W LLI AM RAI NEY HARPER COLLEGE
BOARD OF TRUSTEES OF COMMUNI TY COLLEGE DI STRI CT #512
COUNTI ES OF COOK, KANE, LAKE AND McHENRY, STATE OF ILLINO S

M nutes of the Special Board Meeting of Wdnesday, January 8,
1997

CALL TO ORDER: The Speci al neeting of the Board of Trustees
of Conmmunity College District No. 512 was
called to order by Chairman O Reilly on
Wednesday, January 8, 1997 at 7:01 p.m in
t he Board Room of the Adm nistration
Bui | di ng, 1200 W Al gonqui n Road, Pal ati ne,
II1inois.

ROLL CALL: Present: WMenbers Barton, Gllette, Hess,
Howar d, Kol ze, and O Reilly
Absent : St udent Menber Starek

Al so present: Paul Thonpson, President; Ed
Dol an, V.P. Academ c Affairs; Bonnie Henry,
V.P. Student Affairs; David MShane, V.P

| nformati on Systens; Judy Thorson, V.P.

Adm ni strative Services; Bruce Bohrer; Steve
Catlin; Mark O ancy; Lori Danaher; Bev
Hof f man; Tom Knoff; Russ MIIls; and Joan
Young

MARKETI NG PRESENTATI ON

Chairman O Reilly explained that the purpose of the neeting was
to hear a marketing presentation by Vice President Bonnie Henry
and the marketing team Each of the Board nenbers received a

fol der containing marketing information. Dr. Henry introduced
the marketing team nenbers present, adding that there were others
behi nd the scene working on marketing projects as well.

Dr. Henry clarified that "traditional age" market neans "high
school age and a few years older,"” and "adult" narket neans "25
years and ol der." She expl ained that the team has spent tine
this senmester primarily doing two things: developing a response
to the Cormunity Assessnent Program (CAP) study reconmendati ons
and devel oping a response to the Board goal, which includes the
recommendation to consider a Marketing Director, and eval uate
what Harper is doing in ternms of the traditional age market.

I nformation regarding the latter was included in the packet but
woul d not be discussed in detail during the neeting. Dr. Henry
encour aged Board nenbers to review the information entitled
"Adm ssions Qutreach Annual Report of Activities" and the
addendum "Recruitment Strategies New for 1996-97" and give the
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t eam f eedback regarding work that is being done for the
traditional nmarket.

Menber Barton asked if there was any neasure of success in
particul ar areas of marketing. Bruce Bohrer explained that there
are two ways the team neasures success. One way is to nonitor
reply cards Harper receives from publications previously nail ed
out. Typically mailings are very successful, with a four percent
or five percent response rate (one to two percent is considered
good). The other statistic that is nonitored is the percentage
of the high school market enrolled at Harper. The teamis pl eased
that thirty percent of the coll ege-bound market in this area
fairly consistently selects Harper each year. Menber Barton
asked if there were nore specific neasures for marketing - with a
goal that was either net or not net. Dr. Henry agreed to give
further information to the Board regarding specific goals and
nmeasur enent s.

Dr. Henry proceeded to discuss itens highlighted in the
presentation outline. She rem nded Board nenbers that the CAP
study focused on the adult market, and results showed that there
are many opportunities available for the marketing team

There was di scussion as to what types of businesses are being
targeted for the marketing. Lori Danaher explained that froma
Cor porat e Services standpoi nt, nmanufacturing environnments are
sought out because of the great training opportunities.

Dr. Henry focused attention on an article entitled "The Boom and
t he Echo,"” which enphasi zes the fact that nore m ddl e-aged adults
will be enrolling in college courses during the next ten years.
She added that Harper needs to be prepared, by naking sure the
right product is offered for the adult group, letting the adult
group know Harper has that product, and then bringing that adult
group to Harper.

Dr. Henry focused attention to the Marketing Project Budget
Summary found in the handouts, stating that in the past, this was
referred to as the "marketing budget."” She said that is

m sl eadi ng, because sone sal aries are not included. Corporate
Servi ces and Continui ng Education enpl oyees do marketing for
their specific areas, and those dollars are not reflected in this
summary. This is totally Education Fund dollars and markets
primarily, but not exclusively, the credit program Menber Barton
asked what the figures were for Corporate Services and Conti nui ng
Education. M. Danaher replied that Corporate Services w |
spend approxi mately $25,000 this year (not including salaries).
M. MIls explained that Continuing Education has a difficult
time with that figure because nuch of the consulting that is done
is paid out of the same account that part-tine faculty is paid
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out of. He gave a ballpark figure of $60,000 for hiring a
consul tant.

