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Introduction 

Saint Mary-of-the-Woods College (SMWC) was founded in 1840 by Saint 

Mother Theodore Guerin and is the oldest private Catholic liberal arts college for women 

in the United States. Although the campus-based programs remain all women, SMWC 

has programs available for men and women to receive a college degree through a distance 

setting, which has now become online. The original Women’s External Degree program 

started in 1973, became co-ed in 2005, and was renamed Woods External Degree, 

according to the SMWC website. By 2010, the program was renamed and launched as 

Woods Online. The graduate programs were first introduced in 1984 and have been 

coeducational from the start. Currently, Saint Mary-of-the-Woods College is continuing 

to develop their online and graduate programs, but there remains a need to increase the 

campus-based student enrollment. 

Currently on campus there is only one all female residence hall, which is Le Fer 

Residence Hall that has student bedrooms on the top three floors, and incorporates offices 

and classrooms on the main floor and basement. Due to the continued increases of 

technologies and expenses of a traditional campus-based education, more students are 

now obtaining a degree online. In order to keep a brick and mortar location, the campus 

will need to increase enrollment and fill nearly all vacant spaces in the residence hall to 

provide financial flexibility. 

Saint Mary-of-the-Woods College is facing a dramatic decrease of campus-based 

enrollment, which is causing a depletion of resources. Notably, the college is relying on 

alumnae/i support and continued fundraisers to financially support the recreational 

facility which is still currently in the campaign process. The college tuition rates are  



high, and the vast majority of students are receiving financial assistance. Many students 

are looking into other options for higher education. Many individuals are choosing to 

seek degrees online and/or attending more affordable public universities with state of the 

art facilities. As seen in the Figure-1 below, students that have taken at least one online 

course has steadily increased every year since 2002. 

Students in at least one online 

course 
  

  

Figure-1: Increase in students taking at least one online course from 2002 — 2010 
(Sloan/Babson 2011 report on higher education). 

This trend of online courses is continuing to rise due in part to the variety colleges 

and universities offering flexible schedules, faster timelines, lower costs and even  



obtaining combined degrees. As a result, the traditional classroom setting could possibly 

become obsolete. Saint Mary-of-the-Woods College has added and eliminated various 

programs throughout the years to adapt to these changes and to provide programs that 

will make SMWC sustainable as a competitive college. Moving forward, Saint Mary-of- 

the-Woods College will need to use various marketing strategies to increase campus- 

based enrollment. 

Problem Statement 

The problem that Saint Mary-of-the-Woods College is facing is the year-to-year 

decrease of campus-based student enrollment. With a depleting physical student body, 

the college could consequently become online only. Evaluating the current marketing 

strategies that SMWC is using, there may or may not be a need for changes within their 

strategies and/or possibilities of extending their marketing mix. Throughout the literature 

there are many promotional strategies and marketing strategies that could be utilized in 

order to increase and support campus-based enrollment. 

There are many obstacles and various choices that degree seeking students have 

available to them in today’s higher education marketplace. Depending on a student’s 

financial responsibilities and resources, students decide to choose an institution that best 

fits most of their needs. Thus, SMWC needs to market to students in such a way that they 

feel that it is the best fit for them, whether that is obtaining a combined degree, taking 

courses online, or allowing the flexibility for students to work and attend school at the 

same time. Additionally, colleges and universities have to continuously change and 

update their marketing strategies to keep up to date with social media and other sources  



of networking in today’s technological society and information being literally at our 

fingertips. 

With continued increases for the costs of education, SMWC will still need to find 

ways to pay for the brick and mortar location. Although tuition and room and board may 

cover the expenses for the college and the Le Fer Residence Hall, there still remains room 

available that could fit more incoming students. According to an interview with Jeff 

Malloy, Dean of Students of SMWC, it was explained that the availability of rooms are 

abundant. Le Fer Residence Hall was built to hold at least two students per room and 

some rooms can accommodate up to four students. With this being said, the majority of 

students have single rooms and many rooms are left vacant, therefore SMWC is not 

utilizing and maximizing the space that could potentially be filled with incoming 

students. 

Purpose Statement 

The purpose of this policy claim is to examine what marketing strategies other 

colleges have utilized to focus on increasing enrollment. Many institutions use different 

evaluation tools to improve their marketing strategies. The literature review will analyze 

some of the marketing tools institutions have utilized to evaluate their needs and how 

those marketing strategies evolved as a result. Saint Mary-of-the-Woods College’s 

current marketing goals will be further evaluated using a tool found in literature. Finally, 

scenarios to improve on campus based student enrollment at SMWC will be evaluated 

using the Strengths, Weaknesses, Opportunities, and Threats (SWOT) Analyses. Each 

area of improvement and recommendations for marketing will be analyzed. Furthermore, 

changes that could benefit the school academically and financially shall be addressed.  



