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Introduction in the name of better student service, but did we re
,~-----------------...... ally know what students valued with respect to our 

Over the past decade, our college has been con
cerned with a dip in enrollment numbers and there 
has been a strong focus on issues of recruitment and 
retention. To help get a handle on the issues, the 
institution contracted with an outside consulting 
agency to conduct a student satisfaction survey in 
1998. That study rated the category of "registra
tion" as the most deficient of those areas surveyed. 
Of course, when the results came back, we in the 
registrar's office looked more closely at the survey. 
Quantitative in nature, the study grouped a set of 
five questions together under the category of "regis
tration." Two of the questions were about billing. 
One inquired about advising. Two questions related 
to the personnel and procedure of registering for 

services? 
Having recently assumed the position of Regis

trar, I have often wondered about the impact of our 
office in the retention effort. and about students· per
ceptions of our endeavors. Are students informed 
about the services we offer? Anecdotally, Registrar's 
Offices are typically regarded as necessary evils at 
colleges and universities. Do our students feel this 
way? Are we satisfying their needs? What is most 
important to them? The following qualitative study, 
though limited in scope, attempts to take a closer 
look at these questions. The literature review seeks 
to establish the significance of the issue of quality 
service in higher education, placing my field work, 
specific to one registrar's office, in a larger context. 

classes. We quickly realized that such a study was ....__ _____________ _ 

wholly inadequate 
in assessing the 
services provided 
by our office in a 
meaningful way. 
While it was some
what easy to then 
dismiss the results 
of that study, the 
experience left me 
with a nagging 
sense that we 
didn't really know 
what students 
wanted. We regu
larly tried to make improvements to our procedures 
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Literature Review 

In consumer theory, it is a 
generally accepted belief that 
customer satisfaction relies on a 
user-based definition of quality 
and is considered to be achieved 
when the user's needs, as ex
pressed by the user, are met. 
Since Deming's introduction of 
the concept of Total Quality 
Management (fQM) in the early 
SO's, this concept of "quality" 
has spread across the globe into 
nearly every imaginable organi

zational structure. Daniel Seymour attributes this "in-
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cline in quality" to a number of motivating forces, 
the most notable for the purposes of this research 
being the "blurring of the distinction between 'prod
ucts· and 'services··· (Seymour, 1993. p. 3). To 
illustrate this point, Seymour ( 1993) uses the ex
ample of Ford, where market research indicated that 
customer satisfaction was 60% dependent on the 
vehicles Ford produced and their performance. The 
other 40% concerned the customer· s treannent at 
the dealership (p. 6). 'The point," according to 
Seymour ( J 993 ), " ... is that satisfying the customer· s 
technical requirements is simply a prerequisite to 
staying in business. The consumer wants more- much 
more" (p. 6). 

Many colleges and universities have been hold
outs in this movement toward customer satisfaction, 
reluctant to view their students as consumers. There 
is a growing concern, however, that institutions who 
ignore the demands of the marketplace may do so 
at their own peril. 

The service sector has of course un
dergone enormous growth in recent 
years and it is widely believed that fu
ture success in a globalised world 
economy belongs to those firms that go 
the extra distance in providing custom
ers with world class customer service. 
It 's time for educational institutions to 
face two facts: they are in a competi
tive battle for students and students are 
customers (Sines & Duchvorth 1994 
p. 2 in Scott, 1999, p. 194). ' ' 

In When Hope and Fear Collide, Arthur Levine 
(1998) describe. hisre earch regarding thechang· 
ing profile and growing demands of undergraduates 
in the U.S. 

f 0 ]Ider. part-time, and working stu
dents, especially those with children, of 
ten say they want a different type of re
lationship with their colleges from the 
one traditional undergraduates hai•e his
torically had. They prefer a relationship 
like those they already enjoy wirh their 
bank, the telephone company, and the 
supennarket ... They want their colleges 
nearby and operating at the hours most 
useful to them, preferably around the 
clock. Thev want com·enience: easy, ac
cessible ,;irking (in the classroom would 
not be all bad); no lines; and polite, help
ful and efficient staff service. In short. 
srudents are increasingly bringing to 
higher education exactly the same con
sumer expectations they have for every 
other commercial enterprise with which 
they deal (p.50). 