There was discussion as to the types of advertising being
considered - marketing the entire institution vs. marketing

i ndi vi dual programs or courses. Dr. Henry explained that a

deci sion was nmade, based on the budget, to use these narketing
dollars to market the institution (inage marketing), and not to
mar ket i ndi vidual progranms. Menber OReilly asked if anyone had
| ooked into regional advertising, adding that she had heard a
good ad on WGN for Coll ege of Lake County. M. Bohrer expl ained
that representatives fromeight conmunity colleges in the
suburban area had net, resulting in advertisenents such as "this
traffic report is brought to you by . . . Harper College" (CLC
etc., rotating through the nanes of each of the comunity
colleges). He added that it has not been determ ned how
effective the ads are. Menber Gllette suggested doing radio
publ i c service announcenents (a piece of information the public
woul d find val uabl e) provi ded by Harper.

Menber Barton asked if there was a central marketing "thenme" into
which all the divisions of Harper would tie their marketing. Dr.
Henry said that there currently is a thene, "Mre than you ever

t hought possible.” Menber Gllette nmade a suggestion, "$750, 000
are yours . . . that is the difference between a high school
degree and an associ ate degree over the average lifetine!"

Menber Howard asked how the marketing teamis anal yzing the

ef fectiveness of the marketing that is being done. Joan Young
expl ai ned that Pl anning and Research distributes surveys which

hi ghlight certain things that have drawn students to Harper, I|ike
t he course schedul e, for exanple. But she added that very often
when students are asked what really brought themto Harper, they
cannot remenber. Different nmethods are being used to get

f eedback fromthe students. Menber Howard stressed the
difficulty in measuring marketing effectiveness, but said the

mar keting teamneeds to try to find ways to do that.

Menber Kol ze asked if anyone on the team spends full-tine on
mar ket i ng, enphasi zing that perhaps part-tinme responsibility
means short attention to marketing. The team nenbers responded
that marketing was a portion of each of their jobs.

Dr. Henry continued with the presentation, focusing attention to
the history of previous marketing budgets, outlined in the
handouts. She explained that the marketing team asks each of the
departnments to make requests on things they would |ike marketing
to do for them She highlighted the fact that many requests in

t he past have not been funded; therefore, Harper cannot market
adequately for specific progranms. Menber Gllette suggested that
each departnment submt their estimate of return on investnent
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with their request. The marketing teamcould then reward the
departments that have fulfilled their expectations by funding
nore requests in the foll ow ng year

Dr. Henry highlighted the recommendati ons of the marketing team
as outlined in the handouts, which included maintaining and
enhanci ng Harper inmage in the adult market, increasing adult
enrol I ment, increasing marketing expertise, etc. She explained
new initiatives which the marketing teamis currently carrying
out: enploying an outreach (recruiting) person for the adult
mar ket, and enpl oyi ng an additional person to coordinate

mar keti ng for Continuing Education. The outreach person wl|l
make person-to-person contacts within organi zations such as

busi ness, industry, churches, healthcare, and his or her
productivity will be nmeasured over the next six nonths. Russ

M|l 1ls enphasized the need for the additional marketing person in
Cont i nui ng Education, explaining that sone prograns do a | ot of
mar keti ng, while others do none; and sonme prograns send out sharp
wel | -done panmphl ets, while others send out cheap flyers that do
not | ook very good. This person would oversee all of these
efforts and create a bal ance.