For various reasons many students and their families are not financially in a 

position to pay for college, or even consider that of a private campus-based setting. 

Many students are now choosing to work and earn their degrees online. With the various 

choices of colleges/universities that offer such distant programs the opportunity to earn a 

degree without the classroom setting is obtainable. This not only saves money on room 

and board, but also the expenses of buying books from their college bookstore and extra 

materials that may be needed for an on-campus setting. And many colleges/universities 

are offering dual degree programs where a student can earn a bachelor and master degree 

within the same time frame of the typical four-year undergraduate program. 

Review of Literature 

Method 

The method used for this research was prepared through technology, journals, 

books, interviews, and articles in order to analyze the most up to date information 

affecting SMWC and other U.S. colleges and universities. 

The keywords used to explore literature needed for this paper were enrollment, 

low-enrollment, increasing enrollment, tuition rates, marketing strategies, marketing mix, 

marketing strategies in higher education, brand image, pricing strategies, lowering 

tuition, private college tuition, public college tuition, online degrees, coeducation, policy, 

and student loan debt. Many of these terms were used together to provide more in-depth 

search results mainly using the Boolean expression “and”. The databases used were 

Inspire, EBSCO, Proquest, JSTOR, Springerlink, Google Scholar, and Fusion. The  



reference section in some of the articles included in this review, lead to other articles, 

which were reviewed and used as well. 

Introduction 

The material that was researched for this policy claim touched on the different 

marketing strategies other colleges and universities are currently using or have used. For 

some institutions, there are marketing strategies that did not work, while others may have 

used tools such as a S.W. O. T. Analyses or used the brand image of the institution to set 

the tone for their marketing for athletic and academic enrollment. 

Review 

Marketing for any situation takes strategizing in order to establish a name or 

brand image for itself. College students today gather information about the many 

different schools and programs through traditional advertisements (mailings, billboards) 

as well as social media. Marketing as a concept goes beyond the ordinarily accepted 

view of advertising and promotion (Bonnema & Van der Waldt, 2008). A marketing 

strategy is an important aspect of developing a connection with the consumer. As stated 

in Bonnema & Van der Waldt (2008), “We see marketing not as a means to an end, but as 

a process of building relationships based on trust and aimed at empowering the clients or 

customers of higher education.” 

While understanding the importance of a strategic marketing plan, Birmingham 

University’s Jonathan Ivy has incorporated 7Ps into the Birmingham University 

marketing mix unlike the traditional 4Ps (Ivy, 2008). The 4Ps include product, price, 

place, and promotion. However, Ivy incorporated the 7Ps, which he defined as: product, 

price, place, promotion, people, physical facilities, and processes. According to Ivy  



(2008), “While determining a marketing mix for a college or business the institute must 

first ask: (1) Who are our customers?, (2) What makes our college/business different?, 

and (3) How can we compete with other providers?” These initial questions should foster 

conversation to determine who the audience is, how your institution stands out, and how 

we can effectively market to compete. Analyzing the 7P’s provides a more in depth 

approach to completing a holistic marketing approach. 

As a result of the growing demand among learners for improved accessibility and 

convenience (ie. online or distance education), lower costs, and direct application of 

content to work settings is radically changing the environment for higher education in the 

United States and globally. In this rapidly changing environment, which is increasingly 

based within the context of a global, knowledge-based economy, traditional universities 

are attempting to adapt purposes, structures, and programs, and new organizations are 

emerging in response. (Hanna, 1998). 

In developing a marketing strategy to increase growth, accelerated programs must 

first define their niche in their respective market. For example, in order to gather 

information, the University of Indianapolis (UIndy) surveyed current and former students 

at the School for Adult Learning (SAL). The results of the survey determined the 

schools’ strengths to be recognized by campus setting and the personal attention Ulndy 

gives to their SAL students. “Our revised radio and print ads played to these strengths: 

Real Support, Real Success. Once a program understands strengths, it can build a 

marketing plan to highlight these.” (Daeger, 2006). 

In 2011, Aurora University used data to increase enrollment and grow their net 

revenue. In 1999, with the average freshman class size of 148, the admissions office  



began using an institution’s historical enrollment, tuition, and award data to create an 

econometric model that guides financial aid awarding to maximize enrollment returns. 

“This allowed us to take a hard look at price elasticity to make decisions on tuition hikes 

and merit awards to help us shape and build our class,” James Lancaster says, the 

Director of Freshman Admission. “We hit 204 that year.” (Noel-Levitz, 2011). 

