when you were applying to colleges and/or universities as a 
senior in high school, and answer each question with that mindset. 
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Q19  

 
 Please slide the bar to indicate your reaction to the photograph with 1 being 
"unfavorable" and 7 being "favorable." 

 Unfavorable Favorable 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q20 Please slide the bar to indicate your reaction to the photograph with 1 being 
"boring" and 7 being "interesting." 

 Boring Interesting 

 
 1 2 3 4 5 6 7 

 
1 () 
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Q21 Please slide the bar to indicate your reaction to the photograph with 1 being 
"dislike very much" and 7 being "like very much." 

 Dislike very much Like very much 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q22 Please slide the bar to indicate your reaction to the photograph with 1 being 
"irritating" and 7 being "not irritating." 

 Irritating Not Irritating 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q23 Please slide the bar to indicate your reaction to the photograph with 1 being "does 
not hold attention" and 7 being "holds attention." 

 Does not hold 

attention 

Holds attention 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 



Texas Tech University, Adrian Smith, August 2019 

124 

Q24 Please slide the bar to indicate your reaction to the photograph with 1 being "not 
important" and 7 being "important."  

 Not Important Important 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
End of Block: Block 6 

 
Start of Block: Block 7 

 
  
The following set of questions will ask you to indicate your feelings toward this 
specific image.   
  Please think back to when you were applying to colleges and/or universities as a 
senior in high school, and answer each question with that mindset. 
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Q25 

 
  
 Please slide the bar to indicate your reaction to the photograph with 1 being 
"unfavorable" and 7 being "favorable." 

 Unfavorable Favorable 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q26 Please slide the bar to indicate your reaction to the photograph with 1 being 
"boring" and 7 being "interesting." 

 Boring Interesting 

 
 1 2 3 4 5 6 7 
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1 () 

 

 
 
 

 
Q27 Please slide the bar to indicate your reaction to the photograph with 1 being 
"dislike very much" and 7 being "like very much." 

 Dislike very much Like very much 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q28 Please slide the bar to indicate your reaction to the photograph with 1 being 
"irritating" and 7 being "not irritating." 

 Irritating Not Irritating 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q29 Please slide the bar to indicate your reaction to the photograph with 1 being "does 
not hold attention" and 7 being "holds attention." 

 Does not hold 

attention 

Holds attention 

 
 1 2 3 4 5 6 7 

 
1 () 
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Q30 Please slide the bar to indicate your reaction to the photograph with 1 being "not 
important" and 7 being "important."  

 Not Important Important 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
End of Block: Block 7 

 
Start of Block: Block 8 

 
  
The following set of questions will ask you to indicate your feelings toward this 
specific image.   
  Please think back to when you were applying to colleges and/or universities as a 
senior in high school, and answer each question with that mindset. 
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Q31  
  
 Please slide the bar to indicate your reaction to the photograph with 1 being 
"unfavorable" and 7 being "favorable." 

 Unfavorable Favorable 

 
 1 2 3 4 5 6 7 

 
1 () 
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Q32 Please slide the bar to indicate your reaction to the photograph with 1 being 
"boring" and 7 being "interesting." 

 Boring Interesting 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q33 Please slide the bar to indicate your reaction to the photograph with 1 being 
"dislike very much" and 7 being "like very much." 

 Dislike very much Like very much 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q34 Please slide the bar to indicate your reaction to the photograph with 1 being 
"irritating" and 7 being "not irritating." 

 Irritating Not Irritating 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q35 Please slide the bar to indicate your reaction to the photograph with 1 being "does 
not hold attention" and 7 being "holds attention." 

 Does not hold 

attention 

Holds attention 

 
 1 2 3 4 5 6 7 
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1 () 

 

 
 
 

 
Q36 Please slide the bar to indicate your reaction to the photograph with 1 being "not 
important" and 7 being "important."  

 Not Important Important 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
End of Block: Block 8 

 
Start of Block: Block 9 

 
  
The following set of questions will ask you to indicate your feelings toward this 
specific image.   
  Please think back to when you were applying to colleges and/or universities as a 
senior in high school, and answer each question with that mindset. 
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Q37 

 
  
 Please slide the bar to indicate your reaction to the photograph with 1 being 
"unfavorable" and 7 being "favorable." 

 Unfavorable Favorable 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q38 Please slide the bar to indicate your reaction to the photograph with 1 being 
"boring" and 7 being "interesting." 

 Boring Interesting 

 
 1 2 3 4 5 6 7 
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1 () 

 

 
 
 

 
Q39 Please slide the bar to indicate your reaction to the photograph with 1 being 
"dislike very much" and 7 being "like very much." 

 Dislike very much Like very much 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q40 Please slide the bar to indicate your reaction to the photograph with 1 being 
"irritating" and 7 being "not irritating." 

 Irritating Not Irritating 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q41 Please slide the bar to indicate your reaction to the photograph with 1 being "does 
not hold attention" and 7 being "holds attention." 

 Does not hold 

attention 

Holds attention 

 
 1 2 3 4 5 6 7 

 
1 () 
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Q42 Please slide the bar to indicate your reaction to the photograph with 1 being "not 
important" and 7 being "important."  