Dr. Henry focused attention to the |ast page in her presentation
handouts entitled, "OQ her Recomrendations," enphasizing that
first and forenost is the fact that the marketing team needs nore
noney, roughly $100,000 to $200,000. She expl ained that the
Coll ege can't do nore nmarketing w thout nore dollars, and added
that it is difficult for her to say this, since she attends the
budget neetings. She continued to address the other
recommendati ons, specifically dollars needed for the design and
techni cal support of the Web Page. There was di scussion
regarding the effectiveness of Wb Page marketing. President
Thonpson expl ained that this was |ike a science experinent with
too many variables. A person m ght see the Wb Page, m ght read
t he course schedule, mght see an ad in the newspaper . . . and
one of those things m ght sway them but we won't know whi ch one
had the effect. Dr. Henry said the marketing team does attenpt
to neasure, but it is not absolute and not controlled. It was
menti oned that the new application has a question regardi ng how
t he student heard about Harper. Bruce Bohrer explai ned another
measurenent is nonitored by phone calls conmng in. There are

di fferent phone lines for different nmarketing strategies, and
when a certain line rings, it can be determ ned that that person
had seen the newspaper schedul e, for instance.

There was di scussion regarding the Wb Page. Menber Gllette
asked why we needed to spend $40,000 to $80,000 for technica
support for the Web Page after it is designed and on the Wb.
Vi ce President David MShane expl ained that there is a | ot of
behind the scene effort to support a Wb Page. There is Java
scripting and ot her | anguages to be used, and constant changes
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taking place with registration, College history, catal ogs, etc.
Techni cal support is needed on an ongoi ng basis. The input
people will design these things, but technical support is needed
to put it together and nake it work on the Internet through a
server, while making sure securities are in place. M. MShane
explained that it is necessary to think of the College doing
business in a new focus; and that noving and shifting people in
the technical area to do this is taking themaway fromtheir day-
to-day business. Menber Gllette stated with online

regi stration, there should be a trade-off of |ess registration
per sonnel needed on the other end. M. MShane said that the
touch-tone system di d reduce the support headcount at the tine of
registration, and this should reduce it even further.

Dr. Henry highlighted the need for business contact software,

whi ch woul d track business contacts for all of the Coll ege.
Currently separate departnents are keeping track of their own,
but there is no coordination between the systens. This is

i nportant but has been pushed to the back burner year after year.

Dr. Henry discussed the need for dollars for further
geodenographic information. She explained that it would be

hel pful for marketing to find a certain cluster of people to
target for specific prograns; for exanple, finding all single-
fam |y households with young children to narket a new psychol ogy
course in early childhood devel opnment. There was di scussi on
regar di ng whet her Harper could "share"” information with other
groups. Menber Howard explained that it is illegal to share with
nost organi zati ons, because of licensing requirenents. Dr. Henry
said there mght be sonmething to | ook into where community

coll eges or not-for-profit organi zations can share information.
The marketing teamw ||l research that.

Dr. Henry explained the need for a narketing director, with three
options for filling the position: (1) hire soneone now with the
under standi ng that the Board would be prepared to give this
person the $100, 000 to $200, 000 marketing dollars to spend as
previ ously described; (2) wait for a vacancy when soneone | eaves
the current team or (3) bring in a consultant for a specific
time frane. She explained that a director or consultant woul d be
brought in to work wwth the marketing teamto develop a tota

mar ket i ng canpai gn for the adult nmarket, focusing on product,
strategy, canpaign, thene, goals, and ways to nmeasure, with the
intention of increasing adult enrollnment. The marketing team
feels this area has the greatest potential for growth. Menber
Hess asked if nobst of the colleges in the area have marketing
directors. Dr. Henry stated that sone do, but nbst do not.
Menber Howard stated that if nost colleges do not have a

mar keting director, this could give Harper the edge that is
needed.
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M. Knoff nmentioned two advantages to bringing in a consultant to
create a marketing/advertising canpai gn: nost often these people
have nore nedi a buyi ng power than Harper would as a sole
institution; and they also have the print materials and

el ectronics needed to put together a canpai gn nore cost-

ef fectively than Harper could in-house.

Chairman O Reilly asked Menmber Howard for her recomendati on
after hearing all of the presentation. Menber Howard expl ai ned
usi ng theories of Marketing 101: (1) Harper nust have a good
product first of all, and nmust research to find out what
custonmers want, what is cutting edge, what will sell; (2) Harper
nmust deci de how to get the nessage out via advertising, Corporate
Services calling up businesses, Wb Page, etc., and put nore

dol lars behind the things that will really sell, like the cutting
edge in software and nore dramatic areas (there will always be a
need for English and Math so there is no need to market these

extensively). This is what a marketing director will help
decide. Wiether it is a director or a consultant is a judgnment
call, but sonmeone is needed to coordinate the entire process.

