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ABSTRACT 

This case study centers on the role of the DVD format in regards to the decision making process 
about selecting a college.  This study centers on the possible role that a DVD could play in that 
selection process, and what features an effective DVD might include in order to play a role in 
that decision.  A Pilot DVD was produced for recruitment purposes in the Radio-Television 
Broadcasting program at a small upstate New York community college.  Qualitative interviews 
were conducted with administrators, Admissions staff, prospective, current, and future students.  
Surveys were also conducted, both in person and online.    The production process and 
distribution of the DVD is described, and the role of the DVD in the decision making process for 
selecting a college was examined.  The evolution of Web 2.0 technologies was also taken into 
account.  The research indicates that the DVD format was useful to students in their decision 
making process regarding enrolling in the program.  It was also determined in this case study that 
the impact of the DVD alone, when considered against all other media used in college 
recruitment and decision making, was difficult to ascertain.   
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Section 1: Entry V ignette 
 
 “I just wanna go to college and get it over with!”  That’s the feeling Caroline has had 

recently, as she struggles with the decision about which college to attend after high school.  It 

has been an exasperating ordeal for her since her junior year of high school.  Caroline, now a 

senior quickly approaching graduation day, has yet to decide on which college she’ll be 

attending once the fall arrives.  The issue has been a constant one in her life recently: “Ever 

since junior year, when you start taking your SAT’s” she’s been grappling with gathering enough 

information to make a meaningful decision regarding her path towards higher education.  “And I 

probably should have done it sooner.  I probably should have gotten all my stuff together 

sooner” is all she can think now, as she juggles her time between finishing high school, 

researching colleges on the Internet, attending open house events, following up on scholarship 

opportunities, meeting with her guidance counselor, ironing out financial aid issues, and 

balancing her own interests and wants in a college with those of her parents. 

 Originally she wanted to attend a prestigious communications school in upstate New 

York.  Two of her friends were already attending, and her guidance counselor was an alumnus 

too.  In her case, the guidance office at her high school was helpful—but only after a bit of 

readjustment:  “…[A]t our school there’s two guidance counselors, and half the alphabet of the 

last names have one, and half have the other.  And, the one I had really didn’t know much about 

the thing that I wanted to go into so I kind of had to go to the other guidance counselor. ‘Cause 

she…knew a little bit more about what I wanted to do.” 

 But arranging for meetings with a guidance counselor that really understands her 

situation was only one of the plates that Caroline has been keeping spinning for the past few 

years.  Unfortunately for Caroline, she did not get accepted to her first choice.  This rather 
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unexpected setback has caused her to return to her college search.  “Well, I pretty much ruled 

out[the prestigious communications school she originally wanted to attend] , so I’m just now 

revisiting some of the other colleges that I was thinking about.  So, probably visiting them again 

and seeing—meeting with financial aid, and seeing what actually it would cost, and how I would 

benefit from going there as opposed to somewhere else.”   Back to the drawing board, so to 

speak, for Caroline’s college quest. 

 The decision to stay at home or live on campus is also a consideration in her search.  

Here is a situation where she not only needs to consider her own interests, but also those of her 

parents.  She’d like to attend college relatively close to home, but thinks she’d still like to live on 

campus.  Tied in with that decision is the cost of attending college—a factor that is driving much 

of her decision making at this point.   

 In an effort to help alleviate some of the financial burden of her impending higher 

education, Caroline constantly seeks out scholarship money.  The Internet is her tool of choice 

here for the most recent information.  She uses web services such as “Princeton Review” and 

“Fast Web” to not only compare schools she’s interested in, but also to check on the availability 

of new scholarship monies: “each week it has new scholarships posted for—that match the 

criteria that you’re going to school for or things that you were interested in.  And I was just 

checking to see if there were any new scholarships available.” 

 Being ready for the job market after college is also important in Caroline’s search.  She 

wants to know what the placement rate is for the programs she’s considering.  After all, this is a 

big investment, and she wants to attend a school that has a decent track record for employment 

after graduation. 
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 One thing that she also looks for when reviewing potential colleges is the thoughts and 

opinions of students who attend.  There are some web sites she uses to obtain this “unfiltered” 

outlook, because she feels she wants the “real” information instead of the pre-packaged stuff: “I 

like to see what the students of that college are saying about whatever they like most about it, 

or—‘cause to me that would be just like I would feel if I was there, so.  It’s kind of—it’s not 

someone trying to sell it to you, almost?  Like someone who’s an adult?  So it’s actually like a 

student who is going there—and why they like it, and why they chose it.   

 

I:  Can you give me an example of that?  Of this student information that you— 

 

R:  Um, yeah, I was looking at [another school's] web site.  There was a student that, you know, 

just, um, you could really go anywhere for communications, but—they just said something about 

the School of Communications just—it made their experience that much better because people 

were always there to help you—teachers, and the staff, and it was very close by, and everyone 

was just very willing and able to help you.  Which is the same for most any school, but, that was 

just—I don’t know, it stuck out, I guess.” 

 Since she was not accepted into her first choice, Caroline now feels like she’s 

backpedaling a bit, having to go back to the drawing board and re-examining her secondary 

choices.  It has been, at times, an exasperating experience, leaving her to wish for more “down 

time” just to think. 

 On a seemingly unrelated note, the last DVD Caroline used was the movie Wedding 

Crashers.  She not only watched the movie, but also accessed several special features of the 

DVD: “Yeah—kind of—‘cause the special features probably go along with the Internet, cause 
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they give you like, um—I think on “Wedding Crashers” they have a list of websites you can go to 

or something, that if you wanted to see more, or—like that.  It’s like letting you be in control of 

what you want to see and stuff, on the special features.  And that’s probably the same as when 

you’re surfing the Internet.   

 

I:  Letting you be in control as opposed to what? 

 

R:  As opposed to like, having to watch like the whole thing.  Like a generic one or a targeted 

one—if you were watching the generic one you could just skip over parts that didn’t have 

anything to do with you.  It’s kind of like the Internet, ‘cause you pick what you want to see, you 

don’t really have to see everything.” 

 The DVD format is a huge entertainment vehicle—that much is certain.  It is the fastest 

growing home entertainment medium in history.  In 2002, 25 percent of households in the United 

States had at least one DVD player (Doherty, 2002).  As of 2008, an estimated 91 percent of all 

homes in the United States had access to a DVD player, not including those DVD drives that 

were installed on computers ("Blu-ray Penetration on Rise, Report Says," 2008).  

But perhaps it could be used as a medium to so much more understanding—if it is used 

correctly.  Caroline’s quest for so much information could possibly be simplified and augmented 

through the use of DVD technology.  A college or university could produce a high quality DVD 

that packages much of the information Caroline searches for—all on one disc, all in one place.  

And, if properly taken advantage of, the properties of the DVD format can be exploited:  

DVD…is nonlinear.  This means that the viewers can jump to any point of the video at 

any time.  DVD menus, when properly designed, are a boon to multimedia presentations.  
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This one seemingly simple capacity actually transforms the entire video production (and 

viewing) experience [….] DVD authoring will challenge all video producers to consider 

the idea of a nonlinear presentation.  Creating this type of video is an entirely different 

endeavor right from the first stages of planning. (York, p. 4) 

A DVD will not replace a web site.  But used with other technologies, it could complement web 

sites, providing the medium for high quality video and audio that does not rely on streaming, 

buffers, downloads, or fast Internet connectivity.  The key here is, as York points out, that a 

DVD needs to be properly designed.  The non-linear aspect must be exploited.   

 Could Caroline have been helped by well produced DVDs from the colleges she was 

considering?  She is often bewildered at the sheer volume of mailings, phone calls, and website 

information regarding her search for a college.  In what ways might Caroline utilize a DVD in 

her decision making process?  Would a DVD help in that process?  What techniques would need 

to be employed to make such a DVD an effective tool for a prospective student?      

Section 2: Introduction 
 
 This case study centers on the role of the DVD format in regards to the decision making 

process about selecting a college.  This study centers on the possible role that a DVD could play 

in that selection process, and what features an effective DVD might include in order to play a 

role in that decision.  Before such research can be conducted, a review of current literature 

regarding the subject is in order.  The goal of this review was to determine the current state of 

research on this subject.    

  
 
L iterature Review 
 
 Several scholarly journal articles, along with books and other industry related items, were 

reviewed as part of the preparatory research for this case study.  The attempt was to understand 
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the current role, if any, that DVD could play in decision making—not necessarily decisions 

about college selection, but decisions in general.  How could that information be applied to a 

DVD centering on a college?  How are DVDs being used? 

 

Journal A rticle Summaries 

Dissemination of Innovations in Higher Education: A Change Theory Approach by 

Lewis Elton (2003) examines the application of change theory and how the dissemination of a 

wide ranging funding system was implemented (the “Enterprise in Higher Education Initiative”) 

in the UK.  One of the main points that arose out of change theory draws from Lerwin’s well 

established theories—that the issue of “power” is often ignored in attempts at change, especially 

in collegiate environments.  "The absence of power in a dissemination strategy is extremely 

limiting, but unfortunately innovators virtually never possess it" (Elton, 2003, p. 200).  Several 

unique qualities of change as it relates to educational institutions are noted in the study.   

 In relation to this study, what internal factors would affect the development and 

implementation of a DVD as a tool for recruitment?  This article was used not so much as a tool 

for understanding how a DVD might work, but more to possibly understand what potential 

internal obstacles within the college setting (such as institutional acceptance of innovation) might 

hinder the implementation of such a technique in the first place.     

Direct and Database Marketing and Customer Relationship Management in Recruiting 

Students for Higher Education (Tapp et. Al., 2004) addresses the changing challenges facing 

those in the business of recruiting potential students for higher education.  One school—the 

University of the West of England—is examined.  Major conclusions state that both direct and 

database marketing ploys have “distinct potential in attracting more students cost effectively….” 
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(p. 325).  This case study deals with the re-orientation of the focus of certain marketing strategies 

in the recruitment of potential college students.  The researchers warn to not ignore the impact of 

“key opinion formers” such as High School principals, guidance counselors, etc. when 

presenting marketing tools of any kind.  The researchers contend that “This is important because 

a key strength of direct marketing lies in its use as a retention tool, and students would not fit the 

bill so well.  This is because by and large they are a constantly renewing pool of customers.” (p 

338).  The other issue that stands out in this study is that it “…highlights the dangers of a ‘one 

size fits all’ marketing strategy for universities” (p. 342).  

 In Tapp's study, the idea of not forgetting “key opinion formers” mentioned earlier is 

related to the fact that with prospective students, it is almost impossible to establish a solid, 

constant target audience.  The unique challenge in terms of database and direct marketing lies 

with developing a steady clientele, something that is relatively difficult with the constant 

turnover of students.  As a result, an effort was made to keep in mind the potential role of these 

"key decision makers" in this case study--specifically, the role of the high school guidance 

counselor.  An effort was also made to incorporate the opinions of those on the front line of 

recruitment at the community college begin studied: those working in the Admissions 

department.   

Patient Knowledge, Behavior, and Satisfaction With the Use of a Preoperative DVD 

(Lewis et. Al., 2002) examines the impact of an interactive DVD video on patient knowledge and 

education during the pre-operative stages of two common knee surgery types.  For comparison, a 

regular VHS videotape, containing the same information as the interactive DVD, was also used 

as a control device.  The major conclusions of the study state that the patients that used the 

interactive DVD “…had statistically higher knowledge scores” (Lewis et. Al., 2002, p. 47).  
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Sixty patients were studied and the result stemmed from a combination of questionnaires 

and medical record information.  The researchers acknowledge that further qualitative study 

would be a benefit.  This was one of the few articles found early on in the research that deals 

directly with DVD as a medium.  A  drawback in this study is that they never really get around to 

describing the major differences between the DVD and the video, except to term the DVD 

“interactive” in its approach.  The use of touch screens is discussed and it is “…the interactive 

aspect of the DVD itself, which allowed the patients to repeat information, validate if the answer 

was correct, and determine their own pace” (Lewis et. Al., pp. 47-48).  

 In this case study, it was known that previous attempts had been made to produce 

recruitment videos and distribute them on VHS tapes.  Issues of maintaining updated information 

and keeping the production quality high arose, which seemed to negate the fact that VHS 

machines were relatively ubiquitous at the time. 

 In Case Study: Web + DVD =The Elements of Education? by Marla Misek, the particulars 

of integrating an interactive DVD into an educational setting are explored.  “Conceived in 1999 

‘as a way to provide third- and fourth-year chemistry students with examples of actual, state-of-

the-practice laboratory research that utilizes the concepts they are learning in class,’ Physical 

Chemistry in Practice began as a prototype DVD featuring two videos of chemistry experiments, 

as well as supplemental Web content….”  (Misek, 2002).  One of the areas of interest here is the 

reasoning behind the decision to go with the DVD format.  It was concluded that the DVD 

format was simply, at the time, a better choice for the demanding content that was being planned: 

But why…DVD, and why now?...[T]he technology was a natural choice. "As more and 

more courses go online, technology has become an integral component of the teaching 

and learning process….  One of the areas that needs improvement is the rich media 
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component of online and classroom-delivered education. Streaming media is an 

inconsistent way to deliver video, audio, and animation because the quality of playback 

depends upon the user's set-up, bandwidth, and other factors….  DVD is the way to 

overcome the bandwidth issues and to ensure consistent media playback.”  (Misek, 

2002).  

 As this case study evolved, video on the Internet versus video on the DVD format 

became an issue of study.  Given the choice, would the DVD format be preferable over the same 

video content provided on the college's web site or on popular sites such as youtbe.com? 

 In A, B, CD , DVD: Marketing Higher Education to the Millennial Generation,  Lee 

Furbeck, Marc Harding, Darin Wohlgemuth and David Bousquet track several changes in 

electronic recruitment efforts that occurred at Iowa State University.  The college transitioned 

from a traditional "viewbook" printed recruitment tool, to a CD-ROM based recruitment tool, 

and finally to a DVD based tool.  A major drawback of using the traditional viewbook approach 

was that "…many standard viewbooks fail to communicate the uniqueness of a particular 

institution as intended" (Furbeck et. Al., 2003). 
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F igure 1: The HCCC “Viewbook” in use at the time of the DVD’s development. 
 

Referencing a 2002 Chronicle of Higher Education article by Brandeis University associate 

professor Thomas Doherty, it is noted "…that university students, labeled 'consumers,' are 

growing 'less tolerant of colleges without state-of-the-art media facilities.'  It follows that a 

portion of these 'consumers' may also be growing tired of less than state-of-the-art delivery 

methods used by institutions promising to prepare them for the future."  " (Furbeck et. Al., 

2003). 

 In Southern Utah university Recruitment Videos (2009) Quinn Mortensen studied the 

creation of a recruitment DVD at Southern Utah University.  While similar to this case study, 

Mortensen's project differed significantly in that it was created with a dedicated budget for 

production and distribution of the DVD.  Similarities in content approach were found between 

the creation of the pilot DVD in this case study and Mortensen's study, such as "using college-

age student testimonials in the DVD" (Mortensen, 2009).  It was also found in the Mortensen 
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study that an effective technique that takes advantage of the non-linear aspect of DVD 

technology is to break up old style "linear" videos, such as those found on a VHS videotape, into 

smaller pieces: "In order to assist the presenters that would be using these videos in SUU 

presentations, the committee decided to make four different recruitment videos, each of shorter 

length to help break up a rather long presentation" (Mortensen, 2009).  The study also ran into 

unexpected growth of Internet outlets by the end of the DVD production, and the decision was 

made to put the videos on YouTube as well--but not without reservation:  

 "…[T]he decision was made to post all four recruitment videos to YouTube.  

Those videos will give SUU publicity and marketing advantages over those institutions 

that do not post on YouTube.  However, research indicates that one major problem could 

occur…diluted access.  It becomes very difficult for the videos to be seen by the right 

audience when there is simply too much to view on YouTube, thus providing limited 

exposure to SUU's message" (Mortensen, 2009).   