In stark contrast, colleges and universities have 
tended to market themselves primarily in tenns of 

1 pedagogy, environment and the post-graduate em
ployability of their students. According to Seymourf 
( 1993, p. 7) these are merely the "nuts and bolts 0 

education ... Students want 'quality. to extend be
yond the size of the endowment or the research~-
dentials of senior faculty in a way that affects ~err 

11-----------------1________ daily lives as educaoon 11 
consumers." Pitman 

fit's titme tfor educational institutions to 
ace wp. acts: they are in a 

dcompetit1ve battle lor students and stu
ents are customers. 

(2000) cites Schuh ~d 
Whitt who hypothesize 
that fear of unreasonable 
demands by adrninistra-

Trends in higher education would appear to 
~s true. As traditional institutions of higher=:~ 
t10n struggle to stay afloat, on-line instituti. 

. di ·1 . ons, pro-
v1 ng easi y acc~~s1ble services, have established 
themselves as legnunate competitors in this field. 

2 

t acators and threats 0 

demic freedom may con-
1 

tribute to educators' re
luctance to altertbeir~

spective (p. 174). They also speak to the lar~ns
sue of the traditional political and structural nnndset 
o~ college campuses ...... [M]any campu~ -es: 
c1ally large public universities - are characterized ll I 
by a sense of community, but rather by a conste a-

• J 'oJ IJ}11( I The .\'ew &mpshirc joumal of Eduat1on 
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ti on of independent principalities and fief do ms, each 
disconnected from the others and from any common 
institutional pwpose or transcending values" (Pitman. 
2000, p .174 ). 

While this traditional separation may be under
standable, it has not proved sustainable in other mar
ketplaces. It is widely recognized in quality service 
theory that pockets of excellence are not enough. 
Successful business owners cite institutional buy-in 
as critical in the campaign for 
quality (Seymour, 1993, p. 14). 

As implied by the Noel-Levitz lead-in, students· 
experiences are shaped by a broad range of campus 
interactions. While students spend a considerable pro
portion of their time in class or participating in class
related activities, they also pay their bills, register for 
classes, eat in the dining halls, live in dormitories, 
participate in extra-curricular activities, etc. Collec
tively, the offices which provide these services have 
ample opportunities to impact what Bean and Brad-

ley refer to as a student's "institu
tional fit" (p. 399-400 in Pitman, 

A s Seymour ( 1993) points out 
1 

"Quality is everyone's 
job ... Quality is everyone and ev
erything within an organization" 
(p. 14). Clearly then, an ex
panded definition of quality cus
tomer service in higher education 
is necessary for those institutions 
wishing to stay competitive. As 
the introduction to a student sat
isfaction survey completed at Ply
mouth State College in New 
Hampshire indicates, there is a 
growing acknowledgment in the 
field, not only of students as con
sumers, but also of the need to 

An expanded 
definition of 
quality 
customer 
service in higher 
education is 
necessary for 
those 
institutions 
wishing ~o stay 
compefit1ve. 

2000, p.166 }, "that is, the extent 
to which a student feels that he or 
she belongs at the institution." 
These aspects of student life, how
ever, are little recognized when 
concerns of customer service are 
considered. 

As Tim Pitman (2000) points 
out in his study of Curtain Univer
sity of Technology in Australia, 
'The administrative side of higher 
education, however, has been 
largely overlooked when the is
sue of quality service has been 
considered" (p. 166 ). Pitman 

take a multi-faceted approach to 
the evaluation of their satisfaction. The Student Sat
isfaction Inventory, conducted in 1998 by the edu
cational consulting firm of Noel-Levitz opens with 
this explanation: 

The Student Satisfaction Inventory 
measures student satisfaction with a 
wide range of college experiences. Prin
ciples of consumer theory serve as the 
basis for the inventory's construction. 
Therefore, students are viewed as con
sume rs who have a choice about 
whether to invest in education and 
where to enroll. In addition.students are 
seen as individuals who have definite ex
pectations about what they want from 
their campus experience. From this per
spective, satisfaction with college oc
curs when an expectation is met or ex
ceeded by an institution (Introduction). 