As Aurora began focusing its enrollment marketing efforts, says Lancaster, “we 

really took off.” The college enrolled 289 freshmen his second year and 331 the 

following year, with growth continuing through the decade. From 2000 to 2009, 

Aurora’s freshman class averaged 302; this fall it reached 503, increasing net revenue by 

25 percent over 2009. “Our average GPA and ACT scores have continued to rise 

throughout, and our net revenue has consistently risen,” Lancaster reports. “And we’re 

getting good fits, because our retention rates have coincided with our enrollment rates.” 

(Noel-Levitz, 2011). 

Partnerships and strategic alliances are also developing between and among 

organizations that capture each organization’s primary strengths. Increasingly, these 

partnerships marry universities and for-profit organizations in ways that force contact and 

interaction between very different cultures, goals, and operating principles and 

assumptions. One potential benefit of this interaction is the opportunity for both 

organizations to acquire much needed information and knowledge from the other, and 

also to change strategy in a changing marketplace. (Hanna, 2006). 

Strategy is an integrated and coordinated set of commitments and actions 

designed to exploit core competencies and gain a competitive advantage (Hitt, 2009). A 

SWOT is an acronym that stands for Strengths, Weaknesses, Opportunities, and Threats.  



A SWOT Analysis is a holistic approach and tool for gathering information that can 

determine the advantages and/or disadvantages a college or business has. Through 

research based articles there have been colleges and businesses that have been successful 

in utilizing the SWOT Analysis approach to gain perspective of their situation. 

After Halifax Community College recognized that improvement must be made 

across the board in order for the college to grow, an analysis was implemented. Within 

this SWOT, the board was able to evaluate their strengths, weaknesses, opportunities, and 

threats. After the analysis the college organized a master plan to highlight, mitigate, and 

exploit their criteria. After determining their goals, the college was able to revisit their 

goal and list accomplishments. (Halifax.edu, 2009) 

Some schools such as Seton Hall University have chosen other routes for 

marketing. In recent years Seton Hall University has lowered their tuition rate, while also 

increasing the college criterion in order to receive this reduced price tag (Quirk, 2011). 

Seton Hall University strategically set goals within a no cost, low cost, and high cost 

criteria to best estimate what the university needed to implement in order to increase 

enrollment. Students who enroll in the fall of 2012 will have a lowered tuition rate of 

$10,000 compared to the normal $31,400. But, in order to keep this rate students will 

need to meet requirements of 3.0 GPA or higher, ranked in the top 10 percent in their 

high school graduating class, or achieve a 27 on the ACT (Quirk, 2011). These students 

will need to maintain at least a 3.0 GPA to keep the discounted rate (Hoover, 2012). 

Another school that has chosen to use a SWOT to strengthen their enrollment goal 

is Tennessee Tech University. The university exceeds 11,700 students, but still has an 

average class size of 25 (tntech.edu 2011). Tennessee Tech recently used a SWOT  
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Analysis to better understand where the school can enhance their name recognition and 

increase and broaden their student enrollment. With the success of their survey and 

SWOT Analysis, the university was able to identify specific needs such as: too many 

high-cost programs, lack of targeted advertisements to out-of-state, and inability to adjust 

the educational environment to fit needs of students. The university has since developed 

a five-year strategic plan to increase graduates and advertise the school name. 

In summary, there are many different marketing strategies and evaluation tools 

that can be utilized to identify areas for growth. As shown in literature, when these areas 

are exploited and the college or university understands how to be more effective in their 

marketing and strategic planning to increase enrollment they were successful. When 

marketing strategies didn’t work, the schools were quick to change their approach to 

focus on other areas of marketing in order to be more successful. One marketing strategy 

that Birmingham University used that worked was the 7P’s approach. This concept of 

marketing can become a positive, more in-depth approach to research for Saint Mary-of- 

the-Woods College to utilize and examine moving forward. 

Situational Analysis 

Currently, Saint Mary-of-the-Woods College has employed a few strategies to 

increase enrollment which include: freezing tuition, working on facility improvements, 

and the creation of a student recreation facility, along with partnering with local schools 

such as Ivy Tech Community College, and promoting the brand image “Pomeroy Pride”, 

shown in Figure-2 below.  
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° POMEROY 
PRI DE 

A CAMPAIGN FOR SAINT MARY-OF-THE WOODS COLLEGE 

Figure-2: Brand image for SMWC 
    

Freezing the tuition rate for incoming students provides a guaranteed amount that 

a student will pay for their four-year duration at SMWC. President Dottie King has 

recently put a freeze on the tuition rate for the incoming freshman class of 2011 and 

2012. This strategy has been growing among other colleges such as Urbana University, 

and Holyoke College (Hopkins, 2012). As a part of the overall strategy, Saint Mary-of- 

the-Woods College is utilizing the ‘price’ through the 7P’s marketing strategy. 