Julius Dodds, M.Ed., examines the Web 2.0 impacts on prospective students in Using Social 

Networking Technologies to Communicate with the N-Generation (Pros and Cons) (2010).  

Dodds examines the unique situations of a community college in Tennessee--one with a similar 

socio-economic situation as the college in this case study: 

 Currently, community colleges find themselves serving a more diverse population 

of students; some who seek to enroll in basic foundation courses for transferability into a 

four year college, others seeking career enhancement opportunities through course(s) 

completion, many for second career opportunities due to the country’s economic 

conditions, some due to special interest and others for vocational training. Additionally, 

student demographics continue to diversify annually on many campuses. In the case of 
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the State of Tennessee, many students reside in rural areas where technological 

advancements are slow to reach their communities.  Subsequently, one of the complicated 

challenges of the community college professional is the inability to communicate 

effectively with the institution’s customer. For this reason, the purpose of this project is 

to investigate the possible benefits or threats of using social networking 

technologies/tools to communicate with college students (Dodds, 2010). 

The Dodds study was relevant to this case study in that similar factors affect the small upstate 

New York community college that is at the center of this study.  Similar issues arise when 

current Admissions staff attempt to wrap their head around how exactly is the best way to 

communicate with the prospective student: 

 More and more the Internet is serving as a social network for high school 

students. For the “N-Generation” connecting and communicating by way of blogs, 

MySpace, Facebook, and YouTube presents college admission personnel with new 

possibilities. The concept of electronic recruitment (e-recruitment) allows college 

admission staff to communicate with students on a personal level, providing specific 

information to the student while promoting their institution. 

The study, “Engaging the Social Networking Generation,” found that 43% of 1,000 

college bound juniors have created Facebook profiles on college Web sites. The study 

was sponsored by the National Research Center for College and University Admissions 

along with Noel –Levitz, a consulting firm and James Tower, a marketing corporation. 

The study indicated that fifty-four percent of the students surveyed said they would 

download college podcast, 63 percent said they would read a blog produced by a 

professor and 82 percent said they would consider responding to an instant message from 
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a college admissions officer. A 2008 study conducted by the University of Massachusetts 

Dartmouth, Center for Marketing Research found that 61% of college admissions offices 

surveyed were using social networking media and 41% were using some form of video 

blogging. Additionally, colleges were using chat room, instant messaging and emails to 

communicate with their prospective students and alumni. This study was based on 

536 interviews of college admission offices and represents the most comprehensive 

statistically significant longitudinal study of its kind (Dodds, 2010). 

While not directly related to college recruitment, the effectiveness of a DVD versus print 

material was examined by Michael Stellefson, Beth Chaney, and Don Chaney in Examining the 

efficacy of DVD technology compared to print-based material in COPD self-management 

education of rural patients (2009).  In this quantitative study, patients suffering from a common, 

chronic lung disorder were given various types of media: A DVD, a pamphlet, a combination of 

the two, or nothing (as a control).  The media distributed offered patients ways and techniques of 

self treating symptoms of COPD (Chronic Obstructive Pulmonary Disease) at home.  Surveys 

were taken to measure which approach was most effective.  "DVD group participants reported 

clinically significant improvements in physical and emotional functioning….  The same could 

not be said for the Pamphlet and Control Groups….  The present pilot study supports the idea 

that exposure to audio-visual based education, as opposed to text based education, can clinically 

impact physical and emotional functioning among COPD patients…." (Stellefson et. Al., 2009). 

 This study serves to further justify the implementation of a recruitment DVD for 

prospective students in this case study.  A drawback of the quantitative study is that the age of 

the subjects is much higher (50-60) than the typical age of a prospective college student.  In 

contrast to other sources listed here, this study found that the subjects had more difficulty when 
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presented with multiple sources of media: "…the results of this pilot study suggested that 

providing this sample with either a DVD or Pamphlet alone was more effective than providing 

participants with both interventions concurrently" (Stellefson et. Al., 2009). 

 

Book Summaries 
 
 In Holding On to Reality, (1999) Albert Borgman contends that there exists the 

possibility that with current "information technology" we are losing the connection between 

information and the things that it should relate to in the concrete, tangible world.  We are losing 

the relationship between information and reality: 

 As long as we remain in a cocoon of virtual reality or behold and control actual 

 reality chiefly through information technology, the world out there seems light 

 and immaterial.  But once we take up the challenge of a natural area or the 

 invitation of a truly urban space, material reality reappears in its commanding 

 presence and engages our bodily exertion and spiritual pleasure to the limits of 

 our capacities.  But [sic] to repeat, the material vigor and splendor of reality will 

 rest on its moral authority and our ability to respond to it (Borgman, 1999).  

This book was used mostly in preparatory work for this project.  Borgman's views are used to 

help understand the unique challenges of developing messages aimed at an audience that is 

increasingly removed from reality: "…information has virtually become reality" (Borgman, 

1999).  Borgman helps bring to light the very real complications of the stereotypical information-

laden person sitting alone, in a room, "experiencing" their full reality through information 

instead of actually getting out and experiencing it.  

 Philip Howard and Steve Jones seem to back up Borgman's ideas in Society Online: The 

Internet in Context (2004): 
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 The result of cybercommunity and information overload could be personal 

 isolation.  "People's desire to explore their environments will fade as information 

 is delivered faster, cheaper, and easier to their computers.  The continued increase 

 in communication devices such as pagers, cellular phones, and the Internet will 

 reduce personal contacts.  People will spend more time on the computer and less 

 time going out to socialize with friends and neighbors.  Electronic communication 

 will increasingly isolate people from direct human contact and bring a coldness 

 and emptiness to life….  Society will be so fragmented and lacking in support 

 systems that people will rely on the false sense of community provided by 

 communication technology (Howard and Jones, 2004). 

 And again, Richard Saul Wurman echoes similar sentiments in Information Anxiety 2 
 

 (2001): 
 
 The amount of news we are expected to ingest every day hampers our ability to 

 perceive….  Not only are we more likely to make errors of perception, but the 

 more time we spend with reports of disparate events, the less time we have to 

 understand the "whys and wherefores" behind them, to see relationships between 

 them, and to understand the present in the context of history.  Instead, we are 

 lulled by a stream of surface facts; we are made numb, passive, and unreceptive 

 by a surfeit of data that we lack the time and the resources to turn into valuable 

 information. 

  Therefore, the great Information Age is really an explosion of non-

 information; it is an explosion of data.  To deal with the increasing onslaught of 

 data, it is important to distinguish between the two; information is that which 

 leads to understanding.  Everyone needs a personal measure with which to define 
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 information.  What constitutes information to one person may be data to another.  

 If it doesn't make sense to you, it doesn't qualify (Wurman, 2004).  

Indeed, Wurman is on to something here, as the explosion of data he describes is examined in a 

2003 updated study that attempted to calculate the actual amount of data created each year.  

These figures represent levels as of 2002: 

 How much new information per person? According to the Population Reference 

 Bureau, the world population is 6.3 billion, thus almost 800 MB of recorded 

 information is produced per person each year. It would take about 30 feet of 

 books to store the equivalent of 800 MB of information on paper. 

 We estimate that the amount of new information stored on paper, film, 

 magnetic, and optical media has about doubled in the last three years….  

 Information explosion? We estimate that new stored information grew about 30% 

 a year between 1999 and 2002 (Lyman, Peter and Hal R. Varian, 2003). 

Taken together, these three books set the stage in this research--highlighting that creating and 

studying the effectiveness of a DVD formatted piece would have to be considered in this 

constantly evolving and exploding culture of information.  A culture  in which observers such as 

Borgman, Wurman, Howard and Jones have noted that the receiver is unlikely to use just that 

one piece of material in the decision making process.  A process others have referred to as "…an 

unthinking cultural migration into cyberspace… (Ess, 2001)." 

 In Simulations and the Future of Learning (2004), Clark Aldrich explores the emerging 

and evolving technologies used in simulations and modern computer gaming.  Aldrich contends 

that the content of a mature, modern computer game is really an excellent model to base new 

efforts in communication on.   
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  For anyone who develops educational content, or modifies it, or purchases 

 it, or teaches to it, or has a stake in his or her organization's learning strategy for 

 long term business results, understanding the interactivity and production values 

 of a modern computer game experience is critical. 

  If you aim too far below current games, you risk both boring your 

 audience and missing out on effective ways to teach new types of skills.  But if 

 you aim too high above that mark (perfection or bust), you will either spend huge 

 amounts of resources without any return at all or use that as an excuse to waddle 

 on the sidelines (Aldrich, 2004).  

The DVD project that is the focus of this case study does not compare to a modern computer 

game, but throughout the development, an awareness of the viability of being "non linear" was 

kept in mind.  A conscious effort was made to develop a simple DVD navigation structure that 

would hopefully be more effective than previous models of videotape based, linear production 

and consumption. 

Problem Questions 
 
 The goal of this case study is to answer the central research question: 

 What are the ways in which prospective students use the DVD format in the decision 

making process of selecting a college? 

During the course of the research, several sub-questions arose that directly affect the ability 

to answer the central research question.  These sub-questions also guided the nature and 

depth of data delivery during the case study: 

 What techniques need to be employed to make such a DVD truly effective and relevant to 

a prospective student? 
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 Does the fact that a DVD is a tactile format play a role in its usage?  Why or why not? 

The Case Study 
 
 This case study was conducted in order to examine and describe—and discover possible 

new ways—in which a video DVD might be used by prospective students in the college selection 

process.  Specifically, this case study was conducted to better understand the possible role of a 

video DVD in the college selection process for students considering enrollment in a Radio-

Television Broadcasting curriculum at a small two year community college in upstate New York.  

In conducting the literature review for this case study, limited amounts of information dealing 

directly with the DVD format as a delivery mechanism were found.   

 In “Simulations and the Future of Learning” (2004) Clarke Aldrich describes a case study 

as: 

…A presentation, in narrative form, of an actual event that has occurred inside an 

organization.  Case studies are not prescriptive, nor are they used to prove a point; 

they are designed to develop critical analysis and decision-making skills.  A case 

study has a specific time frame, specifies a sequence of events, is narrative in 

structure, and contains a plot structure—an issue (what should be/have been 

done?).  Use case studies when the goal is to enable participants to apply 

previously learned theories to the circumstances in the case, decide what is 

pertinent, indentify the real issues, decide what should have been done, and 

develop a plan of action.  (Aldrich, 2004).  

This particular study centers on what role the use of an informational DVD would play in 

the decision making process of people facing the college selection process.  Instances where no 

DVD was used, instances of how a DVD might have been used, and instances of a DVD being 
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used in the process are all considered.  These real world instances, along with the literature 

review and an examination of Sense Making theory, will generate certain themes and allow for 

assertions to be made based on the combined results of the research. 

 This case study, as Aldrich suggests, is bound by a specific time frame and a specific 

sequence of events.  It centers on one issue, on one college campus.  The case study is also 

bound by time—the research conducted began in 2006 (starting with the production of the DVD 

itself) and concluded in 2010.  Subjects involved in the case study include high school students 

currently involved in the college selection process, current college students who recently 

completed the college selection process, students who used the DVD as part of the selection 

process, and those that did not use the DVD.  Also included in the study are several stakeholders 

in the development of the DVD, such as high school guidance counselors, admissions and 

administrative personnel, and instructors in the department where the DVD was being utilized as 

a recruitment tool. 

 A case study has been conducted to examine these issues.  John Creswell defines a case 

study as “…an exploration of a ‘bounded system’ or a case (or multiple cases) over time through 

detailed, in-depth data collection involving multiple sources of information rich in context” 

(Creswell, p. 61).   

 This case study: 

 Examines the aspects of a DVD that would be desirable to prospective students 

 Is bounded in terms of studying the development and implementation of one DVD 

designed to recruit students into the Radio-Television program of study at a small two 

year community college in upstate New York.  The window of study is roughly from the 

spring of 2006 to the spring of 2009. 
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 Includes qualitative interviews, surveys, and observations 

 Includes interviews with prospective, current, and former students in the Radio/TV 

curriculum, members of the administration and admissions offices, as well as guidance 

counselors 

 Studies the impact of implemented techniques in the production of a “test” DVD 

 

 The overall goal of the DVD that was produced and implemented--then studied--for this 

case study is to increase enrollment in the Radio-Television Broadcasting curriculum.  The most 

basic measure of determining success or failure would be to analyze enrollment figures for the 

program.  Enrollment figures will be examined for time periods before, during, and after the 

DVD was implemented.  The researcher is also a faculty member in this department and as such 

has firsthand knowledge of the trends in enrollment since joining the college in the fall of 2001.   

 During the course of the research, video delivery via web based services--most notably 

YouTube--became viable.  As such, late in the research timeline of this case study, the same 

videos that were initially produced for distribution via the pilot DVD were also made available 

on the program's YouTube page, located at www.youtube.com/HCCCRadiotv.  While not part of 

the initial plan in terms of this case study, the explosive growth of video via the web during the 

time of the study did become a factor towards the end of the time frame for this case study. 

 

Data Collection 
 
 As Creswell notes, a case study “…is chosen to study a case with clear boundaries….  

Also, the researcher needs to have a wide array of information about the case to provide an in-

depth picture of it.” (Creswell, 1998).  For the DVD case study at hand, various types of data 
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were gathered via in depth qualitative interviews, documents, and surveys.  The figure below 

(Figure 2) represents a data collection matrix, and gives a concise visual representation of 

various data sources collected throughout the bounded case study. 

 
F igure 2: Data collection methods included interviews, observations, scholarly documents, 
and  surveys conducted both online and in person. 

 
 Data collection for this case study originated from several different sources in addition to 

the literature review.  In 2005, before this case study began, qualitative interviews from another 

study indicated a potential issue concerning the use of technology as it relates to college 

recruitment efforts.  While not directly related to this case study, these interviews provided a 

base for understanding in regards to how “technology” in general had been used in the past at 

this particular institution.   

Information/Information Source In
te
rv
ie
w
s

O
bs
er
va
tio

ns

Do
cu
m
en

ts

Su
rv
ey
s‐
on

lin
e

Su
rv
ey
s‐
in
 p
er
so
n

High School Students 1
Currently Enrolled College Students 7 7
Former College Students 1
Admissions Director 1
Admissions Staff 2 2
Faculty Members 2
Associate Dean 1
Guidance Counselors 2 2
Scholarly Journal Articles 12
unknown/anonymous 38



22 
 

Early on in this case study, qualitative interviews were conducted with faculty and 

administration members to establish the patterns of what recruitment videos had been attempted 

at the college.  These interviews included discussions with the director of the admissions 

department, two faculty members of the department that the DVD was being produced for, and 

the dean of the humanities division under which that department was housed.  The dean was in a 

unique position to offer insight into previous practices of recruitment videos in this department 

due to the fact that she had previously been a faculty member in the department for which the 

DVD was being produced, and she offered direct knowledge of the process, successes, and 

trouble spots inherent during previous attempts to produce videos for recruitment purposes. 

Following those early qualitative interviews, several students were also interviewed.  One 

was a high school senior in the middle of the college selection process.  Five students that were 

currently enrolled at the college in question were interviewed before and during the actual 

production of the DVD being studied.  Two students were interviewed after the implementation 

of the DVD to gauge the role, if any, of that DVD in their decision making process. 

Qualitative interviews were also conducted with two high school guidance counselors.  

These counselors were also observed using the DVD and then were interviewed about the DVD 

immediately following their first usage of it. 

Surveys were also collected (see Appendix C) consisting of both open ended questions 

relating to the use of a DVD in the college decision making process and questions used to rank 

items in terms of importance relating to content of those DVDs.  Some surveys were given in 

classroom settings at the college in question.  Seven surveys were completed in person.  A 

similar survey was also posted online via the surveymonkey.com web site service.  A link to the 

survey was emailed to several people, and it was also informally posted on the social networking 
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site www.facebook.com.  The responses generated from the web version of the survey were 

totally anonymous.  Just under 40 surveys were completed via the online form.  The surveys 

were a combination of short answer questions and “ratings” scales. 