T/Je . Yew Hamp:1/Jir.: JoumAI o/Education, Volume J' 

(2000) goes on to cite Banata and 
Kuh ( 1998): "A faculty cannot by 

itself accomplish the [university's) objectives for a 
student's intellectual and personal development; it 
needs the cooperation of others who work with stu
dents where students spend the majority of their time" 
(p. 166). 

The office of the registrar is one office which has 
a high contact rate with students and therefore a sig
nificant opportunity to influence attitudes toward an 
institution. Seymour ( J 993) uses the example of the 
registrar· s office at an institution where he once taught, 
explaining that the office took six weeks to deliver 
students· grades. He writes, 'The student pays money 
for the courses, buys the book. attends classes. writes 
reports, takes examinations, and wants a grade. This 
is important to the student - the customer - and yet 
the college responds with indifference., (p. 41 ). 

Registrars· offices are a particularly appropriate 
example to examine for these purposes in light of the 
range both of the services they provide and the audi
ences they serve. That is to say, most registrars· of
fices handle processes from registration and grading 

J 
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to enrollment verification and transcript production 
for students from the moment of their admittance until 
long after they have graduated or left the institution. 
Their impact has implications, as DeCristoforo 
( 1996) points out, for both retention and recruitment. 
He writes, 

Registrar offices engage in numer
ous activities throughout a students col
lege career - some common, some not 
so common, that have direct and indi
rect effects on whether or not students 
remain in school (p.14) .... Satisfied stu
dents are most likely to continue ( reten
tion) and to tell their friends (recruit
ment) that their institution is meeting 
their needs and expectations. Few of
fices have the potential to impact a stu
dent more than the registrars office (p. 
16). 

Acknowledgement of administrative contributions 
to academic "quality" remain limited. DeCristoforo 
( 1996 ), for example, points out that, "Very little has 
been published ... about how integral and critical a 
role the office of the registrar can play in planning 
and implementing enrollment management activities" 
(p. 14 ). The need for further consider of the poten
tial impact of such administrative offices on the per
ception of quality service provision in academia seems 
clear. As Scott ( 1999) points out: 

Good service provision does not 
necessarily mean 'doing everything a 
customer wants' so much as bringing 
the expectations of the service pro
vider and the customer closely into 
line. As an important first step toward 
doing so educators and educational 
managers would do well to devote 
more attention to ascertaining just 
what the expectations of their custom
ers are (p. 195). 

services offered by the Registrar·s Office; to gauge 
their satisfaction with those services; and to elicit in
formation about what kinds of issues are most im
portant to them in regard to ervice at our office. 
Qualitative methods of urveying and interviewing 
were employed as a mean to getting at what the 
previously mentioned quantitative efforts (Noel
Levitz student satisfaction survey) could not. As 
Patton points out, 

Qualitatii•e methods permit the 
evaluator to study the selected issues in 
depth and detail. Approaching field
work without being constrained by pre
determined categories of analysis con
tributes to the depth, openness. and de
tail of qualitative inquiry. Quantitatii•e 
methods, on the other hand, require the 
use of standardi~ed measures so that the 
varying perspectives and experiences of 
people can be fit into a limited num
ber of predetermined response catego-
ries to which numbers are assigned I 
(Patton, 1990). . I 

Results of the study will be shared wt th the staff 
of the Registrar's Office in an effort to direct future 
customer service efforts. Ideally, a project similar in 
nature, but broader in scope would be conducted to 
further elaborate on some of the conclusions reached 
herein. 