M. Knoff shared information from Monday's issue of Crain's
regarding DeVry, in partnership with Hew ett-Packard and
University of Al aska, offering courses through the Internet,

"di stance education." He added that Harper technical area needs
funding to allow the institution to advance and stay conpetitive
with other institutions noving in this direction. There was

di scussion regarding differences between DeVry (for profit) and
Harper (not for profit) marketing and results associated with it.

Sonme Board nenbers agreed that funds are needed for marketing;
however, it has to be decided where the noney will conme from
Menber Kol ze stated that if the marketing team can devel op the
noney that will pay for this, then there is no issue. Dr. Henry
said that the marketing teamw || supply the Board nenbers with
information regarding the anticipated, projected anmount of

i ncreased enrollnent, and therefore revenues for Harper. Menber
Gllette asked if the teamcould include how this estinmate was
arrived at, showing it was not just a guess.

There was di scussion regarding hiring a nmarketing director vs.
bringing in a consultant. It was stated that a director would
have nore loyalty to Harper and |ong-term goals and comnt nent,
but a consultant (or several consultants) could bring nore

di verse expertise, offering nore flexibility to Harper wth
short-termcomrtrent and no full-tinme benefits.

Menber Howard added that marketing should be | ooked at as an

i nvestnment, as was the 4-year Information Systens plan for the
future. This marketing plan is an investnent to increase the
student body. President Thonpson agreed and added that the data
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needs to cone forward to show what benefits should be anti ci pated
fromthis investnment, and where the noney will cone from up-
front.

Chairman O Reilly asked if faculty is willing to be a part of

| nternet distance teaching. M. Knoff replied that nost faculty
are willing and excited to be a part of it. He added that there
are many layers to the Internet. Being able to utilize the
Internet to fill out an application and submt it to the

Adm ssions O fice is one level, and being able to conduct a cl ass
is another level. The institution really needs to be able to
apply technology in all the various fornms and comruni cation

met hods that exist, both froma conveni ence standpoint for the
custoner, as well as a delivery standpoint for students. The
amount of work that is involved fromthe technical area is
overwhel m ng, and the support is really needed.

Presi dent Thonpson personally thanked the marketing team for
their hard work. The Board expressed their desire to help the
mar keting team do an even better job.

EXECUTI VE SESSI ON: Menber Kol ze nobved, Menber Hess seconded,
that the Board adjourn into executive session
for the purpose of discussing the candi dates

who were interviewed to fill the Board

vacancy.

Upon roll call, the vote was as foll ows:

Ayes: Menbers Barton, Gllette, Hess,
Howar d, Kol ze and O Reilly

Nays: None

Motion carried and the Board adjourned into
executive session at 8:50 p. m

Fol | owi ng executive session, it was noved and
seconded that the special neeting be

reconvened. 1In a voice vote, the notion
carried and the neeting was reconvened at
9:25 p.m
NEW BUSI NESS: Menber G llette noved, Menber Barton
Appoi nt ment of seconded, that Roland Ley be appointed to
Board Menber the Board of Trustees to fill the vacancy due

to Menber Mats' resignation

In a voice vote, the notion carried
unani nousl y.
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ADJ OURNMENT: Menber Kol ze noved, Menber Barton seconded,
that the nmeeting be adjourned. 1In a voice
vote, the notion carried and the neeting was

adjourned at 9:26 p. m

Chai r man Secretary
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1)

2)

3)

4)

BOARD REQUESTS

JANUARY 8, 1997 SPECI AL BOARD MEETI NG

Dr. Henry encouraged Board nenbers to review the information
entitled "Adm ssions Qutreach Annual Report of Activities”
and the addendum "Recruitnent Strategies New for 1996-97" and
give the team feedback regarding work that is being done for
the traditional market.

Dr. Henry agreed to give further information to the Board
regardi ng specific goals and neasurenents for narketing
strat egi es.

Dr. Henry said there mght be sonmething to | ook into where
comunity coll eges or not-for-profit organizati ons can share
geodenographic information. The marketing teamw |l research
t hat .

Dr. Henry said that the nmarketing teamw || supply the Board
menbers with information regarding the antici pated, projected
anmount of increased enrollnment, and therefore revenues for
Harper. Menber Gllette asked if the team could include how
this estimate was arrived at, showing it was not just a
guess.