Related literature including books and scholarly journal articles were also reviewed in 

order to understand previous research findings on the subject.  Little information was found that 

related directly to the DVD format as a topic of study regarding college recruitment, but some 

research was found that dealt with the DVD format in other areas of study. 

The main subjects of this case study were the college students interviewed regarding the 

DVD format.  These students, as a group, were bound in terms of: 

 All students were from the central New York area, specifically either Herkimer 

county or Oneida county. 

 These students were either in the process of deciding which college to attend, had 

already decided and enrolled in a college, or had recently finished at a two year 

community college. 

 All students were interviewed on the campus of the college being studied, in a 

small audio lab setting.  All interviews were videotaped with professional level 

cameras and microphones for archiving purposes. 

The real focus of this case study is how students might use a DVD in the decision making 

process involved in selecting a college. 

 All the subjects that were used in the data gathering received an “Ethics Protocol” form 

before any research was started.  As part of the initial research procedures, the interview 

processes were approved by the Institutional Review Board at SUNYIT.  An example of this 

form is included in Appendix C.  Before any qualitative interviews, observations, or surveys 
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were conducted, the researcher explained in generic terms the reasons for the study.  It was also 

explained that participation was entirely voluntary, and that participants could choose to answer 

or not to answer any of the questions.  It was also made clear to those subjects in an academic 

setting that their participation in the study would in no way affect them academically.  The idea 

that their opinions matter was stressed, and that their participation in the study was significant.  

Interview subjects were encouraged to offer their views without regard to thinking about right or 

wrong responses.   

 Over the course of the research, slight changes were made to some of the questions 

depending on the subject’s role—high school student considering college, current college 

student, former college student, faculty member, guidance counselor, or member of 

administration.  The overall goal was to determine the role (potential or actual) that an 

informational DVD did/could play in the decision making process regarding college selection.  A 

copy of the interview protocols are included in Appendix B. 
 The qualitative interviews consisted of several open ended questions regarding 

recruitment in general, and more specific questions concerning the use of a DVD.  The surveys 

collected—both in person surveys and those conducted online—included similarly open ended 

questions along with an opportunity to rank certain items (see Appendix C).  First, survey takers 

were asked to rank eight different areas of possible content that a recruitment DVD might 

contain.  The items for ranking consideration included: 

 information on campus and student activities 

 information regarding the community that the college is a part of 

 information regarding on-campus housing options 

 information regarding tuition and financial aid 
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 information specific to the curriculum you are interested in 

 information from current or previous students from a particular curriculum 

 a video tour of the campus facilities 

 information from current faculty members 

These items were ranked in order of perceived importance by the survey taker, with one being 

the most important and eight being the least important. 

 

 
F igure 3:Ranking of items in order of importance when making a decision about college 
selection. 
 In three other questions, respondents were asked to rate a statement in terms of an 

“agreement” scale: 
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The specific questions that utilized this agreement scale were: “Using a DVD is easier than using 

the Internet”,  “I would consider viewing a DVD that was mailed to me from a college”, and 

“Given the choice, I would rather watch a DVD instead of the same video content on the 

Internet.” 

-5 -4 -3 -2 -1 0 1 2 3 4 5 
 
Disagree……………………………No Opinion………………………………..Agree 

 
F igure 4: survey respondents had the option of agreeing or disagreeing to certain questions 
via this scale. 
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F igure 5: Ease of use for DVD over Internet, consideration for viewing a received DVD , 
Choosing DVD over the same video on the Internet. 
  

 Finally, survey takers were presented with another opportunity to rank ten more items  in 

terms of importance in the college decision making process, with 1 being the most important and 

10 being the least important.  The items offered for ranking were:  Internet video (YouTube, 

Vimeo, etc.), printed materials (pamphlets, brochures, letters), e-mail correspondence, phone 

calls, informational DVD videos from the college, the college’s website, personal interviews, 

high school guidance office, and campus visit/tour.   



28 
 

 
F igure 6: Ranking of 10 items in terms of importance in the college selection decision making 
process. 
 

The researcher analysis, review, and summary of these various ranking items in located on pages 

35-56. 

Analysis of Data 
 
 All qualitative interviews were videotaped using professional level equipment.  Footage 

of all interviews was captured into a high end professional editing system called Avid Media 

Composer.  Through the use of this application, the researcher was able to transcribe each 

interview for coding.  Also, not unlike products specifically designed for coding qualitative 

research data such as Atlas/Ti and Nudist, the Avid software was used to separate selected pieces 
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of each interview, by coding, into themes.  Each “theme” was given its own “bin” or container in 

Avid.  Multiple copies of any data item can be made, resulting in the ability to have one 

qualitative statement reside in more than one theme/bin. 

 
F igure 7: The “Technology” bin used in Avid Media Composer as an organizational tool for 
the “technology” theme. 
 

This organizational approach allowed for easy organization of each data element.  The video and 

audio of each coded element was grouped with the corresponding transcript from the interview 

itself.  This allowed easy access to not just the written transcription but also full video and audio 

as well.  Further deconstructing the data, each bin can be sifted via any keyword or phrase.  For 

example, a bin can be searched for all of the incidents of the word “visit” or “tour” in order to 

find comments or entries relating to that subject. 
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F igure 8: An example of how the survey questions were organized in Avid Media Composer.  
The question number, response number, and date are represented, and the full text of the 
response is available. 
 

 The Avid Media Composer system was used as an organizational tool for all research 

data.  Short answer survey items were transcribed into the system and given unique attributes for 

each response.  Responses were organized by question number, response number, date, and 

content of the response itself. 

 As noted previously, slight modifications were made to certain questions depending on 

the subject interviewed.  However, all subjects were asked to respond to several key questions.  
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These key questions are listed below, followed by summaries and discussions regarding the 

responses collected. 

1). To the best of your ability, can you describe any recruitment efforts you’ve been 
exposed to regarding the Radio/T V program at H C C C? 

 
Depending on the subject, this question was either stated as written or slightly 

modified if the subject was part of the faculty or administration of the two year college being 

studied.  There were a variety of responses to the opening question, ranging from “a ten, fifteen 

minute interlude” with admissions staff from a college “where they kinda go ‘this is the new 

stuff’ and then leave” to “I received the DVD…and I watched it and I was just like…I want to 

go!”  A common response centered on traditional recruitment  

techniques such as letters and brochures being sent in the mail.  Some respondents said  

that they received no recruitment messages whatsoever from the institution being studied.   

One student categorized the efforts as “you get propaganda from every college that you  

apply to and even some that you don't.”  Interview subjects that were current or  

prospective students often turned this question around, bringing it to their own efforts  at  

finding information out on their own.  One prospective student mentioned that the  

campus visit was instrumental in her decision, and that viewing the DVD being studied  

was also a deciding factor:  “I got the video at the campus tour and I watched that when I  

got home. And it was a-it basically was my deciding factor 'cause it showed that there's  

like a lot to do.”  Overall, there did not seem to be a consistent message delivery system  

that originated from the college in question in terms of getting the message out to  

prospective students. 

2). What specific things would you need from a college in order to be able to make a 
meaningful decision as to whether or not to attend that college? 
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This question generated various responses, but several respondents discussed costs and 

tuition: 9 out of 17 respondents specifically mentioned cost.  Nine respondents discussed a tour 

or visit to the campus as being very important.  A current student stated that “the price had to be 

right” when choosing a college, and also that “it was just the money issue, 'cause I'm paying for 

my own complete education.”  Another student stated that “I'd save a boatload of money and 

that was a huge factor” in the decision to attend the college.  One online survey respondent said  

“for some schools, it's difficult to visit right away if they are so far away. Sometimes I would like 

to know ahead of time if my $70 application fee is even worth it.”  Another stated “I'd need to 

visit the place to drink in its majesty.”  And as seen in figure 6, a campus tour or visit was listed 

very high in terms of what respondents felt was most important when making the decision about 

which college to attend.  Over 70% of respondents listed the campus visit or tour as either the 

number one, two, or three most important thing, from the 10 possible items listed. 

3). What specific obstacles do you/did you face when deciding on selecting a college? 
 
 Issues of tuition and financial aid were common: “I'm kind of stuck in that middle 

ground, we're middle--middle class where you can't get the, uh, the rich parents who can afford 

everything, and you're not low class so the government's covering everything, we're kinda just 

right there in the middle.”  One of the high school guidance counselors interviewed said “I don’t 

think a student chooses a college without the financial decision being the number one thing.”  

Also, several mentioned distance as well.  “It was actually being far away from family” said one 

current student.  A former student, considering a particular school to transfer to, stated “it was 

four and a half hours away from anybody I knew, so, that was an obstacle I didn't like.”   

4). What do you think are/could have been the solutions to overcoming those obstacles? 
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 Keeping on top of financial aid and scholarship issues was a common response here.  

“The financial aid opportunities we got were not that great to be honest, FAFSA kicked in a little 

bit, TAP kicked in a little bit” responded one former student.  A high school student in the 

middle of the selection process tried to be sure to see financial aid personnel during campus 

visits: “…seeing-meeting with financial aid, and seeing what actually it would cost” to go there.  

 The Internet was also mentioned several times as a possible place to find solutions.  One 

respondent mentioned sites like fastweb as a source to help stay up to date on possible 

scholarship opportunities: “…each week it has new scholarships posted for—that match the 

criteria that you’re going to school for or things that you were interested in.  And I was just 

checking to see if there were any new scholarships available.”  Overall, the Internet was an 

immediate response for several subjects whenever the need to find information came up.  Other 

respondents said that talking with other students—their peers—was also effective in helping to 

overcome obstacles:  

  Well what I find is that administrat ion is definitely more business-ey because they 

 have to be.  They want to convey a professional image, uh, because they’re representing 

 the college.  Whereas well the students, they are representing the college as well, they’re 

 also a little more laid back and you can relate better because they’re your peers, they’re 

 in your age group, and, uh, I guess it’s just a matter of being more comfortable talking to 

 my peers than somebody who is older than me and who is getting paid to do that for a 

 living. 

 Others mentioned seeking solutions to their individual obstacles by occasionally more 

traditional methods: “…to learn a little bit more I called the chairman of the department and I 
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had many phone conversations with him about the school and answering a  lot of questions that I 

had.  That really helped me make my decision.”     

5). Thinking about your decision making process concerning college selection, what 
specific groups or people would you have access to in order to help guide your 
decision? 

 
 Here  again, friends and family were helpful to all respondents.  Most responded that 

their parents were their main guidance, and secondly, friends.  One respondent said that she 

talked with “people that I know who were already going away to other schools, I would talk to 

them and see how they liked the places that they were going to, and also friends that were also 

deciding the same time as me.”  None of the interview subjects that were students mentioned 

their guidance counselor as a primary influence until they were specifically asked whether or not 

their guidance counselor played a role in their decision making process.  One current student 

specifically mentioned the transfer counselor at the college being studied as being very helpful: 

“she gave me a-- a nice fan-out of what I could go to.  Basically the same ones as my high school 

guidance counselor gave—Ithaca, Oswego, you know, that kind of thing.  And, you know, any 

question I had she answered it, and um, she was a real big help in this setting.”   

6). What specific forms of technology , if any , would you use/have you used in your 
college selection process? 

 
 Varied responses here, but overall the Internet again was the first reaction.  Emails and 

phone calls were also employed by several respondents.  One response initially said “just the 

computer” but then expanded the results:  

  Just the computer, really.  The Internet.  Like looking up the two different schools-

 but there's three, but the third one didn't have my sports so I really ruled that out.  So 

 basically just the computer and then your DVD , and just using the phone, I guess, to talk 

 to people who went to the community college in my town. 
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 One respondent narrowed down his use of technology to phone calls once he found the general 

area he had questions about.  At that point he preferred the phone: “I felt that I was making more 

phone calls than using the Internet, um.  Only because that was my personal preference.  I don’t 

really like e-mailing back and forth, I like the, you know—at least talking on the phone.”   

7).   If you were to watch a video that dealt with college recruitment for a specific 
program at H C C C , what would that video be li ke? 

 
 Some were asked this question early on in the process, before the DVD in question was 

even produced, and some were asked after production or viewing of the DVD.  Responses 

included areas regarding cost, housing, programs offered, what the community is like, and input 

from students.  From the online and in class surveys, a significant amount of respondents listed 

“Information specific to the curriculum you are interested in.”  Of those responding, 26 of 43 

chose this as either their first or second choice, while 21 of 44 respondents chose “A video tour 

of the facilities” as either their number one or number two choice.   

 
F igure 9: rankings of importance for potential subject areas of an informational DVD . 
 

1 2 3 4 5 6 7 8 Response 
Count

10 9 7 2 5 3 4 2 42

5 10 6 2 4 6 7 3 43

14 6 3 5 3 6 5 1 43

15 3 9 2 5 3 1 4 42

19 7 4 5 2 0 1 5 43

7 6 8 2 2 10 3 5 43

14 7 5 2 5 4 3 4 44

2 6 8 4 4 4 9 6 43

Information regarding on campus housing options

Information from current faculty members

Ranking Number

Information specific to the curriculum you are 
interested in

Information regarding the community that the college 
is a part of

A video tour of the campus facilities

If the following information was contained on a DVD from a college, what information would you deem most important?  Please rank the following in importance, 1 being 
the most important and 8 being the least.    

Information regarding tuition and financial aid

Information on Campus and Student Activities

Information from current or previous students from a 
particular curriculum
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A few respondents stated that they would want the DVD to give off the “feel” or “vibe” of the 

campus.  “I would want the DVD to portray the look, feel and atmosphere of the college as if I 

were to actually visit it” said one survey taker.   A high school guidance counselor thought a 

DVD should be “something that you can get your hands on—that’ll give you that information 

and give you a feel—like you’re actually there.  That—that’s kind of important” and, after 

viewing  the DVD in question, said “it also gives them a  flavor of the campus.” 

8). Can you descr ibe the last D V D you used?  W here and how did you use it? 
 
 Of those subjects asked, most described typical usage of a movie they recently watched 

on DVD.  One described a DVD disc given to him as a training tool for a piece of software.  One 

subject compared the experience to using the Internet:   

  It’s like letting you be in control of what you want to see and stuff, on the special 

 features.  And that’s probably the same as when you’re surfing the Internet.  [Interviewer 

 question]:  Letting you be in control as opposed to what?  [Respondent]:  As opposed to 

 like, having to watch like the whole thing.  Like a generic one or a targeted one—if you 

 were watching the generic one you could just skip over parts that didn’t have anything to 

 do with you.  It’s kind of like the Internet, ‘cause you pick what you want to see, you don’t 

 really have to see everything. 

 Many similarly described their own use of the non-linear aspect of DVD usage, citing things 

like changing from chapter to chapter or selecting certain bonus features over others, or skipping 

over certain content to get to the content that they wanted to see.     

9). Can you compare the use of that D V D with the use of the Internet?   
 
 This question was asked during certain qualitative in person interviews.  It was slightly 

modified for the surveys collected.  It was changed to “How does the use of a DVD differ (if at 
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all) from using other forms of communication when it comes to making a decision about 

college?” on the survey forms.  Some survey takers said it was “more personal” and “Without 

traveling to the college, it can give you a personal look at the school without the hassle of tour 

groups and parents.”  One respondent sees the DVD as a gateway to seeking more detailed 

information:  

  The DVD needs to move more quickly, contain fewer details and focus on visually 

 interesting topics than other sources of information like a catalog or Website to hold 

 one's interest. The DVD should whet the potential student's appetite to find out more 

 particulars through the other sources. 

 Contradictions also surfaced, with one saying that the DVD format is “more ‘interactive’ than 

reading content on various web pages.”   Another survey answer says that the DVD format “…is 

not interactive like other online media communications.”  Another survey taker placed the DVD 

format above certain other forms of media, saying   

  It would be more in-depth than a catalog or brochure. I would actually get to 

 ‘see’ the campus. Many people thinking about attending a college don't have high-speed 

 Internet access, so the same information on the Internet would take a long time to look at. 

 A DVD would be much easier to use. 