Methods and Procedures 

lnfonnation for this study was gathered in ~ 
ways. First, a total of 44 surveys were distributed tn I 
two classrooms with students of all class levels ( fust
y ear through senior). Of those students surveyed. 
five were interviewed. Of those five, the class levels 
included one first-year student, one sophomore, two 
juniors, and one senior. A number of items were also 
gathered in order to demonstrate some of the rel
evant themes expressed by the students in both the 

r------------------J surveys and interviews. _, Purpose of Study tr---=----...:..::.___:: ______ _ 

r---------------_] Findings __, 

Thethpurpose of this study was three-fold: to dis- r---Th- e_firs_t_o_b_1iec--ti-v_e _o_f thi-. s_s_tu_d_y_w_as_t_o_asc_e_rtru ___ n 
cover e extent to which students are aware of the J 

the extent to which students are aware of the ser-

I 
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vices provided by the I interviewssuggestthatsru-
registrar"s office. The srudy dents view our office as 
revealed both on students' I "very friendly and easy to 
ability to verbalize their ". •• (S)tudents' experiences work with", "helpful and 
opinionsoftheservicespro- efficient", and a place 
vided andtheirpositiveat- are shaped by a broad range where they can go for 

ti tu des toward those ser- of canipus interactioiis. While problem resolution. Of the 
vices. My uninformed ex- 44 students surveyed, 
pectations going into the students spend a considerable 96% agreed or strongly 
study were that students agreed that: the staff is 
wouldn'thaveverymuchto proportion of their time in helpfu1;96%thattheyare 

say about what we do and class or participating in class- knowledgeable; 83% that 
that what they did have to they are friendly; and 96% 
say would be primarily related activities, theJ' also that the service provided 
negative. Not so. All but by the registrar"s office 
thefirst-yearstudentinter- pay their biJls, register for meetstheirexpectations. 
viewed spoke at length and At the same time, there 
relatively accurately about classes, eat in the dining halls, were many echoes of 

the services provided by our live in dormitories, participate Levine ·s ( 1998) belief that 
office, focusing primarily on students want a relation-
registering for classes, as in extra-curricular activities, ship "like tho e they al-
might have been expected. ready enjoy with their 
According to survey results, etc. CollectiJ•ely, the offices bank, the telephone com-

our on-line systems are be- which provide these services pany, and the supermar-
ing used often by students. ket... In short, students are 
Ninety-seven percent of have ample opportunities to increasingly bringing to 
respondents said they used higher education exactly 
mySILAS to get inform a- impact what Bean and Brad- the same consumer expec-
t ion regarding classes, 1 .r. _, , " tations they have for every 

1ev re1er to as a stuuent s m-
schedules, etc. And stu- J other commercial enter-
dents were largely able to stitutional fit". prise with which they deal'" 
identify correctly from a list (p.50). This sentiment is 
those services provided by heard, for example, in the 
the registrar's office. Overwhelmingly, however, both comments of one interviewee who said, "It was cut 
students surveyed and those interviewed rated them- and dry. It was like, okay, what do you need? Here 
selves very poorly in regard to being well-informed you go ... and you· re out....Thafs the main objective. 
about policies and deadlines. Forty-five percent of You get in, you get your work done, you get out." 
those surveyed said they disagreed that they were And another responded, " .. .it's business as usual...I 
well-infonned in this area This warrants further srudy mean, they have a job and they' re not the most 
to understand more clearly the reasons behind this friendly people in the world, but they' re not the least 
self-admitted lack of knowledge. Related, and also friendly people in the world either." 
calling for more research, is the fact that an under- The third objective of this project was to find out 
standing of the role of the registrar"s office clearly those issues most pertinent to students in regard to 
grows over time. While this may seem self-evident, the services provided by the registrar"s office. In ana
it does showcase the fact that more could be done lyzing the data, four themes emerged as dominant 
to engage younger students sooner. during the interviews: convenience. competence, CU.'>-

The second objective of this research was to learn tomerrelations., and communication. It is worthwhile 
how students perceive the services provided by our examining each in more detail. 
office. Survey results and infonnation gathered in the j 

