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PREFACE

The following research report was prepared by Jon L. Narmi and 

Theron M. Williams as a requirement for graduation from Creighton 

University’s Master of Business Administration program.

In addition to fulfilling a requirement for graduation, the 

Graduate students felt that the research report could also fulfill a 

need for the Creighton University College of Business Administration.

The Graduate students wish to thank those who helped make the 

study a success, especially Dr. Jack Purdum, the Reverend Edward A. 

Sharp, S.J., Wesley Wolfe, and Jack Williams.
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I. Introduction

The general scope of the problem under study was to determine 

why a student chose to enroll in a particular college within the 

Creighton University system. Preliminary efforts relative to the 

above-mentioned problem indicated that a research project of such a 

scope would be beyond the capabilities of a two-man team in terms of 
time and expense.

Therefore, the general concept of the study was narrowed in an 

attempt to determine those factors that caused a student to select the 

College of Business Administration versus the College of Arts and 

Sciences. Also, an attempt was made to determine why a student chose 

the College of Arts and Sciences over the College of Business Admini
stration.

Besearch of University files and personal interviews with 
University faculty and staff members indicated that a research project 

of this nature had not been previously undertaken at Creighton Univer

sity. Such a project would enable the Creighton University College of 

Business Administration to more effectively market its program to 
potential students.

The authors assembled the necessary information through the 

use of a direct-mail questionnaire. The questionnaire was designed to 
secure information which required a thought process on the part of the 

respondent. The questionnaire sought more detailed information than

that required by the University in its formal registration forms.

1
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At this juncture, a formal marketing program does not exist 
for the Creighton University College of Business Administration (CBA).^ 

The intent of the authors is to provide the CBA and the University, 

information that will help formulate a viable marketing program. It 

is felt such a program can he used to attract a greater number of 

students to the College.

II. Statement of Problem

The authors decided it best to investigate how the CBA might 

better market its product, namely! quality education for career 

oriented people. The problem under consideration is: "What format 

should be utilized in the development of a formal marketing program for 

the Creighton University CBA?"

The purpose in examining the defined problem is to determine 

the present marketing techniques that have attracted current students 

to the CBA and to determine those elements that current students con

sidered important in the selection of the College of Business.

A secondary goal of the research is to determine the elements 

that attract students to the College of Arts and Sciences, and thus 

away from the CBA.
Therefore, the overall objective of the study is to identify 

effective marketing techniques and key features a student examines 

before entering the CBA.
The authors will attempt to develop the aforementioned positive 

features into a base from which a formal College of Business marketing

■̂ CBA will be used wherever possible to abbreviate College of 
Business Administration.
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program can be developed.

III. Limitations of Research
Any research project based upon questionnaire methods has cer

tain limitations. It is felt that a presentation of these limitations 

at this time would be helpful in assessing the findings, recommenda

tions, and conclusions of the paper.

In collecting the data, the study was limited to a mail 

questionnaire. A mail questionnaire was used because it provided the 

information in a quick and economical fashion. The results of the 

questionnaire lended themselves to categorization and tabulation better

than other methods considered. Because lengthy mail questionnaires
!

typically have low response rates, the authors were forced to limit the 

length of the questionnaire. Hence, the final questionnaire represents 
the most important questions which could be included at the sacrifice 

of other, albeit lesser, potential questions.
A few of the quest ions did not produce the data desired. This 

indicates the possibility that some of the questions may have been 

ambiguous, or there was some misunderstanding of directions on the part 

of the respondents.
Some of the areas under evaluation, such as Accounting and 

Management, could have possibly been interpreted as generic, rather 

than specific, terms. Hence, the responses may have varied due to a 

lack of familiarity with general business curriculums.

Finally, since any questionnaire is static by definition and 

colleges are dynamic institutions, the findings and recommendations
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of this study should be reviewed periodically and adjusted accordingly.

Despite its limitations, the findings and recommendations 

merit serious consideration by the faculty administrators of the CBA.

IV. Questionnaire Construction

It is the authors* opinion that the readers of this study be 

informed as to the nature of the information that was to be secured 

from each question.

Question one was included to determine how a student received 

information regarding Creighton University, At the time of construc

tion, it was felt that if one or two of the areas indicated a pre
dominance, that would define a potential area of emphasis for the 

formal marketing program.

Question two was designed to determine why a private institu

tion was chosen over a public institution. The authors felt this 

question was particularly important due to the fact that a quality 

education can be gained from most state institutions. Further, the 

cost of an education at a state institution is usually considerably 

less.
Question three was included to determine if the availability of 

graduate study programs is an effective factor in attracting prospec

tive undergraduate students. Question six is a cross reference on 

question three. Two out of the five responses in question three dealt 
with graduate programs. Question six attempted to determine if the 

CBA was used as a step to the graduate responses listed in question

three
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Questions four, seven, and eight were designed to determine if 

the University facilities and faculty credentials influenced a student's 

choice of a particular university, or a particular college within that 

university. It was felt that the responses to these three questions 

would provide key factors to be included in the Business College mar

keting program.