In general, the DVD format is perceived as being favorable to the more traditional types of 

media in use such as pamphlets, brochures, catalogs, and for some, even text-heavy web sites. 

10). What, if any role did your high school guidance counselor play in your decision? 
 
 This question was only asked of subjects who were either in high school or in college at 

the time of the study.  As stated previously, none of the subjects mentioned their high school 

guidance counselor as being influential in response to question number 5.  However, this 
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question was added to try and ascertain what role the guidance counselor may have played, based 

on findings in the literature review.  One high school student reported that her guidance 

counselor helped her to nail down what she wanted to pursue: “she really, like, helped me—

concrete—that that was what I really wanted to do.  Because at the beginning of the year I really 

wasn’t sure.”  While others simply wrote off their counselors as inept or overworked:  

  I just think that guidance counselors—students kind of look at them as a joke, not 

 a real reference or something maybe.  You know in movies you see them like sending the 

 wrong transcripts out and things like that.  That actually used to happen in my high 

 school, you’d have to really get on them about sending out the right transcripts and 

 things, but then again they’re dealing with how many students—so, I don’t know, maybe 

 they should have more than one or two per high school or college, that way you can have 

 more help. 

Still others felt a solid connection to their high school guidance counselors and felt they were 

helpful in the process:  

  I was close with my guidance counselor, she--between the two community 

 colleges she thought it'd be better for me to get away.  She knew this was a better 

 program, she talked about it a lot, and when she realized how good a program this was 

 'cause I told her about the DVD and my tour and everything she thought it was a really 

 good decision for me.  And, she actually told me to tell my broadcast teacher in high 

 school about this school so he could promote it. 

11). What, if anything, is/was missing from the process of making a decision about 
college? 
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 This was an in-person qualitative question only, and not included in the survey forms.  

One respondent says that if there is anything missing, it is really up to the individual to figure out 

how to fix that:  

  I don't really think there's anything missing, I think it's really up to the person 

 who's—who is, uhh, making the decision to really take it upon themselves and umm you 

 know, do that –do the—take the time and effort and do the research and, umm, find out 

 for themselves. 

Some mentioned adding live chat options or streamlining phone access and extensions, while 

others theorized that having separate tours or information sessions for both parents and students 

might be beneficial.  Another respondent echoed the issue of getting different sets of information 

depending on the source:  

 

  Just so you can get more of the student basis, know more about student life, 

 without going through someone like, like even the teachers give you a lot of information, 

 being a student you have a different perspective on school.  It—mine's a very good one, 

 but,--so talking to the right person cause even now talking to second year students I get a 

 lot of information even though talking to teachers I get good information as well, I get 

 just as good information from the students from a different perspective, and I like that. 

 As mentioned before, some interview subjects were asked separate questions based on 

their role.  Two members of the administration interviewed were asked separate questions which 

related more to the internal workings of recruitment efforts at the college being studied.  Those 

questions are listed below, along with a brief summary of the data collected. 
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1).  To the best of your ability , can you desc r ibe the cur rent recruitment status 
regarding the Radio/T V program here at H C C C? 

 
Both respondents mentioned the usual methods of recruitment at the college, such as open 

houses, members of the admissions staff conducting visits to high schools, “special program 

days” offered at the college where a specific program is highlighted via tours and information 

sessions, and through working with high school guidance counselors.  Some concern was 

expressed over staffing issues and turnover:  

  “…there were some duties that the admissions department used to do that they 

 don’t do anymore. So, on an inside track I see where some of those differences have 

 occurred. What I’m not sure of is if some of the—some of the duties, some of the tasks 

 that were once done are being picked up by anybody else   

Much of the discussion regarding current recruitment efforts seemed to center on the 

condition that the prospective student somehow physically gets to the campus:   

  You have a special education day, you have the open house, you have faculty that 

 are willing to take a student on, for a class or two, a high school student that would come 

 up here. We have the registration programs where the students come and they will 

 register with a faculty member…. And then if the students come here and visit—let’s say 

 at an athletic event—National soccer championships, a basketball game, uh, even an 

 interview here on campus—that if the students are here at any one of those events, the 

 students will see our students doing that type of live broadcasting. So that also will 

 facilitate an interest in them coming to school here.   

And again, the standard practices of the admissions workers in terms of high school 

visitations were also described:  
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  As far as the individual programs go, once the recruiters go out, and they go to 

 the high schools, they do follow up. I think it’s—they have some standard methods, they 

 write some letters—a lot of letters go out. A lot of phone calls. I think it is up to the 

 individual recruiter to follow up the way they would follow up. 

 
2).  What do you feel are the specific goals that should be kept in mind regarding  

cur rent recruitment efforts? (how many?) 
 

 Neither of the interview subjects presented a clear goal in terms of actual numbers in 

response to this question.  One response described a possible scenario in which discussions with 

faculty would be needed to assess possible goals:  

  …we could actually sit down and discuss that with the faculty. We know there’s 

 some more room. What is that limit? And—and maybe with discussion of the faculty and 

 other professional sources, where do we go find those additional students to fill that 

 capacity gap that we’d like to have? 

Similarly, no specific goals in terms of a desired number of students was offered: “I don’t think 

we’ve set a certain number of students quite honestly.  However, it’s probably a good thing to do 

at this point.” 

3).  What specific obstacles do you see in the way of those goals? 

 Here, one respondent lamented the demise of recruitment strategies that seemed to work 

in the past, such as more faculty involvement, phone calls, and faculty visits to high schools:  

  There were concentrated efforts by the faculty to do recruiting sometimes outside.  

 I noticed at one point we had more outside recruitment by faculty members than we do 
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 now.  And that is that I would go and visit a high school.  We’d drive the truck there and 

 we’d actually have it there.  And we would target a high school that had a radio/TV 

 program.  So you would actually go in there and you would talk to the students, and they 

 would see the truck, it just gave you a connection. 

Another potential obstacle observed by respondents here is that the program itself may be an 

imposing one:  

  You’re gonna have students coming here from a setting that have had minimal or 

 possibly even no exposure to—for example, this type of equipment or this type of a 

 program—and it could be a little—or even—a little to quite intimidating to them. 

 Cost and budgetary considerations also played a part in the obstacles.  Staffing issues, cutbacks, 

and simple issues of enough time were cited:   

  I think one of the problems is that the recruitment efforts were asking departments 

 and people that were faculty members and, um, staff, technical assistants, whomever—to 

 help with this recruitment effort.  Makes a lot of sense because you’re so close to the 

 program, and you have an enthusiasm for it.  It’s really—it makes a lot of sense.  Except, 

 there’s no time built in to do that.  And these are things that need to be attended to and 

 they take time.  So you can have great ideas, the big problem is the time to do it….  You 

 know—would you take this particular time and teach your classes at the same time and 

 do it?  You might.  And we’ve all done it.  But that goes so far.  Do you do it on an on-

 going basis or do you do the project every now and then?  That’s really the question.  

 There’s a point where you go ‘ugh—done that!’  Now I’m teaching, and I’ll do the next 
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 project.  But you can’t count on a faculty member or a staff member who’s primary job it 

 is not to—it is not recruitment—to really invest what it takes to do ongoing recruitment. 

 Recruitment videos had been used in the past, but again, cost and time became obstacles 

in their continued effective use:  

  Well, what we’re trying to—what you’re proposing is one is—it’s not the CD that 

 is expensive,  it’s the initial create, and then even more expensive because it has to be 

 budgeted is the updating.  You know, we did a videotape here at the college, and the first 

 videotape was in 1988.  I happened to be working here.  Took it out on the road with me, 

 we were ahead of everyone else, or we were with the pack.  And it was a terrific, terrific 

 video.  Very well done, professionally done.  And in two years it was outdated.  Very 

 outdated.  You know—how much will the radio/TV change in terms of technology and 

 teaching methods?  You know, ‘cause we’re so current on radio/TV that that will be the 

 challenge; If you do it once, then—keeping it updated. 

4).  What do you think are the solutions to overcoming those obstacles? 

 Various responses here included more effective use of the college’s web site, along with 

both looking back at what worked previously and trying to combine it with new efforts: 

  I think the way we have to go after it is different from the way we once did it.  

 Although I think we should look back and say what are we doing that we did then that 

 still would be a viable way of recruiting at this point. Uh, in videos in the past, and I 

 think it was really really powerful—it was testimonials.  The students in the radio & TV 

 program, in particular—former students I should say; graduates—are really in some 
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 amazing places throughout the country.  Throughout the world, actually.  So I think that 

 that’s just not capitalized upon enough.   I think it works if we include those testimonials 

 in something like, like a DVD project.  I think that we need to include them on a web site.  

 And we need to include them right in our own hallways…. 

5).  A fter it is produced, how do you see a promotional recruitment D V D being used on 
behalf of the Radio/T V cur riculum? 

 Getting the DVD into the hands of prospective students was stressed, along with the 

importance of (and challenges of getting the DVD to) guidance counselors in this role was 

stressed here: 

  I think that it needs to go to prospective students.  I think that it needs to get into 

 the hands of guidance counselors.  But I think rather than to be just sent to guidance 

 counselors they need to see it.  Because if it is sent in a package, they’re not going to see 

 it.  I really believe that.  I think they’re just sent a bunch of stuff, and I don’t believe that 

 they use it the way that it should be used—I don’t believe they get to it all 

 In later interviews with guidance counselors, this sentiment was echoed in terms of availability 

and simply having enough time to sort through all the information for each college: 

  We have admissions people come to our schools.  But, that’s usually a—a ten, 

 fifteen minute interlude where they kinda go “this is the new stuff” and then leave 

 (shrugs).  So…We really don’t….   But we do—we do—I know I do, our school does it, 

 your school does it a little bit better, but our school has a little bit of difficulty getting 

 students to come down and access the reps.  So then there’s always one of us that goes in 

 and is the sacrificial counselor to go in and say—you know—is there anything you want 
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 us to know, is there anything you want us to tell the students?  You know, what are your 

 most popular programs, are there any changes, are there any new programs?  And the 

 problem you run into is that they’re on such a tight schedule because they’re in Holland 

 Patent and they might need to go to Rome, then Camden, so they can only be there for 

 thirty five, forty minutes.  And you want that quality time with the kids, so we’re really at 

 the mercy of what kind of time they can give us and then what they can leave us.  And, 

 truthfully, brochures and stuff are nice, but- they fall by the wayside .   You don’t have 

 time to read them. 

In terms of actually putting the DVD into circulation, concerns were also raised about keeping 

the content up to date once it actually stats being used: 

  …the ability and willingness to update that CD every year as things change.  

 DVDs—some colleges actually continue to update them throughout the year.  Letting 

 students know that this CD was updated and is current as of such and such a date.  And 

 telling them why there was something.  A new wiring system was added in, a new sound 

 system was developed and we’re going to be showing you that today. 

Analysis of Data: Survey Items 
 
 Along with the short answer survey questions previously discussed, the survey forms for 

both the online surveys and the in-person surveys contained several opportunities for respondents 

to rank certain items .  These ranking opportunities are listed below, along with a brief analysis 

of the data collected.  Data collected from the online surveys was combined with the responses 

from any in person surveys obtained. 
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 These questions are not listed in sequential order, because these ranking questions were 

included along with the aforementioned short answer survey questions in the same document.  

The actual numbering of the ranking questions on the surveys was question 4, question 6, and 

question 7.   

Survey Question 4:  If the following information was contained on a D V D from a  
college, what information would you deem most important?   
Please rank the following in importance, 1 being the most  
important and 8 being the least. 

 
F igure 10: Rankings of potential DVD content.  Survey takers were asked to rank the 
importance of several subject areas that might be included on a recruitment DVD from a 
college. 
 Of the choices given, “information specific to the curriculum you are interested in” and 

“A video tour of the campus facilities” were ranked highest, with 26 out of 43 respondents listing 

the former as either first or second in terms of importance, and 21 out of 44 listing the “video 

tour” as either number one or number two.  Other high ranking responses were “Information 

regarding on campus housing options” with 20 out of 43 ranking that as number one or number 

two; “Information on Campus and Student Activities” with 19 out of 42 respondents listing that 

option as either number one or number two; and finally,  “Information regarding tuition and 

1 2 3 4 5 6 7 8 Response 
Count

10 9 7 2 5 3 4 2 42

5 10 6 2 4 6 7 3 43

14 6 3 5 3 6 5 1 43

15 3 9 2 5 3 1 4 42

19 7 4 5 2 0 1 5 43

7 6 8 2 2 10 3 5 43

14 7 5 2 5 4 3 4 44

2 6 8 4 4 4 9 6 43

Information regarding on campus housing options

Information from current faculty members

Ranking Number

Information specific to the curriculum you are 
interested in

Information regarding the community that the college 
is a part of

A video tour of the campus facilities

If the following information was contained on a DVD from a college, what information would you deem most important?  Please rank the following in 
importance, 1 being the most important and 8 being the least.    

Information regarding tuition and financial aid

Information on Campus and Student Activities

Information from current or previous students from a 
particular curriculum
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financial aid” was also highly ranked, with 18 out of 42 responses listing that option as either 

number one or number two. 

Survey Question 6:  Please rate the following questions on a scale from " Strongly  
Disagree "  to " Strongly Agree "  as shown. 

 

 
F igure 11: Rating DVD usage as compared to Internet usage 

The standout data from this survey question is the second question, “I would consider 

viewing a DVD that was mailed to me from a college.”  Some 28 of the 43 respondents stated 

that they either somewhat agree, agree, or strongly agree with that statement.  Only three 

disagreed, with two stating that they “strongly disagree” and one choosing “moderately 

disagree.”   

 The first and third questions (“Using a DVD is easier than using the Internet” and “Given 

the choice, I would rather watch a DVD instead of the same video content on the Internet”) 

generated mixed responses.  However, in response to the third statement, 22 out of 43 

respondents listed that they agree in some manner with the statement, while seven offered “no 

opinion” and 14 indicated some level of disagreement.   

      In response to the first statement, most (24 responses ranging from "slightly disagree" to 

"strongly disagree" versus 16 responses ranging from "slightly agree" to "strongly agree" with 

four having "no opinion") indicated that a DVD was not easier to use than the Internet, although 

as with responses to the third question, responses were mixed—but overall leaning towards some 

level of disagreement with the statement. 

Strongly 
Disagree

Disagree Somewhat 
Disagree

Moderately 
Disagree

Slightly 
Disagree

No Opinion Slightly 
Agree

Moderately 
Agree

Somewhat 
Agree

Agree Strongly 
Agree

Response 
Count

6 4 5 2 7 4 4 3 1 5 2 43

2 0 0 1 0 0 7 5 6 14 8 43

3 4 1 3 3 7 3 2 2 10 5 43

Using a DVD is easier than using the internet.

Given the choice, I would rather watch a DVD instead of the same 
video content on the internet.

Answer Options

I would consider viewing a DVD that was mailed to me from a 
college.
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Survey Question 7: Please rate the importance to you, starting with what you feel  

is most important, consider ing the decision making process  
about attending a given college.  Please rank them in order  
from 1 to 10.  

 

 

F igure 12: Importance of factors in the college selection process. 

 The biggest factor among the choices is “campus visit/tour” which generated a “top 

three” ranking with 29 out of the 41 respondents, with 17 ranking it as the number one factor.  

No other option came close to that response rate.  Other highly ranked items were “personal 

interviews,” “The college’s website,” and “Printed materials” which were all tied for the second 

most appearances in the top three choices.  “Informational DVD videos from the college” was 

ranked in the third spot in terms of being rated either first, second, or third most important, with 

a total of 10 respondents listing a DVD in one of the top three spots. 