According to Hopkins, the core concepts of marketing cover the needs, wants, 

demands, satisfaction and happiness level of a customer. Based on the 7P marketing 

strategies of product, price, place, promotion, people, process, and physical evidence, 

SMWC can determine what changes may need to be put into place in order to meet the 

growing demands of the college. 

Starting with (1) Product: defines the needs and requirements of the consumer and 

it fulfills the satisfaction rate. (2) Price: defines the features of the product. (3) Place: 

which is the place you will get your target customer. (4) Promotion: is noted as the most 

important tool for marketing and creating awareness. (5) People: important key asset for 

marketing and who make the company successful. (6) Process: the planning, decision- 

making, and understanding about the customer and level of requirements. (7) Physical  



Evidence: making a thing or planning successful (Hopkins, 2012). These seven 

marketing strategies can be enforced into what Saint Mary-of-the-Woods College is 

striving toward, which is a growing college of students that will remain on campus the 

duration of their higher educational career. 

Focusing on the 7P marketing strategy and analyzing what these are within 

SMWC are: (1) Product: is the student that Saint Mary-of-the-Woods College is seeking 

that will stay the four-year duration of their higher education. (2) Price: is the amount 

that a student is willing to pay for the quality of education from a campus-based private 

school. (3) Place: has been to build partnerships within the community and among other 

colleges/universities. Becoming a “place” in the community builds the schools’ brand 

image of Pomeroy Pride. (4) Promotion: is creating awareness within the community of 

the ongoing activities, events, and needs of the college. President Dottie King promotes 

the college when she is at campaign events. The success of athletic programs also 

promotes the college. (5) People: this is the core group of faculty, staff, and students that 

represent the college and promote within and beyond the campus. The alum from the 

college is a key asset to advertising for the college. Developing a brand image for the 

college is a way to utilize marketing strategies within the community and beyond. Saint 

Mary-of-the-Woods College has the onyx ring that is a signia of a Woods graduate. Even 

though this ring is a tradition of the school it is used as a retention strategy as well as an 

advertisement. Embracing in the image of the SMWC onyx ring is an advertisement and 

familiarity to old and new students out in the community. (6) Process: this is the strategy 

of listening to the needs of the past, current, and future students of SMWC.  
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In order to be successful, the college must strategically plan for the future and 

what challenges may need to be addressed. (7) Physical evidence: this is the last 

marketing strategy of the 7P’s and it reflects the need for a physical place. Currently 

SMWC is raising funds to build a recreational facility on campus to accommodate current 

and future sports and activities. Having a recreational facility on campus has and will 

take much needed planning and funding to meet the growing demands of students. The 

diagram, Figure-3, below reflects what the 7P marketing strategy looks like and what 

SMWC might want to utilize in order to expand and hone in on the target market. It also 

displays how the 7P’s are integrated with one another. 

PROMOTION 

Figure-3: 7P’s Marketing Strategy Diagram 

The “Pomeroy Pride” is a brand image used as a marketing strategy of the 

# college. Other schools use their brand image for enrollment strategies, such as Purdue  
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University when a student becomes a “Boilermaker”, or similarly Indiana University is 

“Hoosier.” 

As seen on the Purdue website, Purdue has a student success orientation program 

called “Boiler Gold Rush,” This program promotes the brand image of Purdue and has 

been a successful program for incoming students, whether they are freshmen, transfers, 

and/or international students. This orientation program’s mission is to instill excitement 

in a Purdue student through engaging in leadership development, team building and other 

opportunities outlined in the program. Students have the opportunity during this time to 

make friends, network, and familiarize them with the campus before classes begin. 

Another way to market to students and other schools is by partnering with other 

colleges and universities such as Ivy Tech Community College. This partnership provides 

the student an opportunity to establish an academic track record at one institution and 

more easily transfer to a school like SMWC given they have met the admissions 

requirements. Saint Mary-of-the-Woods College started the 2 plus 2 program giving 

students a chance to spend 2 years at Ivy Tech and transfer to SMWC for the last 2 years. 

This is another form of marketing that promotes the college and builds area partnerships. 

This style of partnership is a way for students to save money and become 

prepared for the four-year college curriculum. Wabash College is another school that 

has partnered with nearby colleges. In 2011, Wabash College and Purdue University 

started offering a dual degree program giving students the opportunity to earn an 

engineering degree from the Purdue University College of Engineering. Students are 

able to earn a Bachelor of Arts degree from Wabash College and a Bachelor of Science 

degree in one of four engineering disciplines from Purdue University (Purdue.edu, 2011).  



