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Focused on ADULT postsecondary access

Target primarily low-income and first generation potential college
students

Part of the group of postsecondary access and success
programs known as TRiO





http://www.youtube.com/watch?v=5xOCZUfLLCU

Graduation Goal




._Deflnltlon Nontraditional Students
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A Delays enrollment (does not A Is asingle parent (either r‘)oT:
enter postsecondary education married or married but
in the same calendar year that separated and has ‘
he or she finished high school); dependents); or

A Attends part time for at least A Does not have a high school
part of the academic year; diploma (completed high school
with a GED or other high school
A Works full time (35 hours or completion certificate or did not
more per week) while enrolled: finish high school).
A Is considered financially A Almost three-quarters of
independent for purposes of undergraduates are in some
determining eligibility for way'nontraditional 0o
financial aid;

A Has dependents other than a
spouse (usually children, but
sometimes others);



Percentage distribution of undergraduates according to

thellr student sta us by type of |nst|tut|on 19991 2000
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Minimalky Moderately Highly
Type of institution Traditional  nontraditional  nontraditional nontraditional
Total 21.4 184 2813 217

Public 2-year 105 143 350 40.2
Public 4-year 415 200 FLN 144
Private not-for-profit &-year 300 147 16.4 19.0
Private for-prafit 113 147 343 354

Minimally nontraditional i student has one characteristic
Moderately nontraditional i two or three characteristics

Highly nontraditional i four or more characteristics

NOTE: Total row includes students at types of institutions not shown here. Percentages may not add to 100.0 due to rounding.

SOURCE: U.S. Department of Education, NCES. National Postsecondary Student Aid Study (NPSAS:2000).




Convenient, Flexible, Affordable

- Overcome factors which hinder participation
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Situational Factors Institutional Factors

Personal or family problems A Red Tape

Dispositional Factors
A Expectations
A Self-Esteem A Scheduling
A Level of family support |
A Past educational

d =
experience ‘E

A Program Fees
A Procedures




Reachlng Nontradltlonal Students
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A Reaching Baby Boomers (1946 i 1964)

I The declining workforce and retirement account
values has this generation returning to postsecondary
education to refresh and update skills. They may face
challenges with technology and college processes.
iwhat do you mean by c¢checH
online?o

A Reaching Generation X (1965 i 1979)

I This generation experienced that a lifelong career
Includes more than a high school education. The
Interest in postsecondary education is related to
planning for the future. Challenges are likely to be
associated with the work-life balance.n | want 1t ¢
full-t i me student, worker and
too much, right??o0




'Reachlng Nontradltlonal Students
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A Reaching Generation Millennial or Generat|0n~
(1980 1 2000) i

I The social networking, entrepreneurial generation.
This generation has dreamed about ways to express
Individuality and achieve success. Some have
learned that a postsecondary education is a great tool
towards success. The biggest challenge is likely to be
a misconception abouttime.nl want t o be
one year .o

A Reaching New Silent Generation (2000 - Now)

I Middle school students. It is important to recognize
that these students are expected to work towards the
2020 college attainment goal.




Strategies for Out

reach

™ . 5 * _""%e
R D A e T o* ¢ 8

- -

2o )oY
,,,,,
oy > "

nWhat you say,
| 1T stening have

- Dr. Brenda K. Harms, principal consultant with Stamats, Inc., a higher education marketing company in lowa. t,' B

Audit internal practices for dealing with adults. If the practices are the
same as traditional students, they are probably not as effective as they
could be.

Spend serious time in the community. Making connections with
businesses and people who have the ears of potential students can
help programs better understand their local market.

Create a focus group of current adult students. Ask how the program
could better serve them.

Ask adult students to invite a friend to workshops and programs.

Letting other adults experience life as a student might encourage them
to enroll.

Do Not underestimate the power of happy students i or unhappy
ones. At |l east 1/ 3 of EOC referrals ar



http://www.stamats.com/

Baby Boomer Outreach
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Outreach efforts need to focus on where '*'fi-j-,_t;f,
adults are located. a8

I Baby Boomer Generation (194617 1964)
A Senior Centers
A Employment Centers (One Stop Centers)
A Places of worship
A Nonprofit food delivery services (meals on wheels)
A Club Newsletters
A Retirement and Recreation Centers
A American Association for Retired People (AARP)
A Community Bulletin Boards (supermarkets)
A Satisfied Customer Referrals




Generatlon X and Y Outreach
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Outreach efforts need to focus on wheresadults*
are located.

I Generation X (19657 1979) and Y (19801 2000)
A Satisfied Customer Referrals (word of mouth)
A Social networking sites
A Employment Centers (One Stop Centers)
A Human Service Provider Referrals (Housing, Health)
A Public School Bulletins
A Television, Radio commercials (network, cable, satellite)
A Community Resource Centers
A Carnivals, festivals, health fairs (family friendly events)
A Public transportation ads (buses, trains)
A News media advertising spots



http://www.facebook.com/

Message Customlzatlon
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Advising to veterans to enroll in college sotheycanin s ha ke t he i_
t r e ©@nsupportable offers such as these should be avoided in

recruitment literature.

Segments of society have come to expect more educational programs
tailored to their specific needs. Convenient, Flexible and Affordable

Minnesota TRIO Commercial Ad
Montgomery College i EOC commercial

http://www.youtube.com/watch?v=HLSwijk1xeEM



http://www.mntrio.org/
http://www.youtube.com/watch?v=HLSwjk1xeEM
http://www.youtube.com/watch?v=HLSwjk1xeEM
http://www.youtube.com/watch?v=HLSwjk1xeEM
http://www.youtube.com/watch?v=HLSwjk1xeEM
http://www.youtube.com/watch?v=HLSwjk1xeEM
http://www.youtube.com/watch?v=HLSwjk1xeEM

‘Recruitment: Multistep Process

| Promotional infor nati ion 1 10 prom ot partmpant contact
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A Promotional materials should be inexpensive and eye ca \. »}

A Provides basic information F’h
financi al ald assistanceo

A Stress the nonschool nature of programs

ltems used by Montgomery College i EOC

Purchased from www.4lmprint.com

[tem 101064-3 [tem 6915 [tem 7702 [tem 106556
$1.45 $3.71 $0.51 $0.41

item 102347 ltem 6655 ltem 7743 ltem 1600-149
$2.75 $1.39 $6.42 $0.27



http://www.4imprint.com/