 On the other end of the scale, the least important factor according to the respondents here 

is phone calls, with 19 respondents placing it in one of their lower three rankings.  “E-mail 

correspondence” was the next “least important” factor here, with 15 people ranking it in one of 

their bottom three.  Finally, “Internet Video (YouTube, Vimeo, etc.)” and “”High School 

1 2 3 4 5 6 7 8 9 10 Response Count

2 3 0 7 3 3 4 5 8 6 41
1 9 5 4 4 2 5 5 3 3 41
1 1 6 3 2 2 6 6 9 5 41
1 3 1 3 3 4 5 7 8 7 42
3 4 5 5 8 9 3 3 1 0 41
1 0 4 7 3 10 7 4 3 3 42
7 5 6 5 5 5 1 3 3 2 42
6 5 5 3 6 2 8 3 0 4 42
1 4 3 4 8 3 3 6 3 6 41
17 7 5 0 1 2 0 1 4 4 41

Email correspondence

Personal Interviews

Answer Options

Informational DVD Videos from the college

Campus Visit/Tour

Printed Materials (pamphlets, brochures, 

The college’s website

Phone Calls

High School Guidance Office

Internet Video (YouTube, Vimeo, etc).

Material on CDROM from the college
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Guidance Office” were tied for the third least important factor of those offered, with 13 

respondents placing those choices in their bottom three. 

 

 
 
Outcomes and Development of Themes  
 
 Initial analysis of the data during transcribing and coding of interviews, along with 

evaluation of the survey data, led to the development of several themes regarding the role of the 

DVD in the college selection process.  As described previously, the Avid Media Composer 

system was utilized as an organizational tool, and data from qualitative interviews, observations, 

and surveys was organized according to several themes and categories.  These initial themes 

were: cost and tuition, decisive/influential factors, DVD reaction, internal issues, recruitment 

techniques, suggested DVD content, tangibility, technology, and visit or tour.  The Avid Media 

Composer system was also used to organize the responses to the surveys taken either online or in 

person.     



50 
 

 
F igure 13: Various bins as themes/categories, along with other organizational elements. 

 
 As the data was analyzed,  some primary themes emerged regarding the role or potential 

role a DVD could play in the college selection process.  These themes are described below. 

Physical Versus “Virtual” Connection 
 
 The importance of visit to the college in question surfaced often throughout the research.    

If an actual visit to the campus is not possible due to travel distances or other issues, the idea of a 

“tour” or “visit” as a connection to the college in question is still important.  As one guidance 

counselor stated,  “you know, you’d never buy a car without driving it around the block.  It’s 

amazing how many students will buy into colleges without going for a visitation. ”  A survey 
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taker noted that the idea of a “tour” without being able to get to the campus is attractive: “…for 

some schools, it's difficult to visit right away if they are so far away. Sometimes I would like to 

know ahead of time if my $70 application fee is even worth it.”   

Visual Communication 
 
 The visual potential of the DVD format also emerged as a theme throughout the research.  

As the literature review supports, the way information is consumed by the target market of 

college recruitment has changed.  In college recruitment efforts, there is no one best way, as 

described by Steele (2002) in Media Omnivores: “What students really want is a mix of print and 

electronic communication.  Interviews with college bound students reveal that they want to 

explore a college Web site online, show the view-book to their parents, chat with current 

students online, and flip through a copy of the alumni magazine to see where students end up 

after they graduate.  There is no perfect blend of online or print communications for an 

institution; the communication flow for a school should be as distinctive and unique as the 

college itself.” (Steele, 2002). 

 Throughout the research, the reaction to the DVD or suggestions for the DVD continually 

returned to the visual appeal in that style of communication.  42 different responses culled from 

surveys and interviews mentioned some aspect of the DVD content itself or suggested content 

for future DVDs.  As an interviewed guidance counselor stated: 

  Well that’s why the DVD’s giving you information—something that you can get 

 your hands on—that’ll give you that information and give you a feel—like you’re actually 

 there.  That—that’s kind of important.  You know, and they’re visual.  Kids are visual 

 today.  Much more so than we ever were. 
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Production and Distr ibution M ethods 
 
 Building on the themes in the early research coding and examination, the ideas of 

“internal issues” and “recruitment techniques” revealed a theme that relates to the ongoing 

efforts in terms of recruitment at the college in question, and specifically to recruitment efforts 

for the program for which the DVD was originally produced.  35 different responses wound up 

in various themes early on in the research, centering around either the need to keep the DVD up 

to date or various internal/institutional issues that arose regarding getting the DVD done.  

Budgetary concerns, personnel concerns, and time requirements of effective recruitment 

techniques evolved.  These concerns were mostly expressed from the administrative side of the 

institution.  The problems of  the time and effort needed to produce and distribute a DVD 

centered on recruitment is a major undertaking, but there appears to be no coherent method of 

getting that done at the institution being studied.  One administrator detailed the concerns over 

cost that went along with earlier attempts to produce videos for the college using the then 

dominant VHS format along with the relatively new (at the time) DVD format: 

  … it was really trying to be most efficient with the money. ‘Cause there was no 

 way to do—well, they didn’t think they could do both at the time, I’m not sure I agreed 

 with that.  But there was a thought that they couldn’t.  And, um, it was kind of a push to 

 push them past the VHS, which we really needed to be past—we—have to—need to be a 

 little more cutting edge. 

Another administrator cited the cost concerns of continually updating the content: “it’s not the 

CD that is expensive,  it’s the initial create, and then even more expensive because it has to be 

budgeted is the updating.” 
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Section 3: Descr iption of the Case and its Context 

 
 The small two year community college at the heart of this research had its start in 1962, 

when the idea of establishing a community college in the host county was expressed at a local 

community meeting.  By 1971, the main campus construction had begun, and a program in Radio 

and Television Broadcasting was approved by SUNY.  Enrollment grew throughout the 1970s 

and 1980s, with enrollment in the Radio-TV program normally ranging anywhere from 80 to 135 

students or more.   

In 1991, a new Technology building housed a new TV studio, edit labs, production 

studios, and an FM radio station.  By 2001, an all-digital revamp of the facilities was underway, 

and the facility was entirely digital by 2003.   

The face of college recruitment changed dramatically in the late 1970s and 1908s.  Fiske 

(2008) offers a concise history: 

Throughout the 1980s, the marketing of American colleges and universities 

became both more aggressive and more sophisticated. Colleges created new 

administrative posts with titles like vice president for enrollment management. 

Videotapes gave way to CD's and DVD's and, eventually, to virtual tours and e-mail 

messages and YouTube and all of the other communications tools that the Internet had 

made possible. The higher-education equivalent of data mining emerged as a way for 

colleges to focus their financial-aid resources most efficiently (Fiske, 2008). 

Throughout the past decade, the basics of the recruitment strategies have remained: visits 

to high schools by admissions staff, production and distribution of printed materials such as 

brochures and view-books, a mix of print advertising and moderate local television and radio 

advertising, along with direct mail, phone calls, open houses, and contact with guidance 
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counselors.  These efforts were used in most programs at the college, including the Radio and 

Television Broadcasting program.  Few of the promotional and recruitment efforts centered on 

any particular program or programs; an “overall” blanket image campaign was the norm.    

 By 1994, the college had established a site on the World Wide Web, hosting mostly 

information aimed at the existing college community.  Eventually, the college’s web presence 

was tailored in an attempt to meet the needs of the prospective student as well.  Other 

recruitment efforts continued as they had in the past, mostly on a generic image campaign for the 

college itself, and not targeted towards specific programs offered by the college. 

 Early efforts to aid in recruitment in the Radio Television Broadcasting program at the 

college included the methods mentioned above, including tours of the production facilities 

during open houses and when groups of guidance counselors were invited on campus to catch up 

on new programs or learn about changes to existing ones.   

The uniqueness of the Radio Television Broadcasting program led to attempts at 

producing videos for use by groups such as admissions staff and by guidance counselors.  Unlike 

the overall college recruitment and promotional efforts, these videos specifically promoting the 

Radio Television Broadcasting department at the college, along with the college.  There was an 

expectation that a program that is known for video and audio production should have some form 

of video and audio to offer prospective students.  The growth of VCRs in homes and the eventual 

domination of the VHS tape format established a base of “built in” equipment in almost every 

home.  However, producing a quality, sustainable piece of video in the 1980s and early 1990s 

proved challenging, according to one administrator interviewed (2006) who was also a member 

of the Radio-Television Broadcasting faculty at the time:  
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They became outdated for a variety of reasons.  One of them is that just the 

information of the college—bare minimum, the information changes.  At the time they 

were done, you were talking generations of tape and re-editing.  That made changing 

them a big project.  A lot different than it would be now.  If you needed to change 

graphics?  And then, you know, needed to make more copies?  That’s not a huge 

problem.  At the time it was.  So it was a quality issue.  There was also, um, the look.  A 

look becomes outdated.  A few years and a look can change!  People—you know—look!  

[laughs] Look at the people!  You know, a hair-do out to here, you know, or something 

like that.  You go “OK, that’s not workin’ for us!”  The other thing is maybe you would 

have alumni maybe do testimonials and they’ve moved on, and they’re someplace else.  

Um, one of the obstacles to just getting those, you could do—you could get great 

testimonials.  The problem was we were trying to get the testimonials to come from 

alumni from different areas of the country.  Different formats.  At one point we were all 

set to do another one.  We were having a major problem ‘cause—before we had good 

format changes here—it was “what format do we have them send it to us on?”  If they 

send it to us on VHS which is relatively universal—it was universal, not relatively 

universal at that time—the quality is so bad that “we can’t use that.”  Um, then we were 

saying “OK, they’re in professional places, they’re using DVCPro or something we 

weren’t using.  What are we gonna do with this?  We don’t even have a deck to transfer 

this.  So there was nothing we could do.  So we were having a real issue with format.  We 

were using M-II [A broadcast industry videotape standard that was not widely accepted 

at the time] .  Who else was using M-II?  If they were at an NBC station somewhere they 

might have been.  So, we were having a lot of trouble with that.  They didn’t have S [S-
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VHS], most of them, right?  So, we, ahh, we were having a lot of trouble getting them to 

send us something on a format that would be compatible and that we had access to.  And 

we went back and forth about “well, gee, do we bring—just have them send us what 

they’ve got, and then rent some decks?  Take this to a production house, get it transferred 

to one format?  What should we do?”  Well, even in those few years, well, it’s a little 

more stable.  We have more options now.  That are more standard.  You know, you can 

have them send you a DVD of it and then use it.  Gosh—you can have ‘em email it to you.  

I mean, that’s only a few years.   

So there were a lot of obstacles at that time we were—when we were gonna 

update it.  (Carroll, 2006) 

As technology evolved and changes were made to “new” ways of reaching out to 

prospective students, so did the technology change in the Radio and Television Broadcasting 

department.  By the late 1990s and into 2000, digital non linear editing on a computer became 

available, and the trend towards less videotape began.  By 2003, DVD production had become a 

relatively simple process at the college, as newer non linear video and audio production 

equipment was added.  Specifically, the days of shooting video and then editing that video from 

one tape to another tape were over.  The workflow evolved into a more "non-linear" system, 

where videotape was gathered, along with needed audio, graphics, and effects items.  All these 

items were either transferred into a computer based edit system--a version of the same Avid 

brand software used in this research.  All the editing happens in the system.  Finished pieces are 

then exported in an appropriate video file format.  These finished video files are then used to 

author a DVD in a separate, stand alone software application. 
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In 2005, preproduction work began on a pilot DVD to be used as a recruitment tool for 

the Radio-Television Broadcasting department at the college.  By 2006, after scripting, content 

revisions, and several meetings with the public relations department and admissions staff, the 

production phase of the DVD began in the spring of that year.  Narrations were recorded 

according to approved scripts.  Footage was shot throughout 2006 and 2007, and included more 

than 10 hours of footage of not only the Radio and Television facilities, but the entire campus 

and community as well.   

It was decided early on, following earlier research within one of the producer’s classes in 

the Masters or Science: Information and Technology program at the State University of New 

York Institute of Technology, that the production of this DVD would attempt to solve many of 

the problems encountered with the linear approaches used previously in tape-based productions.  

A simple, easy to use design of the DVD menu would break up the content into short, 

manageable chunks.  That way, the prospective student could view the parts they wanted to view, 

in whatever order they wanted to view them in.  The content of the DVD was split up into two 

main choices at the first menu.  
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F igure 14: The opening menu choices of the DVD produced for the Radio-Television 
Broadcasting curriculum. 
  

Finally, after almost two years in development and production, the final version of the 

pilot DVD was authored in May of 2007, and approved by the administration and the Public 

Relations department.  Grant monies to pay for the initial costs of DVD duplication for the first 

1,000 copies, along with a standalone DVD duplicator/printer system, were secured through 

cooperation with the college's Institutional Research department.  The duplicator system would 

“read” a master disc and automatically make copies of it for distribution.  A label was designed, 

and the duplicator printed these labels on each DVD.  The grant covered the cost of the 

duplicator, 1,000 blank DVDs, 1,000 basic jewel cases, and 1,000 DVD sized, blank cardboard 

mailers.  The plan was to do the initial run of 1,000 discs for a base, and then to be able to make 

needed changes as time went on and make smaller runs as needed.  The initial copies were 
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distributed at open house events, through admissions visits to high schools, and through select 

events that the radio-television department was involved in where potential students might be, 

such as the annual Society of Broadcast Engineers Convention held each fall at the Turning 

Stone convention center in Verona, New York.  

The production method of the DVD sought to take advantage of the modularity available 

in relatively recent developments in non-linear editing techniques.  Instead of producing one long 

unbroken piece, the production took advantage of the fact that a DVD can be viewed in a non 

linear fashion.  This approach was unlike the older VHS videotape technology,  where it was 

assumed that the video would be “consumed” from start to finish.   

Not only would this approach result in a more accessible method of communication for 

the end user/prospective student, it would also address one of the major difficulties of previous 

videos for the Radio Television Broadcasting program: They became outdated too quickly.  The 

relatively new ideas and workflows of advanced non-linear editing systems allow for a more 

modular approach.  They also allow can be stored on media drives, which can be accessed at any 

time.  The idea was that if something major needed changing in the DVD content, then just that 

one particular area could be called up from the servers, edited as needed, and then the entire 

DVD could be re-authored without affecting the other clips or content.  This modular approach 

to the production and upkeep of content would eliminate the issues of upkeep inherent with 

older, tape based, linear methods of media production.   

The pilot DVD was produced with two separate tracks.  One track centered on the more 

generic, campus wide content that any prospective student might want to know, such as housing 

options, club activities, campus life, what the surrounding community is like, along with more 

generic overviews of the campus and a “video tour” as well.  The other track centered on the 
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Radio Television Broadcasting curriculum, and featured information on equipment, facilities, 

student work, classes, and student comments.   

The goal was to build the content as a base for developing DVDs for other programs at 

the college.   

Referring back to Steele’s (2002) comments about there not being any one best 

combination of media to attract potential students, this thesis study centers on the potential role 

that this pilot DVD would or could play in the decision making process of students considering 

enrollment in the Radio Television Broadcasting curriculum at the college.  What worked?  What 

changes could be made to make similar projects more effective?    

Section 4: Descr iption of the Theory 
 
 A core theory being applied throughout this research is Sense Making, as outlined by 

Brenda Dervin (2000) in Information Design, a book utilized as a starting point to examine the 

myriad issues facing those in the design industry.  Another core theory applied throughout this 

case study is Mike Cooley’s theory of Human Centered Design.  This theory was a guiding 

principle of the early design of the DVD itself. 

 Specifically, Dervin defines information design by suggesting that “Information is a tool 

designed by human beings to make sense of a reality assumed to be both chaotic and orderly” 

(Dervin, 2000). 

She suggests that “…humans live in a reality that sometimes manifests itself in orderly ways and 

sometimes manifests itself in chaotic ways” (2000).  This theory applies to the current study of 

the recruiting DVD produced and in particular aligns well with the initial approach of Sense 

Making theory: “The approach was originally developed to assess how patients/audiences/user/ 

clients/citizens make sense of their intersections with institutions, media, messages, and 
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situations and to apply the results in designing responsive communication/information systems” 

(Dervin, 2000).  Dervin’s Sense Making theory suggests that the issue of “making sense” out of a 

given situation is not simply a clean cut, linear process, but one that is continuously changing: 

 In the context of both research and applications, Sense-Making is implemented 

within the Sense-Making triangle, which encapsulates the Sense-Making metaphor in a 

picture of the human (individually or collectively) moving from a situation (time-space) 

across a gap by making a bridge, and then moving onto the other side of the bridge.  The 

three points of the triangle, therefore, are situation, gap/bridge, and outcome (Dervin, 

2000)". 