Recommendations 

As stated in the above-mentioned research, many colleges and universities have 

used a SWOT Analysis to help summarize their current situation. Provided are three 

scenarios using an analysis of Strengths, Weaknesses, Opportunities, and Threats 

(SWOT) that could potentially help the future growth of Saint Mary-of-the-Woods 

College. A SWOT Analysis is a diagram the is in the shape of a box and split into four 

different sections to help group and evaluate the different criteria in order to analyze the 

areas of Strengths, Weaknesses, Opportunities, and Threats. Below are three different 

scenarios that Saint Mary-of-the-Woods College could potentially use to expand their 

marketing mix. Each scenario was analyzed through the SWOT Analysis tool: 

oe Becoming a coeducational campus 

e Raising the criterion to be admitted into the college 

e Develop Partnership with other colleges/universities 

Scenario#1: Becoming a Coeducational Campus 

Within the United States there are many prominent colleges and universities that 

are well known and have once been either all male or all female and since are 

coeducational institutions. Northwestern University, Marian University of Indianapolis, 

Harvard University, Wheaton College, William Peace University, and Rose-Hulman to 

name just a few institutions that have transitioned to a coeducational student body.  
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Considering the option of becoming a coeducational campus opens many doors 

for the college to expand in both academic and athletic departments. Saint Mary-of-the- 

Woods College has ample amount of space to expand and take on such an endeavor. 

With this amount of acreage the college can grow without the need to tear down any 

current buildings. There are possibilities to build additional academic facilities with the 

consideration of many estimates and variations of what could be needed for particular 

areas to grow. 

Strengths 

By adding men into Saint Mary-of-the-Wood College programs the college could 

utilize this change into becoming financially stable, making this a strength. The campus 

does have the space within the grounds and academic programs that could accommodate 

both males and females. Many of the faculty and staff have had the experience of 

teaching and interacting with males integrated in the Woods Online and graduate 

programs as well. 

Weaknesses 

Adding men into the marketing mix for the college may result in the loss of 

valuable alumnae/i donors that do not support a coeducational campus setting. Another 

weakness of adding men into the campus-based programs may result in high upfront 

costs. This could be the case if the college were to decide to build another residence hall 

on the grounds. Although, in the interim, changes to the current layout within Le Fer 

Residence Hall could be used to accommodate male students until a separate facility is 

developed or constructed should the demand for additional space be warranted.  



The price to build another residence hall on campus would require a thorough 

evaluation of time and estimates during the process of trying to increase the male student 

body to make it beneficial. Though it could be advantageous to include numbers in this 

analysis, there are too many variables to be considered that an estimate could be 

misleading. With consideration of how many males are on campus, and the need for 

specific code requirements, as well as tax and land credits to colleges as well. This 

procedure would be timely and would include many bids from contractors, community 

partnerships, and funding requirements. Additionally, the due process involved to 

evaluate the need to expand would need to be considered first. 

Another weakness may include conveying in advertisements to potential 

incoming men and women that Saint Mary-of-the-Woods College has become 

coeducational for the on campus programs as well. Funding may need to be spent on 

scholarships to start athletic teams for future advertisement and to strengthen the student 

body, which may take many years during the early stages. According to the U.S. New 

Compass of Best Colleges in 2011 Marian University in Indianapolis became 

coeducational in 1954 and currently has an enrollment of 2, 264 students of which only 

35.2 percent are men and 64.8 are women. 

Opportunities 

Many opportunities for a college to become coeducational within their campus- 

based programs include advertising to men as well as women, which could lead to 

additional academic programs and strengthening the current curriculum with added 

funding from the increase in student enrollment. By strengthening their current 

programs, the college could provide state of the art equipment for their programs in order  
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to increase research possibilities, which could result in an increase in brand image and 

recognition. This could eventually increase admissions applications and provide the 

college with the ability to strengthen its admissions requirements. 

Saint Mary-of-the-Woods College could eventually have the funding and student 

body available to enlarge their athletic department. With men on campus, sports such as 

men’s soccer, football, basketball, baseball, men’s equestrian teams, men’s cross country, 

men’s golf, and eventually the possibility of adding a tennis team for both men and 

women could attract more students and increase the financial revenue of this proposal. 

These various sports were among the selected athletic programs started at Marian 

University in Indianapolis when they became coeducational (MUKnights.com). 

Many areas on campus could profit from this change as students may be 

encouraged to purchase more from the bookstore due to increased foot traffic on campus, 

which leads to hiring more faculty and staff with their growing class size and academic 

programs. This could lead to an increase in the profit and added enthusiasm from 

neighboring colleges. 