The intent of question five is obvious; to identify the 

student's major area of study.

Question nine attempts to measure the influence the high school 

counselor had upon the prospective college student in the selection of 

a college or university. If the response suggests the high school 

counselor did influence the student's choice of colleges or universities, 

then the counselor should be a focal point of the marketing program.

Questions ten and eleven were designed to indicate if the 

respondents have had a change of expectations after course experience 

within the CBA.

Question twelve was to indicate key elements regarding employ
ment expectations. These elements could have an important effect upon 

university and college selection. If the results indicate that the 

above is the case, then, this factor must be included in the marketing 

program.

Question thirteen provides the opportunity for the student who 

is not presently enrolled in the College of Business to express his/her 
reasons for the selection of another college within the University.

It should be noted that every question has a potential response 

category titled "other." The "other" category provides the respondent
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an opportunity to suggest alternative factors not provided in the 
questionnaire.

V. Pretesting of Questionnaire

Pretesting the material was accomplished during the week of 

October 7-14» 1973» Two Creighton University MBA professors and two 

MBA classes containing a total of approximately forty-five graduate 

students, were pretested.

The pretests were conducted in the following maimer: the 

respondents were asked to place themselves in the role of a responding 

undergraduate student and to complete the questionnaire. The respond

ents were informed that questions about the questionnaire would not be 

answered nor clarifications made until completion of the questionnaire. 

MBA classes were pretested because a 100 per cent sample of the CBA was 

to be taken. The MBA student, generally speaking, has had more 

theoretical training and practical application of marketing research 
than undergraduate students.

Two primary alterations resulted from the pretest; l) the 

rearrangement of the questions into a more logical thought process order, 

and 2) the addition of supplemental directions to certain questions.

Even eifter the addition of these supplemental directions, some students 

did experience problems in interpreting the directions clearly. It was 

obvious that the new directions were not read thoroughly in these few 
cases.

This method was used because it allowed the pretest to be com

pleted in one week; it was an economical method of pretesting; and,
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the researchers were able to discover ambiguities which could not have 
been accomplished by the usage of a mail pretest.

It should also be mentioned that prior to the submission of the 
questionnaire for pretesting, the questionnaire had already received 

much attention and reworking on the part of the researchers.

The final questionnaire, with the corrections from the pretest, 

was mailed on October 29, 1973» with a cutoff date for returns on 

November 12, 1973»

71. Sample Selection

A 100 per cent sample was selected from the College of Business 

and a random sample from the College of Arts and Sciences. The purpose 

of selecting a sample from the two separate colleges was to determine 

if there was a significant difference in the responses from the two 
colleges.

The two sets of responses allowed a comparison between the 

College of Business responses and the College of Arts and Sciences. Of 
particular interest was the comparison of the methods by which the 

respondents of the two respective colleges found out about Creighton 
University,

The CBA sample included the entire student population. In this 
sense, the CBA sample was not a sample, but included the entire popula
tion. However, a test of the entire population will produce a high 

number of returned questionnaires and with high levels of statistical 
confidence.

The random sample population of the College of Arts and Sciences



was drawn using a random number table. A 5»5 per cent sample of the 

population was selected. A total population of 1829 College of Arts 

and Sciences students produced a sample size of one hundred.

8

VII. Methodology and Editing

The combined sample of the CBA and College of Arts and Sciences, 

456 in total, was mailed October 29, 1975» The requested return date was 

November 12, 1975»

Of the 456 questionnaires mailed, a total of 215 questionnaires 

were returned. Of the 215 returned, 171 came from the CBA and 44 from 

the College of Arts and Sciences.

In terms of percentages, 47 per cent of the 456 questionnaires 

were returned; 48 per cent of the Business population was returned; and, 

44 per cent of the Arts and Sciences sample was returned.

Questionnaires received after the November 12, 1973» cutoff date 
were not used, because the tabulation process had already commenced.

Upon return of the questionnaires, they were identified as being 

from either Business or Arts and Sciences. Such identification allowed 
for separate analysis of the respective samples.

Even though 215 questionnaires were returned, not all were 

suitable for tabulation purposes. Forty-one of the questionnaires were 

eliminated. The primary reason the forty-one questionnaires were 

eliminated was that questions one, two, and three were answered 

utilizing one, and in some cases two, of the ranking numbers twice. This 

does indicate that, although alterations were made in the directions of 

the final questionnaire, these improved directions were not adequate.
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The elimination of forty-one of the questionnaires from the 

original 215 returned questionnaires left a total of 174 questionnaires 
to be used for tabulation purposes.

The "other" category and essay question number thirteen also 

required editing on the part of the researchers. These edited responses 

were then tabulated and analyzed.