 
F igure 15: The Sense Making Triangle (Wilson, 1999) 

 

In “Models in Information Behaviour Research” T. D. Wilson puts it another way:  

  …sense-making is implemented in terms of four constituent elements - a situation 

 in time and space, which defines the context in which information problems arise; a gap, 

 which identifies the difference between the contextual situation and the desired situation 

 (e.g. uncertainty); an outcome, that is, the consequences of the sense-making process, and 

Gap/Bridge Outcome 

Situation 
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 a bridge, that is, some means of closing the gap between situation and outcome” (Wilson, 

 1999).   

In this case study, the "situation" would be the decision making process of selecting a 

college.  The ""gap" would be having enough information to make an informed decision about 

enrolling in a college.  The "bridge" might be the DVD being studied, along with the myriad 

other sources of information that today's prospective student is likely to utilize when making this 

decision.  The "outcome" is enrollment in a college.  

Human C entered Design 
 
 Mike Cooley outlines the main concepts of human centered design in Information Design 

edited by Robert Jacobsen.  Cooley refers to design as “…a separation of hand and brain, of 

manual and intellectual work, of the conceptual part of work from the labor process.  Above all it 

indicated a process called designing that was to be separated from doing.” (Cooley, 1999).  As 

with Steele, Cooley’s theory “…rejects the notion of the ‘one best way’ and the ‘sameness’ of 

scientific ideas and suggests instead forms of science and technology that would be culturally 

specific” (Cooley, 1999).  In terms of the DVD in question, the “need” for the DVD could be 

construed as being “culturally specific” to the department it was produced for, as well as to the 

prospective students that might use it in their decision making process.   

 The widespread use of various “technologies” employed by subjects in this case study 

imply that the notion of no “one best way” is valid.  Knowing that the DVD may only serve as 

one aspect or factor in the college selection process of prospective students, how could the 

design of the DVD best serve that audience?  Cooley details nine different aspects of information 

design that designers can use in an attempt to design effectively. These nine characteristics are 

listed below, along with a brief discussion of how they apply to this case study. 
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Coherence 
 
 Put simply, the information at hand on the DVD should be plainly evident.  “The 

embedded meanings, if not immediately evident, at least must not be cloaked or obscure” 

(Cooley, 68).  It would have been possible to design the DVD with complex menu systems and 

seemingly endless links to different areas.  But the goal here was to keep it simple.  As such, at 

the main menu, there are only two options: learn about the college, or learn about the Radio-

Television program. 

Inclusiveness 
 
 Cooley (1999) describes this area as needing to be “inviting” and that a solid design will 

“…tend to invite you in and make you feel part of a community….”  In various parts of the 

DVD, several shots of students busily working in the video and audio labs are shown, providing 

a sense of community and interaction.  Information about contacting the college through the 

website and by phone or email are also offered in parts of the DVD, indicating at least a 

moderate sense of potential interactivity, along with an awareness of other avenues of 

information for the prospective student. 

Malleability 
 
 Can the user modify or change the experience to suit their own needs?  Is there “A 

possibility to mold the situation to suit, to pick-and-mix and sculpt the environment to suit one’s 

own instrumental needs….” (Cooley, 1999).  For the pilot DVD, this relates directly to the basic 

non linear capabilities of the format.  The menu design was intentionally designed as very basic, 

and with every jump from one screen or menu to the next, an effort was made in the design to 

keep a simple, easily managed navigational system so that the user could easily jump to other 

menus from every menu they encountered.  There was no need to constantly return to the “main” 

or top menu.  The design of the DVD was kept simple.  On each menu page, there are links to 
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every other menu on the DVD.  These links are held constant throughout the DVD menu 

structure, offering a consistent route to and from any point on the disc at any time. 

Engagement 
 
 Cooley defines this as “A sense that one is being invited to participate” in the design.  

The simple, physical act of maneuvering around a DVD menu provides for at least a basic level 

of engagement.  By choosing what parts they want to watch and in what order, prospective 

students can be "engaged" as Cooley defines it (1999).   

Ownership 

 This characteristic emphasizes “A sense of belonging and even companionship” in the 

user (Cooley, 1999).  With the pilot DVD, the simple fact that it is a physical piece of 

technology, of media, that the prospective student can “own” or have to keep for themselves 

implies at least a basic sense of ownership.  Possibly on a separate level, the ability to customize, 

to a certain extent, their own experience with the DVD leads to additional feelings of ownership. 

Responsiveness  
 
 In this area, Cooley explains that there should exist “A general sense that you can get the 

system to respond to your requirements and your individual needs and ways of doing things” 

(Cooley, 1999).  In this regard, the DVD format, as it is with the pilot DVD in this case study, 

falls short.  Specifically, if there is content that the user wants that is not on the DVD, it will be a 

comparatively long time for a “response” to that issue.  It will take analysis of the DVD and 

feedback from users, along with re-editing and revising the content of the DVD, for any level of 

true responsiveness to occur.  However, when compared to the same content on the web, when 

connectivity is an issue, the DVD could be construed as being more responsive in terms of 

delivering any message at all. 
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Purpose   
 
 Is the system “…capable of responding to the purpose the user has in mind” and does it 

then offer guidance to “go beyond it”? (Cooley, 1999).  Ideally the purpose of using this DVD is 

to learn more about both Herkimer County Community College and the Radio Television 

Broadcasting program at the college.  Again, to “go beyond it” as the current pilot DVD is 

formatted, the inclusion of web addresses, phone numbers, and email addresses may slightly 

enable a feeling of purpose. 

Panoramic 
 
 “Good embedded systems should also provide windows or apertures through which one 

can take a wider or more panoramic view” (Cooley, 1999).  Included on the pilot DVD are not 

only short videos that discuss the college and the RTV program, but also clips regarding student 

activities, and a clip that details what life is like in and around Herkimer and New York State.  

This may give the prospective student a more broadened idea of what it may mean to be a 

member of the Herkimer campus community.  The DVD is also limited in terms of begin 

panoramic: It cannot be changed or manipulated by the prospective student. 

T ranscendence 
 
 This characteristic can often be similar to the panoramic characteristic.  “…the user 

should be encouraged, enticed, and even provoked to transcend the immediate task 

requirements.” (Cooley, 1999).  A prospective student might, for example, view one or two of 

the student interviews on the DVD and begin to think in terms of not just whether or not to enroll 

in the program, but to also begin to consider what opportunities might lie ahead after graduation. 

 Taken as a whole, the theories of human centered design and sense making were kept in 

mind throughout the development of the pilot DVD project and in the research methods 

employed during the production of the DVD and after the DVD was finished and put into use.  A 
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holistic approach was applied here in terms of how the DVD came to be from a mostly internal 

aspect in the institution, to eventually what role the DVD would play in the decision making 

process for prospective students.    

Section 5: Detail About Selected Issues 
 
Physical Versus “Virtual” Connection 
 
 One of the more prominent issues that came up throughout the research in this case study 

was the importance of the campus visit or tour.  It is a widely held belief in the Radio Television 

Broadcasting department of the institution being studied that if the student gets to the campus to 

see the facilities first hand, there stands a much better chance of them actually enrolling in the 

program.  One member of the administration supports this idea by stating that “…they’re really 

trying to get people on campus.  The thing that we find strongest here in general, and 

particularly for Radio-TV is that if we get the people here on campus, they’re likely to come.”  

As interviews and survey data were coded and grouped, the idea of a tour or visit as being 

important in the college selection process continually came up.  Of the 41 respondents to a 

survey, 21 listed the campus visit or tour as being among their top three factors in choosing a 

college, with 17 placing it at the top, 7 putting it in the number two spot, and 5 choosing the 

visit/tour as the third most important. 

 When asked what a DVD from the college should contain in order to make a meaningful 

decision about whether or not to attend that college, several respondents listed “tour” or 

mentioned that a DVD with some sort of virtual tour on it might help in the decision making 

process: “For students that cannot physically visit a college, a DVD could be used to offer them 

a virtual tour and perhaps help in their college selection process” was one survey taker’s 

response.  Another offered: “I see it helping most in the initial process. To be able to see the 
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campus on the DVD before visiting could help narrow down your choices if you have a lot of 

them.”   

 Another aspect of the emerging theme in the case study in terms of physical versus 

“virtual” communication was the comparison of using a DVD as opposed to using the same 

services on the Internet.  Opinions varied when it came to this subject, and the idea of 

“tangibility” emerged as a “code” term in the research.  Was there any benefit to actually having 

a DVD, to own it, to hold it, as opposed to being able to get the same video information on the 

web?  “DVD'S are used for information still but have a new impact in the computer age. there is 

value in having a keep sake (something to feel and save).”  A guidance counselor lamented the 

fact that, by default, it seems that any request for a physical copy of something such as a catalog 

or DVD is met with the same answer: 

  Yeah, they’re hard to come by now, most people tell you ‘they’re on the Internet’, 

 and it’s like, that’s great, but I can’t give my computer to my kids to take home….  Until 

 we get to the point where everyone has Internet, you’ve still gotta have that.  You know I 

 discuss that with the people from the federal government who say ‘we want them all to 

 apply online’.  Great!  Give them a computer, ‘cause they can’t come to school on 

 Saturday to do their form, and I’m not staying open until ten o’clock at night so they can 

 come after work.   You know, I mean, they—you’ve gotta have paper copies.  And that’s… 

 not everybody has Internet, they can take that home and show mom and dad.  And they 

 all have a DVD player, you know. 

For twelve respondents in either in person interviews or surveys, there were times when 

the DVD format might be a better source than other outlets--specifically, a better choice than the 

Internet or just the Internet alone: “DVD's quality is better… and the menu function is very 
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flexible.  Like controlling a tour guide.  [The] Internet sometimes freeze[s], but DVD almost 

never!”  “…a DVD is way easier to use than the Internet because you don't have to search 

around.”  “There's more time and video that can be added.  It’s a personal view and you don't 

have to wait for "buffering"  on the Internet.  Also your Internet video will not be visible to all 

viewers, especially in rural areas where high speed Internet is not available.”  These statements 

indicate that the target audience is very aware of the ways that technology can deliver a message, 

and that, additionally, they know how and where to go when they’re not getting the kind of 

information they need.  One interview subject who had access to the DVD compared is 

experiences to an online connection:  

 When I watched it the first time before I actually got the DVD , like , I tried to 

 watch something that-- I believe it was on the radio and TV program, and like I got 

 halfway through it and then it stopped.  And I was like, all right, well, I don't want to sit 

 here and wait for the rest of it to load, I'm just probably gonna get something that's 

 equivalent to it.  I would have to say it's better to watch something on DVD than it is on 

 YouTube.  Umm, because with DVD you can get everything like right up to that point, 

 unlike with YouTube, you can get a little bit, then it'll stop, depending on your 

 connection.  Like it'll stop, and then refresh, and then do it again. 

This ties into Cooley’s theories, reminding us that there is no “one best way” to deliver a 

message.  Another respondent supports this concept when asked how using the DVD might 

differ from using the Internet:  

 The DVD needs to move more quickly, contain fewer details and focus on visually 

 interesting topics than other sources of information like a catalog or Website to hold 
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 one's interest.  The DVD should whet the potential student's appetite to find out more 

 particulars through the other sources. 

Still another respondent takes a similar approach, using the Internet to possibly answer 

questions not resolved by a DVD:  

 The DVD is, umm, limited to the information that it has on it.  The Internet seems 

 limitless.  If you need to find out something more , like if the DVD—on the DVD if they 

 say, you know, something you don't really kind of get, you have to make an educated 

 guess as to what it is.  With the Internet you can do more research on top of the research 

 that you're doing to better understand what you're really looking at. 

 

Visual Communication 
 
 
 Often when asked what a successful DVD would be like, respondents answered with 

“footage of…” or “pictures of…” or “scenes with…” to describe what they would want.  This 

delivery method speaks to the idea that the target audience of the DVD is used to getting their 

information in a very visual manner.  For all the money, time, and effort spent on college 

viewbooks and pamphlets, there were, in this case study, hardly any instances where a 

prospective or current student cited these printed materials as being very big factors in their 

decision making process.  However, in the surveys collected, the option of “printed materials” 

ranked relatively high (tied for second), but overall the responses were evened out more so than 

the overwhelming ranking of the campus visit/tour as the top choice.   

 Suggestions for content included seeing “What the dorms look like, what the classrooms 

look like….”  “I would like to see a virtual tour of a campus and surrounding areas of interest.  

Some of the best college videos I have seen include interviews done of/by students.  A view of the 
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dorm rooms and some of classes in progress would also help.”  “Campus buildings. 

Surrounding town, village or city.  Classrooms, Cafeteria, Gymnasium, pool, athletic facilities.”  

“For my particular interests of study, I would want a DVD to feature the production facility. In 

determining where I will go to college next, that is a huge factor. I would want to see the studio, 

the equipment, editing suites... and so on. I would also be very interested in seeing the quality of 

housing and class rooms.”  All these responses center on a visual representation of the 

information with an expectation of the visual delivery.  There was less verbal “tell me about…” 

or “give information on…” than there were visual “show me…” type phrasings.  One survey 

taker summed it up well: “seeing it in a book is just a picture, video makes it seem real.”  

 

Production and Distr ibution Methods 
 
 While the theme of "Production and Distribution Methods" emerged from more of an 

internal source within the institution, it did affect the overall delivery method, production 

timeline, and eventual distribution of the pilot DVD being studied.  Concerns centered around 

how these productions would get done, who would be responsible for them, and how they would 

be financed. 

The pilot DVD in this case study was produced by the researcher, who is a faculty 

member of the department for which it is targeted.  There were no considerations of cost or 

budgeting for the production of the DVD--meaning, quite simply, that there was no money at all 

involved in the initial production of the pilot DVD.  It was part of the planned case study for this 

thesis.  It was originally conceived as a way to create something that could be studied in terms of 

a case study, and as being something that would benefit the program and college as a whole.  In 

essence, a “real world” trial of something, in this case a recruitment DVD, against which theories 
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and research could be applied.  As such, the only official backing from the institution came, by 

chance, via grant monies that secured a DVD duplication system and enough media and ancillary 

materials to produce the first 1,000 copies of the DVD.   

One administrator expressed concern over what would come next after the pilot DVD 

was produced: 

 I think one of the problems is that the recruitment efforts were asking departments 

 and people that were faculty members and, um, staff, technical assistants, whomever—to 

 help with this recruitment effort.  Makes a lot of sense because you’re so close to the 

 program, and you have an enthusiasm for it.  It’s really—it makes a lot of sense.  Except, 

 there’s no time built in to do that.  And these are things that need to be attended to and 

 they take time.  So you can have great ideas, the big problem is the time to do it.  And you 

 know it with this, you’re doing this project, but you know that it’s got a whole other facet 

 to it.  And that is that you’re doing it for school.  You know—would you take this 

 particular time and teach your classes at the same time and do it?  You might.  And we’ve 

 all done it.  But that goes so far.  Do you do it on an on-going basis or do you do the 

 project every now and then?  That’s really the question.  There’s a point where you go 

 “ugh—done that!”  Now I’m teaching, and I’ll do the next project.  But you can’t count 

 on a faculty member or a staff member who’s primary job it is not to—it is not 

 recruitment—to really invest what it takes to do ongoing recruitment.  So, I hate to be 

 making excuses but I think that’s a big issue in all the programs "  (Carroll, 2006). 

The sheer amount of time and effort it took to get the DVD to just the preproduction 

stage (the stage where it was a video project ready to be shot) was much more than what was 

originally anticipated.  To be fair, nothing like the pilot DVD had ever been attempted before, 
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and it was certainly a new endeavor at the institution.  The amount of time and effort it took to 

arrive at an institutionally approved final product, ready for distribution, was much more than 

was originally anticipated.   