A growing college with goals of expanding could add a couple of well-known 

programs such as pharmacy, veterinary science, dentistry, and nursing among many other 

programs that have just been added as pre-professional programs (Smwc.edu), and 

continue to be added to SMWC. With these strong programs the campus would have 

particular students that would require the prerequisite courses leading to the possibility of 

a longer duration on campus needed for the extra classes. Pre-professional programs 

such as these could also be a stepping-stone toward another school and even graduate 

school.  



These degree programs could be coeducational and start as undergraduate 

programs, and depending upon the response could turn in to graduate programs with 

proper funding. Particular pre-professional programs such as pre-pharmacy and pre- 

veterinary science, pre-dentistry, etc. are among many that require additional schooling 

and have abundant job satisfaction rates (Braverman, Jeffries, and Rosato, 2009), which 

could help SMWC keep a competitive advantage needed to sustain students for 

continuous enrollment. Saint Mary-of-the-Woods College has an ample amount of space 

to build facilities to house new state of the art equipment for strong academically driven 

programs and additional housing for potential students. 

With the outstanding equestrian facility the college could eventually build a 

veterinary hospital within the campus to provide veterinary services and house the 

program of veterinary science. This building could become a huge financial and 

academic success considering the equestrian department may not have to transport their 

horses to Purdue when there is a physical problem, or pay for an on campus visit from the 

nearest large animal vet. Also, the campus could house an animal hospital to provide 

services for the campus/student horses, the alpacas that are owned by the Sisters of 

Providence, and community based animals as well. This could be an enormous 

opportunity for growth in all directions for SMWC. According to Money Magazine 

veterinary science was ranked one of the best jobs and has seen a 10-year growth of 35% 

(Braverman, Jeffries, and Rosato, 2009) 

In addition, by adding the pre-pharmacy program the college is already equipped 

with a Medicare facility on campus that is used for the Sisters of Providence and local 

individuals as well. This could provide a pharmacy therefore lending the training needed  
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for students that may want to work through a work study program and gain experience as 

well, much like that of Purdue University (Purdue.edu, 2012) 

There are many options for increasing enrollment and in particular is to go 

coeducational with the college’s campus-based programs. As stated in literature, William 

Peace University, historically an all female college in downtown Raleigh, NC recently 

turned coeducational in 2011. Since the start of the year, enrollment has increased from 

1,053 applications to 1,192 applications. The school accepted 630 students, with a 

student body of 25 percent male and 75 percent female according to Fertig (2012). 

Threats 

Threats that come from adding men into the campus-based programs are those of 

recruitment and recognition of the college becoming coeducational when the college has 

been all female since 1840. That may discourage particular students that were seeking an 

all female college. 

It may be difficult to market to men in the premature stages of program 

development for becoming coeducational due to the fact of SMWC not having a strong 

science or engineering department. This is because most male colleges were already 

advanced in their core programs prior to the time in which women were allowed to attend 

college. 

Women who have attended all female colleges demonstrate leadership in all areas 

of careers including: Hillary Clinton, Meryl Streep, Madeleine Albright, Diane Sawyer, 

and even NASA's astronaut Pamela Melroy.  



Scenario #2: Raising the criterion to be admitted into the college 

Another area of interest the college may want to consider is for the college to 

raise the admission standards for entry into SMWC. According to my interview with 

Beth Terrell Vice President for Enrollment Management, SMWC is seeking students that 

will stay all four years. Recently, SMWC has been using the recruiting business of Fire 

Engine Red to ‘buy’ names of students that fit the grade point average and interest that 

the college can possibly fulfill (Terrell, 2011). 

Strengths 

Currently SMWC admissions policy has students write an essay, and the 

incoming freshman students have the opportunity to come two weeks prior before school 

starts for the “Access to Success” summer bridge program. According to Amanda 

Springstead, Associate Director of Campus Admission is the co-coordinator of this 

support system for students that need some additional support. These students will take 

ID110 Succeeding in the College Environment and receive two hours of college credit 

according to the Campus Admission and Academic Affairs office. This is an opportunity 

for students to engage in the college atmosphere, prepare for what expectations college 

requires, and lead to a higher success rate in the classroom. 

Weaknesses 

The difficulty of implementing past and current requirements for admission into 

their programs is a weakness. It may become difficult to cipher which students will 

receive a scholarship and which students will not. This could become difficult for the 

campus to financially keep up with. In order for the college athletic department to grow,  
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the college may need to advertise more scholarships for outstanding athleticism, arts, and 

academics. 

Making additional athletic programs available to students can lead to expansion 

throughout the campus, which may mitigate some of these weaknesses. 

Raising the criterion for admissions could be two-fold. One, it could lead to a decrease as 

potential students may look at the requirements and feel that they cannot get admittance 

and thus may choose not to apply. Additionally, raising the criterion could improve the 

college’s perception among incoming students. Particularly, that SMWC is a difficult 

school to get into which might appeal to students and parents, “only the best students are 

admitted.” This could build the schools reputation and expand on their brand image. 