TABLE I 

POPULATIONS

Total Undergraduate Population 2,185

Total Undergraduate Liberal Arts Population 1,829

Total Undergraduate Business Administration Population 556 

Sample Populations
Arts 100
Business Administration 556

456Total Sample Population
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TABLE II

RESPONSE STATISTICS

College No. of Returns Percentage
Arts and Science 44 44
Business Administration JLZÌ 48

Total 215 47.1
Units Edited Out

Arts and Science 4
Business Administration - J lL

Total 41
Number of Units Used in Final Tabulation 174 

Recalculated Return Percentages

Arts and Science 40 40
Business Administration 38

Total 174 38

VIII. Computer Usage

The computer facilities and technical aspects of the data 
tabulation were provided by the Reverend Edwin A. Sharp, S.J.

The first computer printout provided a total compilation of 

responses to each question and the personal data section. This printout 
enabled an analysis to be performed on questions four through thirteen. 

Questions one through three were ranking questions, and required a 
different method of analysis than four through thirteen.

The second computer printout was an analysis of variance of the 

responses to questions one through three.



The program provided the P statistic for each response, the 

mean for each response and the total P statistic for the first three 
questions. The F statistic was computed at a value of F at the .99 

confidence level. All questions, on the basis of analysis of variance, 

were significant at that level.

It should be noted that follow-up contact was not attempted for 

non-respondents. This course of action was decided upon for three 

reasons. First, contacting non-respondents could lead to a bias in the 

response if the individual was persuaded to respond. Second, the 

financial resources of the authors did not permit follow-up contacts. 

Third, time constraints made it impossible to contact non-respondents.

IX. Statistical Analysis

Questions one, two, and three are the only questions in the 

questionnaire which require statistical analysis. This is due to the 

fact that the first three questions require the respondent to quantify 
or rank the entire span of answer selections.

The authors, after consultation with their advisor, opted to 

use an analysis of variance on the responses to questions one through 
three.

The use of the variance analysis permitted a determination of 

the questions Is the ranking of answers random or does it exhibit some 
form of consistency and are those rankings meaningful?

The critical F values at the .99 confidence level were 2.66 for 

Liberal Arts students and 2.96 for Business Administration students. The 

resulting values were 44.649 for Liberal Arts respondents and 20.576 for

11



Business Administration respondents. The above results suggest that 

the responses are statistically different and that the difference is 

due to the thought process of the respondent and not a result of 

random events.
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TABLE III

CRITICAL VALUE AND F STATISTIC

Liberal Arts

Computed Value Critical
of F .01 Value

44-649 2.66
Business Administration 20.576 2.96

X. Survey Findings

All respondents to the questionnaire did complete the personal 

data section of the questionnaire. (See Exhibits I and II) The 

response to item A, year in college, and F, age, indicate that the 

sample response came from a wide cross-section of the student popula

tion. Such a wide cross-section tends to strengthen the theory that 
the responses which follow are representative of the student population.

It is interesting to note that 62 per cent of the Liberal Arts 
respondents were female and 58 per cent were male; however, only 16 
per cent of the Business respondents were female, and 84 per cent were 
male. It should be noted, however, that even though females have not 

traditionally been attracted to the business field, there is a strong 

demand for female Business College graduates. Perhaps the lack of 

female Business Administration students is due to a failure to communi

cate this fact to potential female students.
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The veteran respondent, G, in both colleges was a snail 
percentage of the total respondents. The veteran is paid to go to 

school, and is certainly a viable market which should be cultivated.
Responses to the permanent residency section indicate that 

6? per cent of the Business College students maintain permanent resi

dency within a 200-mile radius of Creighton. Only 9 per cent of the 

Business College students lived between a .200- and 400-mile radius 

of Creighton; and, only 24 per cent originated from a distance greater 

than 400 miles.
Among the Arts and Sciences respondents, 55 per cent fell within 

a 200-mile radius; 10 per cent within a 200-400 mile radius; and 35 per 

cent over a 400-mile radius.
It would seem that Business College recruiting need be 

strengthened among prospective students beyond the 200-mile radius.

Most great population centers lie beyond the 400-mile radius of 

Creighton, and 25 per cent Business College enrollment from that area 

does not seem sufficient. This fact is further strengthened when con

sidering that Creighton is a private institution and does not charge 

various tuition fees based upon residency.
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PERSONAL DATA BREAKDOWN 
BUSINESS RESPONDENTS

EXHIBIT I

Year In School Sex Foreign Student

113 0
21

Junior 32
Senior 27
Other 1
No Response 0

Freshman 32 
Sophomore 42

Male
Female

Permanent Resident Of Age

Omaha Metro Area 5 6 18 yrs. 30
100 mile radius 20 19 yrs. 41
200 mile radius 14 20 yrs. 25
300 mile radius 12 21 yrs. 21
Greater than 400 miles 32 22 or above 17
No Response 0 No Response 0

Veteran Status

Veteran 4
Nonveteran 130
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PERSONAL DATA BREAKDOWN 
LIBERAL ARTS RESPONDENTS

EXHIBIT II

Year In School Sex

Freshman 15 Male 15Sophomore 17 Female 25
Junior 6
Senior 3
Other 1
No Response 0

Foreign Student 

0

Permanent Resident Of Age
Omaha Metro Area 12 18 yrs.
100 mile radius 5 19 yrs.
200 mile radius 5 20 yrs.
300 mile radius 4 21 yrs.
Greater than 400 miles 14 22 or above
No Response 0 No Response
Veteran Status

11
17

Veteran 2
Nonveteran 38

VO KN CM H



Question one suggests that alumni or friends were the most 

important factors in determining how a student found out about Creighton 

University among both Business College and Arts and Sciences College 

students. The high school counselor was a close second in importance, 

though slightly less important for Arts and Science students. The 

importance of the Creighton recruiter came next, followed by TV, radio, 

newspaper advertising in a definite least important role.