 

Section 6: Assertions 
 
Problem Questions Restated  
  
 Following the data collection, data analysis, and theme developments in this case study, 

certain assertions can be made in regards to this unique study regarding the role of a DVD in the 

decision making process of prospective college students.  The theories that were examined to 

connect with this case study also support these assertions. 

 The goal of this case study is to answer the central research question: 

What are the ways in which prospective students use the D V D format in the decision 

making process of selecting a college? 

 Today’s prospective college student is an expert at sorting the multitudes of messages 

aimed at them.  They’ve grown up with the Internet, mp3 players, podcasts, instant messaging, 

Google, hundreds of TV channels, and an expectation that any information they need is not only 

available but easily accessible.  With the DVD in question, many subjects seemed to think twice 

about it, and then perhaps realize that a well produced informational DVD could, in several 

circumstances, fit well into their data stream in an attempt to make sense of the college selection 

process.  The knee jerk reaction for needed information, to them, is the Internet.  But as Wurman 

suggests:  

The Web is not the answer to all problems. "The vision of the Internet as a 

medium for the open sharing of information will fade as it becomes more difficult and 
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more time-consuming to distinguish between meaningful and irrelevant facts. Indeed, as 

reliable data, news, and research become harder and more costly to secure, we will 

become more proprietary about content," says Richard Worzel, author of The Next 20 

Years of Your Life and The Only Secure Job: Changing from Employee to Entrepreneur.  

All of us have had Internet experiences where we realized down the road  

that another channel would have been quicker to solve our problem (Wurman, 2001).  

Prospective students who incorporated the pilot DVD into their decision making process felt 

more informed as a result.  20 different interview or survey responses centered around some 

aspect of actually using the DVD in the decision to attend the college.  Specifically, this issue 

came up with two of the qualitative interview subjects who were enrolled in the target program at 

the time, and who made use of the pilot DVD in their decision making process.  The DVD gave 

them information that filled a gap in certain instances:  

  I: What specific forms of technology did you use in your decision making process 

 for college?  R:  Just the computer, really.  The Internet. Like, looking up the two 

 different schools—but there's three, but the third one didn't have my sports so I really 

 ruled that out.  So basically just the computer and then your DVD , and just using the 

 phone, I guess, to talk to people who went to the community college in my town. 

This response shows the second nature attitude that today’s prospective college student can deal 

with multiple sources at one time, seamlessly taking just what they need from each source.  

Dervin’s (1999) Sense Making theory applies here, in that today’s prospective student manages 

the gap of information not with just one source, but with a self customized mix of several 

sources:  "The [Sense Making] approach was originally developed to assess how 

patients/audiences/users/clients/citizens make sense of their intersections with institutions, 
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media, messages, and situations and to apply the results in designing responsive 

communication/information systems" (Dervin, 1999).  In this study, the DVD is just a part of the 

overall set of intersections that Dervin describes. 

 However, there were other respondents who, perhaps having moved on mentally in their 

own custom mix of effective communication tools, deemed the DVD either irrelevant or less 

important than it used to be: " It can't answer my questions in real time. "   " Similar to Internet 

video. "   " DVDs in this day and age have lost importance, but hold a positive sentimental value to 

the older generation making the financial decisions. "   " I think I received a few DVDs, but did not 

watch them. "  

 During the course of the research, several sub-questions arose that directly affect the 

ability to answer the central research question.  These sub-questions also guided the nature and 

depth of data delivery during the case study. 

What techniques need to be employed to make such a D V D truly effective and relevant to a 

prospective student? 

 One set of the survey questions attempted to both compare the perceived ease of use of a 

DVD with the perceived ease of use of the Internet.  A total of 43 students responded to the 

question, with 24 disagreeing with the statement “Using a DVD is easier than using the Internet” 

to some degree, ranging from “strongly disagree” to “slightly disagree” as a range.  Only 4 had 

no opinion, while 16 “agreed” to some degree. 
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F igure 16: Survey responses rated the Internet as “easier to use” than a DVD.  However, most 
respondents also stated that they would consider watching a DVD that was sent to them from a 
college, and most agreed to some degree that they would choose DVD over the Internet. 

 
 However, in the same set of questions, a majority of respondents (see Figure 16) 

indicated that, to some degree, they would consider viewing a DVD that was sent to them from a 

potential college.  Out of 43, about half (22) felt that, given the choice (see Figure 16) they 

would rather watch a DVD instead of the same video content on the Internet. 

 Based on this case study, it could be said that the DVD format is possibly an 

underutilized delivery method for college recruitment, in terms of resources allocated for the 

production and distribution of such DVDs, and in terms of a prospective student’s consideration 

of the DVD format over other choices in the first place.  A well produced DVD can play a part in 

the decision making process of prospective students choosing a college.   

 In designing messages aimed at prospective students, a college must not place too much 

emphasis on any one delivery system.  Heavy print advertising and promotion gets the message, 

possibly, to the parents, but most likely not the target audience.  Relying solely on a web 

presence, as detailed by Wurman, negates the possibility of other media being used in 

customized collaboration of messages by the end user, and quite possibly in the case study 

considered, it ignores part of the target audience altogether.  One of the guidance counselors 

interviewed put it this way when asked to compare the usage of the pilot DVD with using the 

Internet: 

Strongly 
Disagree

Disagree Somewhat 
Disagree

Moderately 
Disagree

Slightly 
Disagree

No Opinion Slightly 
Agree

Moderately 
Agree

Somewhat 
Agree

Agree Strongly 
Agree

Response 
Count

6 4 5 2 7 4 4 3 1 5 2 43

2 0 0 1 0 0 7 5 6 14 8 43

3 4 1 3 3 7 3 2 2 10 5 43

Using a DVD is easier than using the internet.

Given the choice, I would rather watch a DVD instead of the same 
video content on the internet.

Answer Options

I would consider viewing a DVD that was mailed to me from a 
college.
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  Once Internet becomes universal and you can plug in the wall and everybody has 

 it, then it would have to be something on the Internet.  But I think it’s-- I think they’re 

 both equally user friendly.  We still have dial up in our area.  So, putting on—yeah—I 

 mean, you know, you know the deal, you put on a video and it takes forever to load, and, 

 you know…yeah, and that’s what we have up our way, and so that thing is one of those 

 things where you can’t necessarily navigate a web site—I have kids come in all the time, 

 can’t get on the web site.  So they have something they can utilize. 

Does the fact that a D V D is a tactile format play a role in its usage?  Why or why not? 

 One of the goals of this project was also to examine whether or not it mattered to 

prospective students if they could "own" the DVD versus simply having the same video 

information available online.  Where there implications for having a tactile object? 

 In terms of a physical connection, the theme of “tangibility” was explored, specifically to 

determine if any relevance was found in terms of being able to physically have a DVD as 

opposed to having the same or similar information available on the Internet.  12 respondents 

specifically mentioned an aspect of tangibility as it refers to the DVD itself.  One survey 

respondent stated that “A DVD can show more information than a website or pamphlet can.  A 

DVD can show what the school is about and you can probably get a feel for the environment 

watching a DVD rather than reading something.” Another interview subject, a student who had 

used the DVD in her decision making process, compared the use of the material on the DVD to 

the use of the same information on the Internet: 

  I think just the fact that they're giving out the DVD , they're putting it out there 

 instead of just being like “go to this link” although it would have been really nice to have 

 seen the students footage on YouTube.  I think the CD's just like a nice litt le extra thing.  
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 'Cause the whole world's Internet based now.  I think I would have forgotten to watch it, 

 forgotten to go to the site, unless I had, like, the DVD .   I think when I got home I was, 

 like,  oh, I really want to watch this.  If I had gotten home, to go through on Facebook, I 

 probably hadn't typed in Facebook yet.  It was March, I would have typed in Yankees, 

 like, I –I would have looked up other things and it probably would have slipped my mind 

 unless, like I had the DVD so I was, like, "  I want to watch this"’ 

 However, not all respondents were in agreement, and perhaps figure 16 shows this most 

effectively.  The spread of rankings here perhaps shows the state of technology during the 

survey, where sites such as YouTube were just starting to explode.  One survey respondent said 

that " DVDs seem more wasteful if the same information is on the internet, but not everyone has 

internet access. "  

Effect of the D V D on Enrollment 
 
 Revisiting the most basic determinant of success or failure of the DVD, enrollment 

figures specific to the Radio and Television Broadcasting curriculum at the college being studied 

were examined.  Enrollment figures for the Fall semester were examined, ranging from the Fall 

of 2000 up to the Fall of 2010 (see Figure 16).  Using these numbers, it appears that the DVD did 

not affect overall enrollment.  Total enrollment in the Radio-Television Broadcasting program 

continues to decline.   
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F igure 17: Enrollment totals for the Radio-Television Broadcasting program from the F all of 
2000 to the F all of 2010. 
 

 In a qualitative study such as this, however, it is difficult to determine the exact role that 

the DVD may have played in overall enrollment--if any.  Current members of the Admissions 

department discussed the use of the DVD in 2010, after it had been in use for a few cycles of 

recruitment: "I don't know how many utilize it. "   " It's the same thing as any recruitment piece we 

ever give them.  Did they look at it?  Did they just throw it in the garbage?  Is it sitting in a 

corner of their room?"   "We don't know what the stats are. "   " It has to help.  We don't have a 

true measure in place on this institution to know.  That's not really the answer you want, but 

that's the reality of it.  We don't have a true measure to know, but it's definitely helped sell what's 

out there. "  

 In a similar study, Mortensen (2009) examined the role of a recruitment DVD at Southern 

Utah University.  The DVD in that study had an initial run of 3,500 that were put into use in 

various recruitment efforts.  The DVD in that study was also produced for a budget of just under 
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$7,500.00, which included the production and duplication of the DVD.  Compare that with the 

DVD in this study, which was produced at no cost by the researcher.  As stated previously, grant 

monies ($1,500.00) were secured to do in-house duplication for the first 1,000 copies.   

 But even with the significantly higher budget for production and having distributed 3,500 

initial copies of the DVD--with more sent out every year--Mortensen also found that it was 

difficult to truly measure the DVD's effect on overall enrollment: 

  Every year 5,000 to 7,000 more DVDs are created and distributed to 'Prospects' 

 all over the country"  (Mortensen, 2009).  " In the original proposal of this project, no 

 commitment was made beyond the creation and implementation of the recruitment video.  

 Results as to overall effectiveness of the video would be difficult. With each advance in 

 the enrollment [process] new messages are communicated at various times and intervals.  

 With such a complex marketing campaign and communication flow, it is difficult to 

 suggest that SUU's enrollment increased or decreased due to the recruitment video 

 (Mortensen, 2009). 

L imitations of the Study 
 
 Being a case study, this thesis project and analysis has produced results that apply to the 

case being studied.  It does not necessarily indicate that the assertions made apply in other 

circumstances.  It is asserted above that, in some cases, the pilot DVD in this case study was an 

effective part of the decision  making (sense making) process for a prospective student 

considering enrollment in one program at a small upstate New York community college.  It does 

not mean the same findings apply to other programs at the college or to other colleges.  This 

study was bound, as most case studies are, by a specific time, place, and target audience, and also 

bound by the types of people interviewed or observed: namely, high school/prospective students, 
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current students, members of the institution’s administration, and local high school guidance 

counselors. 

 Given the time frame of the study, it may be that as technology quickly changes, so do 

the habits of those considering college.  Some findings would most likely change if a similar 

study were conducted today.   

 It could be argued that the survey data that was collected was statistically too small to be 

relevant.  However, being a qualitative study and not a quantitative one, this was deemed 

acceptable.  Most of the survey questions deal with qualitative questions, and when graphing 

results from the ratings scales, only the major trends were considered, such as the dominance of 

the rankings in importance of the college visit, for example. 

Further Action 
 
 Now that the DVD has been produced and put into use, it merits further study—and 

continual updating.  Even now, with the pilot DVD only a few years old, it is time for a 

freshening, most likely an entire overhaul, this time with footage shot and edited in high 

definition.  Focus groups should be added to delve more into whether or not the aspects of 

human centered design that were kept in mind throughout the production actually made a 

difference, and possibly a deeper and more complex DVD that incorporates live web links when 

the DVD is used on a computer are in order. 

 The issue, again, is time and cost.  However, the pilot DVD has spawned two other DVD 

projects, using the original pilot DVD “generic” content as a base.  One DVD was produced for 

the Cybersecurity program at the college, and another was produced for the Physical Therapist 

Assistant program.  All new content for these DVDs was shot in high definition, with an eye 

towards the core content eventually being reshot in HD as well. 
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 Current Admissions personnel on the "front lines" trying to get students interested in the 

college expressed positive opinions in 2010 after reviewing how the pilot DVD had been 

implemented: 

 I think this was a great start for what we needed to have, it has been a great piece 

and has been utilized.  How it is, things have changed over time, we know that.  And we 

need to look at what's been done in terms of helping the program, it actually has helped 

us with the stepping stone of now pushing towards Cybersecurity and realizing that we 

need to have something for [the] PTA [Physical Therapist Assistant program] and we 

probably should break into other things along the school because people are in a visual 

world where they want things fast and immediate.  If they want to know about our 

program they don't want to drive four hours, they'll see it online.  They want to get here 

and if it wasn't for this first, who knows if there'd been a video for anything on this 

campus and we'd be so far back.  It sells the program, it sells the campus…. 

Opportunities for Further Study 
 
 Several other opportunities exist to study the impact of a DVD on the college selection 

process.  An extensive quantitative study would be beneficial, perhaps one centering on 

incoming students in their first semester, to determine if or how a DVD might have played a role 

in their decision making process.  Other quantitative measures focusing on guidance counselors 

and admissions staff might also prove helpful.  These studies could be compared to this original 

qualitative study as an attempt at triangulation.   

 Additional studies on the relationship between the institution, the admissions department, 

and high school guidance counselors might also be beneficial.  In this case study, it seemed that 

those relationships, at the time of the study, were not as good as they may have once been.   



82 
 

 Being such a bound system as this case study is, it is impossible to take the results and 

generalize them towards a larger population.  With technology always changing so fast, and the 

target audience of college recruitment changing right along with it, there will always be a need to 

continually research the methods of college recruitment and enrollment, along with the ways that 

the “typical” high school student makes such an important decision. 

Addendum 
 
 This case study began with the initial planning stage of producing a promotional DVD in 

2006.  YouTube, at the time, was barely a year old: "YouTube was started by Chad Hurley, 

Steve Chen, and Jawed Karim, three 20-something employees of PayPal, in order to share videos 

with their friends. The site was officially activated on February 15, 2005…" (Heldman, 2006).  

Facebook had been established in 2004--however, at that point it was not available to the general 

public.  A 2007 article in The Guardian states that "[a]s of September 2006, the [Facebook] 

network was extended beyond educational institutions to anyone with a registered email address" 

(Phillips, 2007).   

 In the short time that the pilot DVD in this case study has been in use, the landscape of 

how electronic media are used and consumed by prospective college students has drastically 

changed.  A constant effort was placed on centering the study on just the DVD.  That worked 

relatively well as the research began.  However, the explosive growth of online activity with sites 

like YouTube and Facebook, along with the ongoing evolution of "Web 2.0" technologies, made 

those aspects impossible to ignore.   While not a central part of the research, it is important to 

consider the role of these emerging technologies, along with the DVD in the pilot study, in terms 

of how they are used in the decision making process for prospective college students.  But what 

does "Web 2.0" actually mean?  McDonald (2010) attempts a definition: 
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The term “web 2.0” is nearly a decade old and describes two important dimensions of 

web based communication: 

1. Web 2.0 as Technology Platform. When used this way, Web 2.0 refers to the 

ways computer hardware, software, and networks can be used to deliver 

sophisticated interactive processes over the World Wide Web to anyone with an 

Internet connection. Hallmarks of Web 2.0 technology are (1) the rapidity with 

which sophisticated interactive data-handling applications can be developed, (2) 

the ease with which data from different systems can be combined for access over 

the web, and (3) relative independence from specific types of computers, 

operating systems, or mobile devices.  