Opportunities 

Opportunities for the college could be to focus on a different marketing mix in 

order to pinpoint the identity and brand image the college is seeking, which is the student 

that remains the duration of the four years at SMWC. By raising the admission standards 

the college can require an ACT score of 27 or a minimum SAT score of 1200, while 

demanding a GPA of 3.0 or better on a scale out of 4.0. These admittance requirements 

are equivalent to that of the neighboring Wabash College that is known for their 

academically driven students, according to the Wabash website (2012). With these 

changes the college could become stronger in building their brand, advertisement, and 

current/future potential academic and athletic programs like that of Wabash College 

(Wabash.edu).  



Threats 

Therefore with class sizes becoming smaller, this could soon affect the campus 

and the retention of outstanding current students, faculty, and staff. When enrollment 

decreases the funding to keep a brick and mortar location may become unnecessary. This 

becomes an external weakness when professors that are teaching too many classes cause 

depletion in time available for questions, study sessions, and overall lack of 

communication in a timely manor. 

Scenario #3: Develop Partnerships with other colleges/universities 

Another option that was stated in the current strategies that the college might want 

to consider is to increase enrollment by becoming connected with other colleges as a 

bridge to guide students to their careers. Saint Mary-of-the-Woods College has recently 

started the 2 Plus 2 Plan working as a team with Ivy Tech Community College. Here 

students are able to attend Ivy Tech and earn their associates degree and then transfer 

their earned credits to SMWC. This is an opportunity for the student to finish with their 

bachelor’s degree from SMWC when otherwise it may not have been feasible due to the 

extra expenses of four years at a private college versus two. 

With the knowledge that the tuition cost will stay the same with the current 

freeze implemented by President Dottie King; this still leaves the increase in housing and 

classroom materials year after year for the current students enrolled. Understanding and 

appreciating the difference between private versus public education is a huge part of this 

marketing mix. Considering the annual percentage increase between public and private 

colleges and universities it has become difficult for students to budget with the constant  
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changes in prices. Figure-4 below, reflects the differences in percentage increase over the 

course of three decades. Although, private non-profit four-year programs have shown a 

continued decrease in percentage increase with each successive decade for both tuition 

and fees and room and board, private university are still very expensive with respect 

public universities and colleges. 

W1561-8210 1991-52 1950-3210 2001-02 IN 2001-0210 2011-12 

6.1% 

26%) ae 25% 4%, 

w 
z 
@ 
8 
£ 
w 

g 
€ @ 
E 
© 
a. 

= 3 
E £ 
=< 
@ o 
e 
© 
< 

Private Nonprofit Public Public Private Nonprofit Public 

Four-Year Four-Year Tews-Year Four-Year Four-Year 

Tuition and Fees Tuition and Fees 

and Room and Board 

    

  

Figure-4: Analysis of Percentans Increuses over the past three decades (The 
Chronicle, 2009). 

Furthermore, large public universities receive federal and state funding 

opportunities to provide the students with the newest materials, buildings, and professors. 

And with the financial flexibility, the large universities are able to grow and expand their 

pool of students, leading to stronger criteria of alumni donors, which could later be a 

reflection of SMWC.  



Moving forward, Beth Terrell, Vice President for Enrollment Management at 

Saint Mary-of-the-Woods College will use strategies to find the determined student that 

will come to the campus and stay all four years. She has developed a graph, which can 

sort out particular students with high GPA, good writing skills, sports, as well as those 

that may not be the correct fit for this college. The department has expanded their search 

using the company Fire Engine Red, which enables the college to purchase certain names 

that can become the primary focus of their advertisement. This will help to bring in 

prospective students, while saving time, energy, and expenses in unnecessary areas. 

Strengths 

Strengths that come from having neighboring connections with other colleges are 

that of free advertisement from possible information bulletins and a growth in current 

programs. If the college could gain a connection with Rose-Hulman, students could start 

their programs at SMWC and then transfer into Rose-Hulman for their remainder of their 

education, similar to that of Purdue University and Wabash College (Purdue.edu, 2011). 

By gaining the connection to other colleges, students can have the opportunity to 

grow in their field of study. Wabash College also has another program similar to this 

where students are able to start at Wabash College in law and transfer into either 

Washington University or Columbia University, (Wabash.edu, 2012). 

Weaknesses 

Weaknesses included are that students in these particular programs are not staying 

the duration of their four years with SMWC. Therefore, ceremonies such as Ring Day 

that are taken place on campus the third year may eventually be eliminated if programs 

like this one cause the college to have students for two years only. Some traditional  
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ceremonies are provided for retention and marketing strategies. But, if the college were 

to have particular programs that only needed two years, then this may defeat the purpose 

of retention and increasing enrollment-marketing strategies. 