It is very important to note,that among CBA students, twenty- 

seven students stated parents to be oi' average importance, or greater, 

in learning about Creighton University. Among Arts and Sciences 

respondents, pamphlets were the most prevalent "other" response, fol

lowed closely by family influences.
It is important for the CBA to note that alumni or friends, 

high school counselors, and parents sire very important elements in a 

student’s discovery of Creighton University.

16

Question Number One.
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EXHIBIT III

RESPONSES TO QUESTION 1

1.) How did you find out about Creighton University?

Bus. Ada. Respondents Liberal Arts Respondents
NR.* 1 2 3 4 5 NR* 1 2 3 4 5

19 4 a 14 42 47 TV, Etc. 5 0 6 7 9 13

15 13 20 34 24 28 C.U. Recruiter 5 3 5 14 9 4

4 65 37 15 10 3 Alumni 1 24 10 3 1 1

11 14 41 45 19 4 H.S. Counselor 4 4 7 11 7 7

35 36 13 12 14 24 Other 17 9 2 1 4 7

*NR - No Response



Having found out about Creighton University, question two 

attempted to delineate the major reasons for attending a private, as 

opposed to a public, institution.

CBA students definitely placed a high emphasis on the small 

class size and the small student population of a private institution 

relative to most state institutions. Individualized instruction also 

ranked high, but not as important as the previously mentioned two 

items. The religious nature of a private institution definitely ranked 

least important. This suggest the student considers the academic nature 

of the institution to be more important than the religious nature. 

Significant "other” responses listed reputation and location as 

important considerations.
The responses from the Arts and Sciences College indicated 

approximately the same results as from the CBA. High emphasis was 
placed on small class size, small student population, and individualized 

instruction. Again, the religious nature was of minimal importance.

The reputation of a private institution was the most predominately 

mentioned factor in the "other” category among the Arts and Sciences 

students.
When recruiting students, it is important for the CBA to stress 

small class size, small student population, individualized instruction, 

and the inherent good reputation of a private institution.

Question Two.

\
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RESPONSES TO QUESTION 2

2.) Why did you choose to attend a private institution as opposed to a 
public institution?

Bus, Adm. Respondents Liberal Arts Respondents

EXHIBIT IV

NR* 1 2 3 4 5 NR* l 2 3 4 5

5 31 56 35 5 4 Small class size 1 10 13 13 2 1

8 26 29 40 24 7
Individual
Instruction 2 5 7 15 9 2

5 13 7 12 43 54 Religious Nature 5 2 4 4 8 17

9 31 25 38 25 6 Small Population 2 10 11 6 10 1

33 33 5 5 21 37 Other 13 12 2 0 5 8

*NR - No Response
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Having enrolled at Creighton University, question three attempts 

to determine what attracts a student to enroll in the CBA. The strong

est factor, by far, is the fact that enrollment in the CBA will help 

fulfill the career objectives of the student.

The reputation of the CBA is also an important consideration to 

the prospective CBA student. Seventy-two per cent of those responding 

considered this factor to be of average or greater importance.

Surprisingly, the 3 by 5 program and the MBA program were not 

important items in attracting students to the CBA. Such a finding 

suggests further emphasis in these areas.

In the "other" category, career interests and job opportunities 

were the most frequently mentioned items.

The researchers did again note that friends are another 

important "other" consideration. Such a finding tends to enforce the 

findings of question one.
EXHIBIT V

RESPONSES TO QUESTION 3
3.) What item attracted you to the College of Business?

(B.A. Respondents only)

Question Three.

NR* 1 2 5 4 5
Reputation 15 21 45 52 15 8

3 by 3 Program 26 14 14 19 59 22
MBA Program 52 1 8 54 55 26
Career Objectives 1 92 52 7 0 2

Other 50 7 14 20 6 57

♦HR - No Response



The response to question four tells that students of both 

colleges are lax in investigating the University facilities before 
enrolling.

Forty-four per cent of the Business College students were 

familiar with the facilities; 56 per cent were not, or had never 
investigated. Forty-three per cent of the Arts and Sciences students 

were familiar with University facilities; 57 per cent were not, or had 

never investigated.

The facilities of Creighton University are, in many cases, 

above average, and need to be stressed when developing a formal market

ing program to recruit students,

EXHIBIT VI

RESPONSES TO QUESTION 4

4.) When you enrolled at Creighton University were you familiar with 
the University facilities? (i.e., dorm, gym, library, eating 
facilities). Please check one.