2. Web 2.0 as Communication Process. When used this way, Web 2.0 refers to the 

ways people can use the web to easily publish information (sometimes called 

“content”) online, share that information with others, and develop relationships 

and communicate interactively with people who share common interests. Often 

these behaviors are individualistic, spontaneous, and highly decentralized 

(McDonald, 2010). 

There are many other ideas about what Web 2.0 really entails.  Davis (2009) quoting Stephens 

(2006) and Andrews (2007) states: 

   Web 2.0 is not only a way to provide input into the world wide web 

 through commenting features and easy to use input forms, but it is also a way to 

 aggregate the information on the world wide web in a very organized, immediate, and 

 personal way through things called feeds. Feeds are simply defined as specially crafted 

 alert systems within Web 2.0 that enable subscribers of these feeds to know when new 
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 content has been added to a feed. In essence, Web 2.0 could be understood as using the 

 world wide web to extend human interactivity through conversations, interpersonal 

 networking, personalization, and individualism (Davis, 2009). 

 And as far back as 2002, Lawrence Lessig suggested that the evolution of information 

being created from exchanges between peers online would change the way the Internet is 

perceived:  "More recently, however, a change in the Net's architecture has occurred.  As 

machines have become more powerful, and as they have become more reliably and permanently 

connected to the Net, the possibility of using peers to process and forward data on the Net has 

increased….  The character of what can happen is changing, and the potential--if left free to 

develop--is extraordinary" (Lessig, 2002). 

 Over the duration of the case study, it was evident that prospective students were 

beginning to put the concepts of a Web 2.0 world into use.  But how, exactly?  In what ways do 

prospective students employ the use of Web 2.0 technologies?  In Using Social Networking 

Technologies to Communicate with the N-Generation (Pros and Cons) (2010) Julius Dodds 

suggests:  

 This new generation of students utilizes large amounts of their time using social 

media and electronic devices daily.  They expect institutions of higher education, small 

businesses, corporations, and other groups and organizations providing services to meet 

their need for real-time communication.  The "Net-Generation" or "N-Generation"…is a 

population of college bound teenagers and young adults who are Internet savvy, 

telephone obsessed and aware of the emerging digital technology.  The "N-Generation" 

has been exclusively raised by computers, real-time information, and immediate 

gratification.  They are fast to make friends without face to face contact through 
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technology and trust is developed fast which is evident by their preference to use online 

technologies to purchase items and transact personal business.  It is normal to find this 

group using media devices (smart phones, laptops, iPods, MP3, etc.) during their daily 

activities (Dodds, 2010). 

 During the qualitative interviews for this case study, students expressed varied degrees of 

separation between the use of the DVD versus the use of the Internet.  "DVDs seem more 

wasteful if the same information is on the Internet. "    A survey taker, when asked specifically if 

they used a DVD in their college selection process, made the jump from DVD to online video: 

"Not necessarily a DVD , but definitely video. I've gone online to view student productions at the 

colleges I'm looking at and footage of their facilities. "  Other interview subjects contended that 

the DVD was still a viable option, especially in terms of available Internet connectivity: 

  I would have to say it's better to watch something on DVD than it is on YouTube.  

 Umm, because with DVD you can get everything like right up to that point, unlike with 

 YouTube, you can get a little bit, then it'll stop, depending on your connection.  Like it'll 

 stop, and then refresh, and then do it again 

Even current members of the Admissions department who were interviewed in 2010 expressed 

similar concerns over Internet speed and reliability, expressing frustration over the need for solid 

connectivity while giving tours and interviews during campus visits.  They would occasionally 

visit the college's YouTube channel to try and view some of the same video content that is on the 

pilot DVD: "…maybe if the Internet is working fast on the campus that day, [we would] show 

them a highlight, or an opening, and say our students are the ones doing this…." 

 Since the DVD was completed and put into use in 2007, the Radio-Television 

Broadcasting department has attempted to take advantage of the evolving Web 2.0 environment.  
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In addition to the DVD, there is also now a dedicated channel on YouTube dedicated to the 

program.  This site contains most of the clips that went on the original DVD, plus additional 

clips created for the Cybersecurity program and the Physical Therapist Assistant program at the 

college.  The channel is kept up to date with the addition of several student produced newscasts 

which originally air live on the college's public access cable television channel.  As of January 

2011, nearly 12,000 videos have been watched on the channel, according to YouTube "Insight" 

analytical data. 

 A Facebook page has also been created for the Radio-Television program.   Started in 

2010, it contains the usual Facebook content, including several updated photo albums.  It was a 

key connection device for the 35 year "RTV Reunion" that the program held in the Spring of 

2010.  As of January 2011, the page has 162 "friends" and 266 people have "liked" the page. 

 Staffing and upkeep of these sites, however, remains an issue at the college, as does the 

needed updating of the current videos on the DVD and online.  Current Admissions staffing is 

already stretched to the limit.  Several Admissions staffers have taken up informal Facebook 

duties as well on the college's own overall Facebook page.  However, that is proving to be a time 

consuming process that keeps them from other job duties:  

 Our big problem is how do you…how do you even let kids know, out of everything 

that's out there, all the online schools, whether they're legit or fraud or whatever its 

gonna be, that you can get into a great broadcast program at [this school]?   And the 

college has to have more money and resources, ' cause we've tapped every freeway we 

can think of.  And people will go " Oh, we have it on our website . "   Well if you don't know 

about [the area], or even bigger picture, how are you getting to the website…?   
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 The school--as to who we are, and then specifically nail this program, and then 

draw them into the things that we have.  And if it's Facebook, the Facebook page, great.  

Students do a terrible job of updating student club pages, I think they do an awful job of 

that.  This institution I think at times needs-- to really look at that--we've talked; I don't 

know if it will happen-somebody in charge of social media to run all that stuff and send 

things out to students that want to do things, and set up through things.     

Admissions staffers also expressed concerns about making it clear to the administration, the 

college's board of trustees, and the Executive Council that there exists a need to address the 

promotion of the college in new ways, beyond the traditional methods that have been used for so 

long: 

  There's one person on the executive council--two--that have Facebook.  the other 

 five don't.  Don't even know what it is.   I don't think any of them utilize it--none of them 

 utilize it like a kid does.  They're not understanding--I guess--the issue's that they're not 

 stopping to think like an 18, 19 year old kid.  It's more money to put up a social media 

 thing.  It's something to do that's targeted--to spend more money.  We've--the college has 

 wizened up.  F rom what I get out of the meetings with PR is to step back from traditional 

 newspaper advertising and take that money and move it towards Facebook…. 

 While the DVD may now be starting to take a back seat to more web-centric promotional 

efforts in the Radio-Television Broadcasting program, the same issues that  affected the creation 

and upkeep of the DVD are now being transferred to similar issues with online efforts like 

YouTube and Facebook.  Issues of cost, maintenance, and keeping messages "up to date" arose 

in the creation and implementation of the DVD: They are not going away as the shift and the 

demand for online efforts increases. 
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Section 7: C losing V ignette 
 
 It has been about two and a half years since Caroline went through her decision making 

process regarding which college to attend.  Andy was now in the same boat, trying to decide 

whether or not to enroll in the Radio Television Broadcasting program at Herkimer County 

Community College.  Early on in the process, he was not sure what area he was even interested 

in, and he assumed that he’d attend the college, but simply enroll as a General Studies major.  

Then he discovered the Radio Television Broadcasting program at the school.   

 He had checked out the college’s website: 

  I looked around for a little bit, and then, uhh, I did--I did the usual, I did what is 

 housing like, what are their--what are their athletic sports like, and then--then I went into 

 the hard--I went into the deep, like, what do I want to do, here's what I need, here's who I 

 contact, to do what I need to do. 

Andy had gone to visit other colleges as well.  He didn’t want the sort of environment his 

high school offered him: 

 My school was massive.  Like I had--just needed to get away from the crowding of 

 the hallways and the massive amounts of people.  And, like, I've--I toured other colleges 

 and I just saw that they were huge.  And like I came to Herkimer and I was like oh this is 

 comfy, this is nice, it's small.  

Even though Andy grew up just miles away from the campus, he had never actually 

visited the campus until he was considering attending the school.  His first visit to the campus, 

during an open house, was when he first got his hands on the pilot DVD in this study: 

 I received the DVD about the, uhh, radio and television program…and, umm, I 

 put it in the first day that I got it, umm, after doing a tour here, and I watched it and I 
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 was just like ‘oh my God, I want to go’--like, I was so excited to actually physically see 

 what the things were.  And like, when I took the first tour of the studio, when the door 

 opened I walk in and I'm just like--I was honestly like a kid in a candy store, just--I was 

 astounded. 

Following his tour of the campus, Andy decided to enroll in the Radio Television 

program at Herkimer County Community College.  His parents knew that he was planning on 

attending the school, but they did not yet know what area he was going to pursue.  The pilot 

DVD that Andy got at that open house event also helped him to explain the idea of what the 

program was and why he chose to enroll in it: 

 I decided to sit my parents down and me because my parents really weren't sure 

 what I went to college for. And I said ‘well, I choose to be a radio and TV major’, and 

 they're like ‘OK well do you have any background or anything about it?’  And I go ‘yeah 

 I have a DVD that clearly said Radio and Television broadcasting on it’, and that's when 

 we put it in and that was the first time we watched it. 

So Andy had used most of the same avenues of information that many of his peers had in 

his quest for information to help him make the decision about which college to attend.  He 

visited the campus during an open house.  He went online to the college’s website to find out 

more about the particular program he thought he was interested in.  He discussed the matter with 

his parents and grandparents.  He had visited other campuses, toured them, and ruled them out 

for one reason or another.  He leafed through a few college catalogs as well.  He met 

occasionally with his high school guidance counselor when he had questions about college, even 

before deciding whether or not he would even attend college at all.   
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When he received a copy of the pilot DVD in this study, it was helpful to him; it gave 

him a kind of insight to the program he was considering that he didn’t get from those other 

avenues: 

 I actually--didn't know, like, beforehand what actually went on here.  And then 

 once the DVD started to explain about, like, Adobe Audition that you're gonna use, and 

 Pro Tools, and Avid, and you're gonna spend most of your time in the studio, which I 

 have.  Umm, like, that made it more clear to me, like, what I'm going to do here on--on 

 campus with it being--doing anything audio or the newscast that we do.  But, umm, pretty  

 much it just made things clearer of exactly what the program here was all about. 
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Appendix A : E thics Permission Form 
 
 Hello, my name is Douglas Flanagan.  I am researching information for the development of a DVD based 
recruitment tool to be used on behalf of Herkimer County Community College.  This project is being sponsored by 
the State University of New York Institute of Technology at Utica-Rome.   
 I am the principal investigator of this project and I may be contacted at any time should you have any 
questions regarding this research: 
 
Douglas Flanagan 
Instructor of Radio/Television 
Herkimer County Community College 
phone: (315)-866-0300 extension 8396 
email: flanagadp@herkimer.edu 
 
 Thank you for your willingness to participate in this research project.  Your participation is very much 
appreciated.  Just before we start the interview, I would like to reassure you that as a participant in this project you 
have several definitive rights: 

 First, your participation in this interview is entirely voluntary 
 You are free to refuse to answer any question at any time 
 You are free to withdraw from the interview at any time 

 
 This interview will be kept strictly confidential and will be available only to members of the research team.  
Names will be changed in the final report so as to guard against any possible issues regarding your comments. 
 
 Excerpts of this interview may be made part of the final research report, but under no circumstances will 
your name or identifying characteristics be included in this report. 
 
I would be grateful if you would sign this form to show that I have read you its contents. 
 
              
Please sign your name here 
 
              
Please print your name here 
 
              
Please include the date here 
 
 Please send me a report on the results of this research project:  YES NO 
 
 Address for those requiring research report: 
        

       
       
       
 

 
 
 
Signed copy to researcher, one unsigned copy for respondent 
 

 

mailto:flanagandp@herkimer.edu
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Appendix B: Interview Form 
 
Douglas Flanagan 
Interview Protocol 
Project:  HCCC R/TV DVD Recruitment Project 
 
 
Time of Interview: 
Date: 
Place: 
Interviewer: 
Interviewee: 
Position of Interviewee: 
Male / Female 
Age Range: 0-18 18-25 25-54 54+ 
 
Brief Description of the Project: 
This research is being conducted in consideration of the development of a DVD based recruitment tool to be used on 
behalf of Herkimer County Community College to encourage enrollment in the Radio/TV Broadcasting curriculum. 
 
Questions: 
 
1). To the best of your ability, can you describe the current recruitment status regarding the Radio/TV 
 program here at HCCC? 
 
 
 
2). What do you feel are the specific goals that should be kept in mind regarding current recruitment efforts?  
 (how many?) 
 
 
 
3). What specific obstacles do you see in the way of those goals? 
 
 
4). What do you think are the solutions to overcoming those obstacles? 
 
 
5). How do you see a promotional recruitment DVD being used on behalf of the Radio/TV curriculum? 
 
 
7). Is there anything you would like to add regarding this experience that I have not asked you about? 
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Appendix C : Survey Form 
 
Douglas Flanagan 
Survey Questions: You may write directly on this paper.  All answers will be kept 

confidential, and no names will be used in the final report in regards to 
this survey. 

 
1).   What specific content would you need on a DVD from a college in order to make 

meaningful decisions about whether or not to attend that college? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
 
2). Thinking back to when you were deciding on attending college, was there a time when a 

DVD might have played a role in that decision making process?  If so, when and how?   
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
 



94 
 

3). Do you recall any use of a DVD during your college selection process?  If so, explain 
how you used it. 

______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
 
4). If the following information was contained on a DVD from a college, what information 

would you deem most important?  Please rank the following in importance, 1 being the 
most important and 8 being the least. 

 
________ Information on Campus and Student Activities 
________ Information regarding the community that the college is a part of 
________ Information regarding on campus housing options 
________ Information regarding tuition and financial aid 
________ Information specific to the curriculum you are interested in 
________ Information from current or previous students from a particular curriculum 
________ A video tour of the campus facilities 
________ Information from current faculty members 
 
5). How does the use of a DVD differ (if at all) from using other forms of communication 

when it comes to making a decision about college? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
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Please rate the following questions on a scale from -5 to 5, with -5 being that  
you “strongly disagree” with the statement and 5 being that you “strongly agree”  
with the statement.  Please circle the number that you feel best represents your  
feelings regarding the statement. 
 
 
6). Using a DVD is easier than using the Internet. 
 

-5 -4 -3 -2 -1 0 1 2 3 4 5 
 

Disagree……………………………No Opinion………………………………..Agree 
 

 
 
7).   I would consider viewing a DVD that was mailed to me from a college. 

 
-5 -4 -3 -2 -1 0 1 2 3 4 5 

 
Disagree……………………………No Opinion………………………………..Agree 

 
 
 
8). Given the choice, I would rather watch a DVD instead of the same video content on the 

Internet. 
 
 

-5 -4 -3 -2 -1 0 1 2 3 4 5 
 

Disagree……………………………No Opinion………………………………..Agree 
 
 
9). Please rate the importance to you, starting with what you feel is most important, 

considering the decision making process about attending a given college.  Please rank 
them in order from One to 10. 

 ________ Internet Video (YouTube, Vimeo, etc). 
 ________ Printed Materials (pamphlets, brochures, letters) 
 ________ E-mail correspondence 
 ________ Phone Calls 
 ________ Informational DVD Videos from the college 
 ________ Material on CD-ROM from the college 
 ________ The college’s website  

________ Personal Interviews 
 ________ High School Guidance Office 
 ________ Campus Visit/Tour 
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10). There is a possibility that I may want to follow up on individual responses.  IF you are 
interested in possibly participating further in this study, please provide me with your 
name and any contact information you feel you should share.  Again, all responses (on 
this survey and any subsequent) will be kept strictly confidential. 

 Name:_____________________________________________ 
 Contact Info:________________________________________ 
 
Once again, thank you for participating in this survey.  I truly appreciate your responses and  
participation. 
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