Opportunities 

Opportunities for making connections with local colleges and universities provide 

free advertisement and connections leading to the expansion of the school name. 

Students that attend schools with connections could become familiar with the other 

connecting schools. Depending on the surrounding colleges/universities and their 

admission requirements, partnerships could be expanded and utilized for optimal 

marketing. Alumni base could become larger, leading to a more enhanced pool of 

donors. 

Threats 

With the limited time of two years for some students on campus, this could reflect 

an image that the college is only a two- year school. This could then become a threat to 

those that are current students seeking the four-year degree on the SMWC campus. 

Conclusion 

Several ideas have been researched through literature from journals, articles, 

books, and technology to find marketing strategies and possibilities to implement in order 

for Saint Mary-of-the-Woods College to increase campus based student enrollment. 

While each idea may be important in the advancement of the college, none of these really 

will solve the problem from a student standpoint. Economically many students are  
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utilizing resources that are available, such as scholarships, grants, and choosing public 

schools, and even online courses instead of the traditional campus based setting. 

Using a SWOT Analysis and examples of strategic planning that other colleges 

and universities have used, the college will be able to visualize the areas needed for 

possible improvements in order to increase enrollment. 

Another source of marketing that Saint Mary-of-the-Woods College could 

incorporate would be that of the 7P marketing strategy. This is the evaluation of: 

product, price, place, promotion, people, process, and physical evidence. This is a 

marketing strategy that helps to expand the target market for the college and develop 

another source of marketing for the school to become stronger and be able to visualize 

their needs. By focusing on these core areas for marketing, the college is able to seek out 

the community and develop, plan, and implement new strategies. 

With the current situation and marketing standpoint the college is using for their 

brand image of Pomeroy Pride this will lead to an identity that students seek when 

attending college. Branding the school is a positive way to advertise and market to 

current and future students. Students want to have the brand image of what they are and 

where they attended. 

Many colleges and universities utilize their brand image to draw in new students 

and keep the alum returning for events to feel the pride of their alma mater. With the 

brand image of Pomeroy Pride, this a unique mascot that has special meaning from a past 

alum. This is a great way for the college to advertise their brand image because it is in a 

league of its own and has no affiliation with other mascots.  
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To be a Pomeroy of the school is an honor and students feel proud to be a part of 

that brand image. When you Google a Pomeroy, the words Pomeroy Pride are the first 

examples to come up on the computer. This is just one example of how rare Pomeroy 

Pride is and how much the college can expand on this image to advertisement and brand 

to the market. The possibilities are endless when having a rare mascot as well as the rare 

onyx signia ring that only graduates of Saint-Mary-of-the-Woods College are able to 

wear with pride. 

There are topics to incorporate when determining the best solution for this private 

college education. The current situation is that the college is spending money on students 

that decide not to stay the entire four years, unless they have and will receive a large 

amount of financial assistance annually. Educational loan debt is not making it easy for 

students to start their career off on the right track. This reality is forcing many students to 

choose the online route instead of the traditional campus-based formality, unfortunately 

hurting the smaller campuses. 

According to The Chronicle: Wired Campus: “In fall 2009, colleges-including 

public, nonprofit private, and for-profit private institutions-reported that one million more 

students were enrolled in at least one Web-based course, bringing the total number of 

online students to 5.6 million. That unexpected increase-which topped the previous 

year’s 17-percent rise may have been helped by the higher demand for education in a 

rocky economy and an uptick in the number of colleges adopting online courses.” 

With the above information on the increase of web-based courses, students can 

understand the importance of an education in today’s challenging economy. According 

to the Center for College Affordability and Productivity, having a degree has become a  
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requirement to obtain most jobs/careers in today’s workforce. College graduates tend to 

earn more in the labor market compared with those with only a high-school education, a 

differential that is large enough to justify the expenditure of increasingly large sums of 

money necessary to finance a college degree (Vedder, 2013). 

Utilizing the 7P marketing strategy: product, price, place, promotion, people, 

process, and physical evidence this could help identify areas of needed growth and ideas 

for change for Saint Mary-of-the-Woods College. With the problem of Saint Mary-of- 

the-Woods College suffering from low on campus student enrollment, the college will 

need to make the changes that will draw in new students. The lack of physical facilities 

on campus and a shortage of specialized programs could be forcing potential students to 

choose other schools and even to take the online route. With a small private all female 

school setting, SMWC will need to strengthen their strategic planning and be willing to 

change their strategy when plans do not fulfill the goals set forth. 
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