21

Question Four.

Bus. Aim. 
Respondents

Liberal Arts 
Respondents

Yes 61 17
No 49 14
Never investigated 19 6
Other 5 3
No Response 0 0
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This question was oriented to the Business Administration 

students. Of those responding, 62 per cent were majoring in accounting; 
10 per cent in management; 10 per cent in marketing; 9 per cent in 

economics; and, 9 per cent in finance.

EXHIBIT VII

RESPONSES TO QUESTION 5

5.) What is your area of concentration? Please check one.

Question Five.

Not enrolled in Business Administration 40 

Finance 9 
Accounting 83 

Economics 1 10 

Marketing 12 

Management 13 

No Response 7

Question Six.

As mentioned previously, question six was intended to "be a 

cross reference to question three. The responses to question six did 

re-enforce the validity and responses of question three. Question six 

re-enforced three in that it was found that most students do not 
consider the CBA as a step to a graduate degree.

Sixty-four per cent of the Business College respondents saw the 
image of their college as being a college that will provide tools for 

career objectives. Nineteen per cent saw the image being one of a 

professional college; 12 per cent saw their college as a step to a
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graduate degree; one student took the ooportunity to criticize the 

image of the College of Business in the "other" category.

Question six is very interesting from the standpoint that 

Arts and Sciences students were also asked to evaluate the image of the 

CBA. Of those responding, 60 per cent saw the CBA providing tools for 

career objectives; 20 per cent saw it as a professional college; 10 

per cent saw the college as a step to a graduate degree. These statis

tics are dampened somewhat by the fact that 37 per cent of the Arts and 

Sciences respondents did not respond to this question.

Nevertheless, the CBA has a "good" image among the Arts and 

Sciences students, and it correlates similarly to the image CBA students 

have of their own college.

EXHIBIT VIII 

RESPONSES TO QUESTION 6
6.) What image does the College of Business project to you?

Bus. Adm, 
Respondents

Liberal Arts 
Respondents

Professional College 24 5
Step to a Graduate Degree 17 2
Will provide tools for 

career objectives 86 15
Other 7 3
No Response 0 15
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The responses to questions seven and eight reinforce the notion 
of poor preliminary investigation by a college student of his college or 
university's faculty and facilities. Although these questions were 

oriented to the CBA student, we find that his investigation was no 

better than the investigation suggested in question four.

Reputation was listed as a frequent "other" response in ques

tion two, and received a high rating in question three. However, only 

15 per cent of the respondents listed the credentials of the faculty as 
being a reason to choose the CBA; 44 per cent never investigated the 

credentials of the faculty.
Only 21 per cent were influenced by the facilities of the 

College of Business in making their decision. Again, this statement 

conflicts with the findings in question three: reputation of 

facilities are important.
The credentials of the faculty and the quality of the facilities 

available to prospective students need to be promoted more extensively.

EXHIBIT IX
RESPONSES TO QUESTION 7 

(BUSINESS RESPONDENTS ONLY)

7.) Was your decision to enroll in the College of Business influenced 
by the credentials of the faculty?

Questions Seven and Eight.

Yes 17
No 56
Never investigated 60

Other 1

No Response 0
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EXHIBIT X
RESPONSES TO QUESTION 8 

(BUSINESS RESPONDENTS ONLY)

8.) Were you familiar with the facilities in the business college 
(i.e., computers, statistics lab, video and visual aids) before 
your enrollment in the College of Business Administration?

Yes 28 

No ?6 
Never investigated 28 

Other 1 

No Response 1

Question Nine.

Twenty-five per cent of the CBA respondents were influenced by 

their high school counselors in the selection of their college choice;

75 per cent were not influenced by the counselor. Thirteen per cent of 

the Arts and Sciences students were influenced by their high school 

counselor; 87 per cent were not.

At first glance, the above statistics imply that the high school 

counselor is of minimal import in college selection; at best, only a 
small force among CBA students. However, question two suggests that 

the high school counselor was the second most important technique in 

finding out about Creighton University! The dichotomy in the answers of 

questions two and nine is that among those students who allowed the 
high school counselor to influence them, the counselor’s opinion carried 

a great effect. This suggests that greater efforts should be made to 

familiarize the high school counselor with Creighton University in 

general, and the CBA in particular. The high school counselor should 

be made a target of the marketing effort.
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EXHIBIT XI
RESPONSES TO QUESTION 9

9.) Did your high school counselor influence your college choice?
Bus. Adm. 
Respondents

Liberal Arts 
Respondents

Yes 33 5
No 94 33
Other 6 2

No Response 1 0

Questions Ten and Eleven,

Questions ten and eleven indicate that after enrolling in the 

CBA the students were basically satisfied with the faculty and the 

college.