 Not Important Important 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
End of Block: Block 9 

 
Start of Block: Block 10 

 
  
The following set of questions will ask you to indicate your feelings toward this 
specific image.   
  Please think back to when you were applying to colleges and/or universities as a 
senior in high school, and answer each question with that mindset. 
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Q43 

 
  
 Please slide the bar to indicate your reaction to the photograph with 1 being 
"unfavorable" and 7 being "favorable." 

 Unfavorable Favorable 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q44 Please slide the bar to indicate your reaction to the photograph with 1 being 
"boring" and 7 being "interesting." 

 Boring Interesting 

 
 1 2 3 4 5 6 7 
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1 () 

 

 
 
 

 
Q45 Please slide the bar to indicate your reaction to the photograph with 1 being 
"dislike very much" and 7 being "like very much." 

 Dislike very much Like very much 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q46 Please slide the bar to indicate your reaction to the photograph with 1 being 
"irritating" and 7 being "not irritating." 

 Irritating Not Irritating 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
 

 
Q47 Please slide the bar to indicate your reaction to the photograph with 1 being "does 
not hold attention" and 7 being "holds attention." 

 Does not hold 

attention 

Holds attention 

 
 1 2 3 4 5 6 7 

 
1 () 
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Q48 Please slide the bar to indicate your reaction to the photograph with 1 being "not 
important" and 7 being "important."  

 Not Important Important 

 
 1 2 3 4 5 6 7 

 
1 () 

 

 
 
End of Block: Block 10 

 
Start of Block: Block 11 

 
Q49  
The following question will have you rank each image in order from 1 to 8 of which 
one would most encourage you to enroll in the College of Agricultural Sciences and 
Natural Resources at Texas Tech University.   
  Please rank the photographs by clicking and dragging each thumbnail image in order 
from 1 to 8, with 1 being the image that would most likely encourage you to enroll and 
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8 being the image that would least likely encourage you to enroll in the College of 
Agricultural Sciences and Natural Resources at Texas Tech.   

 
 
 
Image #1 (1) 
 

 
 
Image #2 (2) 

 
 

 
Image #3 (3) 
 

 
 
 
Image #4 (4) 

 
 
 
Image #5 (5) 

 
 
 
Image #6 (6) 

 
 
 

 
 
Image #7 (7) 

 
 
 
Image #8 (8) 

 
End of Block: Block 11 

 
Start of Block: Block 12 
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 The following set of questions will ask you about your background in agriculture and 
natural resources as well as your demographics. 
 
 

 
Q50 Did you grow up on a farm or ranch? 

o Yes  (1)  

o No  (2)  
 
 

 
Q51 Do your parents or grandparents depend on, or have been dependent on, an 
income from production agriculture and/or natural resources? 

o Yes  (1)  

o No  (2)  
 
 

 
Q52 Did you ever take an agricultural or natural resources class in high school? 

o Yes  (1)  

o No  (2)  
 
 

 
Q53 Were you ever a member and/or participate in 4-H or FFA in high school? 

o Yes  (1)  

o No  (2)  
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Q54 What is your college major? 

________________________________________________________________ 

 
 

 
Q55 What is your gender? 

o Male  (1)  

o Female  (2)  

o Prefer not to say  (3)  
 
 

 
Q56 What is your age? 

________________________________________________________________ 

 
 

 
Q57 What high school did you graduate from? 

________________________________________________________________ 
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Q58 Choose one or more races that you consider yourself to be: 

o White  (1)  

o Hispanic or Latino  (2)  

o Black or African American  (3)  

o American Indian or Alaska Native  (4)  

o Asian  (5)  

o Native Hawaiian or Pacific Islander  (6)  

o Other  (7) ________________________________________________ 
 
 

 
Q59 What is your current classification? (Please note, this is by the year you started 
college, not your number of course credits.) 

o First Year  (1)  

o Sophomore  (2)  

o Junior  (3)  

o Senior  (4)  

o Graduate  (5)  
 
 

 
 Thank you for participating in this survey! Your responses are important to my 
research, and I appreciate the time you have taken to complete this survey.  
 
End of Block: Block 12 
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APPENDIX F – INTERPRETATION OF EFFECT SIZE 

MEASURES 

Table E. 1 Relative Size of Cohen’s d (Thalheimer & Cook, 2002) 

Relative Size of Cohen’s d (Thalheimer & Cook, 2002) 

Effect Relative Size 

³ -.15 and < .15 Negligible effect 

³ .15 and <.40 Small effect 

³ .40 and < .75 Medium effect 

³ .75 and < 1.10 Large effect 

³ 1.10 and < 1.45 Very Large effect 

³ 1.45 Huge effect 
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APPENDIX G – MANN-WHITNEY U-TEST GRAPHS 

1. TTU Building/Campus 

 
2. TTU Socializing 
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3. TTU Teacher with Student 

 
 

4. TTU Student Profile 
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5. CASNR Building/Campus

  
 

6. CASNR Socializing 
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7. CASNR Teacher with Student  

 
8. CASNR Student Profile 

 


