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Year 2020 Goal set by President Obama

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

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


Graduation  Goal



Definition: Nontraditional Students 
http://nces.ed.gov/programs/coe/2002/analyses/nontraditional/sa01.asp

Å Delays enrollment (does not 

enter postsecondary education 

in the same calendar year that 

he or she finished high school); 

Å Attends part time for at least 

part of the academic year; 

Å Works full time (35 hours or 

more per week) while enrolled; 

Å Is considered financially 

independent for purposes of 

determining eligibility for 

financial aid;

Å Has dependents other than a 

spouse (usually children, but 

sometimes others);

Å Is a single parent (either not 

married or married but 

separated and has 

dependents); or 

Å Does not have a high school 

diploma (completed high school 

with a GED or other high school 

completion certificate or did not 

finish high school).

Å Almost three-quarters of 

undergraduates are in some 

way "nontraditionalò.



Percentage distribution of undergraduates according to 

their student status, by type of institution: 1999ï2000

http://nces.ed.gov/programs/coe/2002/analyses/nontraditional/figures/fig01.asp?popup=true 

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).

Minimally nontraditional ïstudent has one characteristic

Moderately nontraditional ïtwo or three characteristics

Highly nontraditional ïfour or more characteristics



Convenient, Flexible, Affordable
Overcome factors which hinder participation

Situational Factors

Personal or family problems

Dispositional Factors

ÅExpectations

ÅSelf-Esteem

ÅLevel of family support

ÅPast educational 

experience

Institutional Factors

Å Red Tape

Å Scheduling

Å Program Fees

Å Procedures



Reaching Nontraditional Students
A Common Sense Approach

ÅReaching Baby Boomers (1946 ï1964)

ïThe 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. 

ñWhat do you mean by check my student account 

online?ò

ÅReaching Generation X (1965 ï1979)

ïThis 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. ñI want to be a 

full-time student, worker and parent. Thatôs not 

too much, right?ò



Reaching Nontraditional Students
A Common Sense Approach

ÅReaching Generation Millennial or Generation Y 

(1980 ï2000)

ïThe 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 about time. ñI want to be a nurse in 

one year.ò

ÅReaching New Silent Generation (2000 - Now)

ïMiddle school students. It is important to recognize 

that these students are expected to work towards the 

2020 college attainment goal. 



Strategies for Outreach

ñWhat you say, where you say it, and who is 

listening have never been more important.ò
- Dr. Brenda K. Harms, principal consultant with Stamats, Inc., a higher education marketing company in Iowa. 

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 ïor unhappy 

ones.  At least 1/3 of EOC referrals are through ñword of mouthò. 

http://www.stamats.com/


Baby Boomer Outreach

Outreach efforts need to focus on where 

adults are located.

ïBaby Boomer Generation (1946 ï1964)

ÅSenior Centers

ÅEmployment Centers (One Stop Centers)

ÅPlaces of worship

ÅNonprofit food delivery services (meals on wheels)

ÅClub Newsletters

ÅRetirement and Recreation Centers

ÅAmerican Association for Retired People (AARP)

ÅCommunity Bulletin Boards (supermarkets)

ÅSatisfied Customer Referrals



Generation X and Y Outreach

Outreach efforts need to focus on where adults 

are located.

ïGeneration X (1965 ï1979) and Y (1980 ï2000)

ÅSatisfied Customer Referrals (word of mouth)

ÅSocial networking sites 

ÅEmployment Centers (One Stop Centers)

ÅHuman Service Provider Referrals (Housing, Health)

ÅPublic School Bulletins

ÅTelevision, Radio commercials (network, cable, satellite)

ÅCommunity Resource Centers

ÅCarnivals, festivals, health fairs (family friendly events)

ÅPublic transportation ads (buses, trains)

ÅNews media advertising spots

http://www.facebook.com/


Message Customization 
Strong Temptation to Oversell

ñIt pays to advertise ïtruthfullyò
- Bender, L.W. ñIt Pays to AdvertiseéTruthfullyô Community College Review, 3 (2):32-39; September 1975. 

ñWant to Earn $s in Your Career Yearsò asserting that the college in 

question will ñprepare you to make immediate entry into business or 

industry at a high starting salaryò

Advising to veterans to enroll in college so they can ñshake the money 

tree.ò Unsupportable 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 www.mntrio.org

Montgomery College ïEOC commercial 
http://www.youtube.com/watch?v=HLSwjk1xeEM

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 information to prompt participant contact

Å Promotional materials should be inexpensive and eye catching. 

Å Provides basic information ñItôs fun, itôs free, itôs local, free 

financial aid assistanceò

Å Stress the nonschool nature of programs

Items used by Montgomery College ïEOC

Purchased from www.4Imprint.com

Item 101064-3 Item 6915 Item 7702 Item 106556

$1.45 $3.71 $0.51 $0.41

Item 102347 Item 6655 Item 7743 Item 1600-149

$2.75 $1.39 $6.42 $0.27

http://www.4imprint.com/