Nineteen per cent of the respondents said the faculty was better 

than expected; 57 per cent said the faculty met their expectations;

14 per cent said the faculty was somewhat below expectations; and 6 
per cent said the faculty was substantially below expectations. Four 

per cent downgraded the faculty in "other" comments. In general terms,
76 per cent of the Business College students surveyed felt the faculty 

met their expectations; only 24 per cent said the faculty failed to 

meet expectations.

Nineteen per cent of the respondents said the CBA exceeded their 
expectations; 64 per cent said the college met their expectations; 13 
per cent said the college was somewhat below expectations; and, only 

4 per cent said the college was substantially below expectations.



Essentially, the CBA faculty and the CBA, itself, received a 
very good evaluation from the Business Administration students. This 
is an important finding for the College of Business. It tells the CBA

that the consumers who buy its product are very satisfied with that 

product.

EXHIBIT H I

RESPONSES TO QUESTION 10 
(BUSINESS RESPONDENTS ONLY)

10.) Has the Creighton College of Business Administration faculty met 
your expectations?

Better than I expected 24
About what I expected 76
SomewMt below expectations 20

Way below expectations 8
Other 4
No Response 2

EXHIBIT H I I

RESPONSES TO QUESTION 11 
(BUSINESS RESPONDENTS ONLY)

Has the Creighton College of Business 
expectations?

Administration met your

Better than I expected 23
About what I expected 86
Somewhat below expectations 18
Way below expectations 3
Other 1

No Response 3
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Fifteen per cent of the CBA students felt the Creighton name 

would have a very strong influence in assisting the student to find 

career employment; 56 per cent felt it would have strong influence;
17 per cent felt the Creighton name would have average influence; 9 

per cent some influence; and, only 3 per cent felt the Creighton name 

would have no influence.

The results from the College of Arts and Sciences were similar. 

Fifteen per cent felt the Creighton name would have a very strong 

influence; 48 per cent said a strong influence; 20 per cent said average 

influence; 10 per cent some influence; 3 per cent no influence; and 

5 per cent no response.

Question twelve indicates that both Business College and 

Arts and Sciences College students hold high expectations of the 

Creighton name in finding career employment. Again, such a factor should 

be stressed in a formalized marketing program.

EXHIBIT XIV

RESPONSES TO QUESTION 12
12.) What influence do you think the Creighton name will have in 

assisting you to find career employment?

Bus. Adm. Liberal Arts
Respondents Respondents

Question Twelve,

Very strong influence 20 6
Strong influence 76 19
Average influence 23 8
Some influence 11 4
No influence 2 1
No Response 2 2
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This question allowed the respondents to state why they chose 
to enroll in the College of Arts and Sciences in preference to the 
College of Business.

Thirty-five per cent stated that their enrollment in the 

College of Arts and Sciences fell within their program of entering one 

of the professional colleges such as the Pharmacy College or Dental 

College. Fifty-five per cent stated they were enrolled in the College 

of Arts and Sciences because their interests lie in programs offered in 

that particular college. Five per cent were enrolled in the College of 

Arts and Sciences because of its reputation; and, there were 10 per cent 
non-respondents.

The CBA respondents were not asked to answer this question. 

Therefore, the responses that were given cannot be taken as being 

statistically reliable. However, it is interesting to note that of 

those responding, 67 per cent said they enrolled in the CBA because of 
better job opportunities upon graduation,

XI. Conclusions and Recommendations

The following recommendations are offered as policy suggestions 
to the Creighton University College of Business Administration.

First, the influence of parents upon prospective students in 
their selection of a University was found to be surprisingly strong.

With this thought in mind, it is suggested that the CBA establish a 

speakers bureau with the intended purpose of speaking to groups of high 

school parents, high school men and women clubs, church groups, and

Question Thirteen.

athletic clubs
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This speakers bureau could consist of faculty, administrators, 
and alumni. By utilizing prominent alumni of the College of Business, 

the speakers bureau could be utilized effectively wherever those alumni 
reside, nationwide.

The researchers realize that Creighton University spends a great 

deal of time, money, and effort in fostering the alumni program. The 

speakers bureau would be a voluntary effort above and beyond the present 

alumni program and would call for cooperation with the office program of 

alumni affairs.

The high school counselor was found to be a dynamic force in the 

awareness and selection process of enrolling in a university. There
fore, making these counselors aware of Creighton University and its 

College of Business is a key element of a successful marketing program.

Where possible, these counselors should be brought on campus for 
an orientation day. Where the geographies do not allow such a feature, 

the high school counselor should be visited by faculty or prominent 

local adlumni or admissions officers. Follow-ups with current pamphlets 
and material describing the university, its faculty, and its facilities 
are recommended.

The small class size, the small student population, faculty- 

student ratio, and the inherent reputation of a private institution are 
definite positive features to be stressed in a marketing plan by 
Creighton University and its College of Business. These positive 

features sure given credibility by the fact that a large majority of the 
respondents were satisfied beyond their expectations with Creighton 
University, its faculty and facilities.
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It would appear that the positive facilities of Creighton 
University and the College of Business sure presently not being fully 

exploited. Those students who did investigate these features on a 
preliminary basis were satisfied above expectations.

It is a known fact that the MBA program has been successful in 

increasing its enrollment. It is a known fact that the 3-3 program is 

a viable and attractive program. Both of these programs could be used 

to increase enrollment in the undergraduate CBA. However, student 

responses indicated that interest in these programs was at a low level.

Additional emphasis needs to be placed on the fact that the CBA 

provides a number of alternatives for advanced degrees. Advanced 

degrees are available at MBA and Law School levels. The positive 

features of enrolling in a number of basic CBA courses should be 

stressed to those students enrolled in the professional college 

curriculums such as pre-med, pre—dental, and pre-pharmacy.

The respondents did indicate a high degree of interest in 

Law School and in meeting career objectives. The 5—3 program and the 
MBA program would be ideal methods to meet these respective goals.

Recruiting efforts definitely need to be strengthened in the 
200-400 mile radius. This is indicated by the response in the personal 
data section.

Lastly, the College of Business student is a satisfied customer. 
This fact re-renforces the thought that the College of Business product 

is a good product, and need only be marketed more effectively.



32

VII. Areas of Further Research and Study

A report such as has been completed by the authors certainly is 

not an all inclusive assessment of the given problem. There are other 
perspectives in studying the same problem, and there are related prob

lems to solve. This report cannot provide all of the answers.

It is suggested that, in further research studies, the problem 

should be studied in terms of a university-wide sample, instead of a 

sample limited to the College of Business and the College of Arts and 

Sciences. A university-wide sample would get the feelings of the entire 

university instead of a comparison of only two colleges within that 

university.

The faculty of the College of Business Administration should be 

a topic of a future study.

The human and material resources of the College of Business 

should be thoroughly examined in light of looking for a better marketing 
program to recruit students.

Student awareness and student attitudes concerning the graduate 
Master of Business Administration program and the cooperative efforts 

with the Law School in the 5—3 program should be measured. At present, 
these programs do not seem to be marketed effectively in the under
graduate area.

In addition, a refinement of this completed report may be a 
topic of further research. The findings should be re-examined periodi

cally.
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SUMMARY

The study began with a statement of the problem under study, 

that problem being: "What format should be utilized in the development 

of a formal marketing program for the Creighton University College of 

Business Administration?1*
There were limitations to the study. However, none was thought 

too severe to preclude the researchers from presenting their findings 

and recommendations.
The confidence level in the College of Business sample was 

extremely high. There were no significant variations in the Collge of 

Arts and Sciences sample to indicate that it, too, should not be held 

as highly confident as the College of Business sample.

The key findings of the study were that parents, alumni and 

friends are an important element in the selection of a college or 

university; the informed high school counselor is also a key element in 

the selection process; College of Business faculty and facilities met 

or exceeded student expectations; and in the new marketing program, 
emphasis needs to be placed on the small student population, the 
reputation, the facilities, and the career fulfilling capabilities of 

the College of Business. Recommendations were made accordingly.

Several areas of further research and study were suggested by the 

researchers. The ideas listed are not exhaustive, and it is hoped that 

other studies will be induced by this study.
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CREIGHTON UNIVERSITY

College Selection Questionnaire

The purpose of this study is to assess the student attitudes 
involved in the selection of a particular college of study within.the 
Creighton University system.

Ve would appreciate your help in this study. Please complete the 
questionnaire and return it in the enclosed postage paid envelope.

PERSONAL DATA

(A ) E r. _

(B) Male

So. _____

Female

Jr.

(C) Enrolled in: Bus. Ad.

Sr.

Arts

Other

Other _____ 
(Please state)

(D) Permanent Resident of

Omaha _____ 100 mi. radius _____

300 mi. radius ___ 400 mi. radius

Greater than 400 mi. radius ___
Foreign student _____

(E) Age 18 ___ 19 ___ 20 ___ 21 __
(F) Veteran _____ Nonveteran _____

200 mi. radius

22 or above

INSTRUCTIONS: On Questions 1, 7» 8, and 11, please rank all selections 
with one (l) being most important and five (5) being 
least important.

(l) How did you find out about Creighton University? 
one (l) most important, five (5) least important.
______ TV, radio, newspaper advertising
_______ Creighton recruiter

______ Alumni

______ Friends or word of mouth
______ High school counselor

Other (Please state)
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(2) When you enrolled at Creighton University were you familiar with 
the University facilities, (i.e., dorm, gym, library, eating 
facilities). Please check one,
_______ Yes

_____ No
_______ Never investigated
_______ Other

(3) What is your area of concentration within the College of Business? 
Please check one.

_______ Finance

______ Accounting

______ Economics

_______ Marketing

______ Management

_______ Not enrolled in B.A,

(4) What image does the College of Business project to you? Please 
check one,

_______ Professional College

_______ Step to a Graduate Degree

______ Will provide tools for career objectives
______ Other

(5) Was your decision to enroll in the College of Business influenced 
by the credentials of the faculty? Please check one.
______ Yes

_____ No

______ Never investigated

______ Other (please state)
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(6) Were you familiar with the facilities in the business college (i.e., 
computers, statistics lab, video and visual aids) before your 
enrollment in the College of Business?
________ Yes

_____ No

______ Never investigated

_____ Other (please state)

(7) What item attracted you to the College of Business? Please rank 
one (l) most important, five (5) least important.
______ Reputation

______ 3 by ? program
______ MBA program

______ Career objective

______ Other (please state)
i

(8) Why did you choose to attend a private institution as opposed to 
a public institution? Please rank one (l) most important, five 
(5) least important.

______ Small class size in relation to most state institutions
_____ Individualized instruction

_____ Religious nature

_____ Small student population in relation to most state institutions 
_____ Other

(9) Do you think the Creighton name will help you find employment?
Please check one.

_____ Yes
_____ No

Other
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(10) Did your high school counselor influence your college choice? 
Please check one.

_____ Yes
_____ No

_____ Other

(11) Has the Creighton College of Business Administration met your 
expectations? Please rank one (l) moat important, five (5) least 
important.

_______ Better than I expected

______ About what I expected

______ Somewhat below expectations
_____ Way below expectations
_____ Other

(12) If you are not enrolled in the College of Business Administration 
or if you have been and are currently in another college, please 
state your reason for selection of or change to your present 
college.

Thank you.



CREIGHTON UNIVERSITY

College Selection Questionnaire

The purpose of this study is to assess the student attitude 
involved in the selection of a particular college of study within the 
Creighton University system.

We would appreciate your help in this study. Please complete 
questionnaire and return it in the enclosed postage paid envelope.

PERSONAL DATA

(A) Fr.___ So.___ Jr.___ Sr. _  Other___

(B) Male___ Female

(c) Enrolled in: Bus. Ad.___ Arts___ Other___
(Please state)

(D) Permanent Resident of:
Omaha Metro Area__ 100 mi. radius___ 200 mi. radius___
300 mi. radius___ Greater than 400 mi. radius

(E) Foreign student
(F) Age 18___ 19___ 20___ 21___ 22 or above___

(G) Veteran Non-veteran

INSTRUCTIONS: On Questions lf 2, and 3 please rank all selections 
utilizing the numbers one (l) through five (5)« One 
(l) is the most important and five (5) is the least 
important. Please use each number once.

How did you find out about Creighton University?

One (l) most important, three (3) average importance,
(1)



(3) What item attracted you to the College of Business? Please 
rank one (l) most important, three (3) average importance, 
five (5) least important,
_____ Reputation (i.e., faculty, facilities, fields of study)
_____ 3 by 3 program

MBA program 

Career objective 

Other (Please state)

(4) When you enrolled at Creighton University were you familiar 
with the University facilities? (i.e., dorm, gym, 
library, eating facilities) Please check one.

Yes
_____No

Never investigated 
Other (Please state)

(5) What is your area of concentration? Please check one.

Not enrolled in Business Administration
Finance

Accounting

_____ Economics

Marketing

Management

(6) What image does the College of Business project to you? 
Please check one.
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(3) What item attracted you to the College of Business? Please 
rank one (l) most important, three (3) average importance, 
five (5) least important.

_____ Reputation (i.e., faculty, facilities, fields of study)
_____3 by 3 program

MBA program 

Career objective

Other (Please state)

(4) When you enrolled at Creighton University were you familiar 
with the University facilities? (i.e., dorm, gym, 
library, eating facilities) Please check one.

Yes

No

Never investigated 
Other (P lease  s ta te )

(5) What is your area of concentration? Please check one. 

Not enrolled in Business Administration 
 Finance

Accounting

Economics

Marketing

Management

(6) What image does the College of Business project to you? 
Please check one.

Professional College 

Step to a Graduate Degree

_____ Will provide tools for career objectives
Other (Please state)

(?) Was your decision to enroll in the College of Business
influenced by the credentials of the faculty? Please check 
one.

Yes
No
Never investigated
Other (Please state)



3

CF

(8) Were you familiar with the facilities in the business college
(ie.» computers, statistics lab, video and visual aids) before your 
enrollment in the College of Business Administration? Please 
check one.

_____Yes

_____No

Never investigated 

Other (Please state)

(9) Did your high school counselor influence your college choice?
Please check one. ______

Yes

_____No
_____Other (Please state)

(10) Has the Creighton College of Business Administration faculty met 
your expectations? Please check one.

Better than I expected

About what I expected

Somewhat below expectations

_____Way below expectations
Other (Please state)

(11) Has the Creighton College of Business Administration met your 
expectations? Please check one.

_____Better than I expected

About what I expected

Somewhat below expectations

Way below expectations

Other (Please state)
(12) What influence do you think the Creighton name will have in assisting 

you to find career employment? Please check one.

Very strong influence

Strong influence

Average influence
__  Some influence
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(13) If you are not enrolled In the College of Business Administration 
or if you have been and are currently in another college, please 
state your reason for selection of, or change to, your present 
college.

I

Thank you,
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