The iYcw Hamp41irc joumal of Education, I ' olumt· V 5 



---------------------- ~ 
Beyond the Classroom: A Qualitative Study of Customer en ice and the Registrar ' Office 

1-------------------i sons. "Ifs all there in front of you, .. aidonestu· 
Emergent Themes dent. "If }ou·re right there )OU ju t go on to 

1------------------1 my SILAS and barn!, you ·ve got }ourtran.5Cript..1t's 
Convenience very student-centered." In fact, one intervieweem

dicated that because of mySILAS, '"my interacti( ns 
with the registrar"s office are very, \ery limited.I 
don't think r ve been down there like this year." 

Students want their dealings with the registrar's 
office to be, above all else, quick and easy. lime 
was by far the dominant reference in conversations 
both about what is "good" about our current prac
tices and about what the "ideal" registrar's office Competence 
would be like. For example, over and over, stu- Student were al o focu ed on the importance 
dents said that the on-line registration system is ofourcompetence. They place an importance on 
"faster" and that arena reg- and rate theofficehighl) 
istration "took much inregardtoourknm1l-
longer". At the same time, edge. One interviewee. 
eachofthetivestudentsin- Students want their rorexamp1e,expressed 
terviewed referenced pre- d 1. some lad. of confi
vious system performance ea 'JngS with the registrar's dence in our computer 

issues and indicated that office to he, above all else. systems over the 
this was problematic be- " people involved with 
cause it slowed things quick and easy. Time was registration,comment
down. As one respondent b ing that under the old 
said, "'t' ·ust. .,. b d ) \V far the Jo,rn:na·..,t ""'°"''°.,.._ 

1 s J 1 s usy an .,, U1 .. .,,.u. .u .,, • . :1 t..1. · system. ..... [Y]ou kno"' 
it goes really, really slow .. .it • • b that you· re in [classes] 
kind of gets you, I don't ence m conversat1ons 0th because you sat there 
know, aggravated." Most about whatl•'S "~ood"abou/ ~· and OU 
of the interviewees also b' withsomevvu1 } 

know that there was no 
noted that the staff at the our current practices and mistake made." 
service window is ·'quick". h h When asked about 
Comme ts. luded,''The a out w at the "1.deal" 

n me Y what makes a good handlequestionsquickly"; • t , .~ 
"Itdoesn'ttakelongifyou regis Tar s D111ce Would be registrar's office, re-
ever need a question an- like. spondents unanifOOllS)) 
swered"; and, "It took like included the notion of 
a minute or two." , competence. One said 
. Lin~s are also taboo in the life of students. One that it would be irnPof-
mterv1ewee exp~ained it this way, " ... every time 

1 
tant that the registrar's office staff are "competent 

have had a question and needed somebod t h 
1 

and capable of doing their job. That they displa) 
me with something, it's you know, quick.~~ e _P that they know what they· re doing. Because some 
~y son of a lii:ie, it goes fast." And another notic:t of the things that you might have to take care of you 
... on a deadJme day, there ·s never real} be really don't want them messing up." Similarl~ ••. an-

wait or anything. Because there· s been lots yf en a othernoted that a good registrar· s office would Just 
helping ... If more people are there anoth 

0 
people be organized and not having mistakes after rnisfakes 

·u · . • er person afte · ... ~1. andkiIJdof ~ Just. nght away, they don "t make you wait, they r nn.3"""es" and that they should "try 
JUSt stand up from theirdeskandcomeover:" And keep the errors to a minimum." One otherc?rn.: 
according to 80% of those students · t : mented that they should '"know what they're domg 
the b. . m erv1ewed and be,.._ . . 

1ggest1mprovementaffordedby line . ' veryinformative". 
. . ha . on- regis- Th . n?ed 

tratlon is not vmg to wait in line. e centrality of the registrar's office eme a 

Our on-line student informati hereaswell. Thatis studentsseemtoacJcnowledge 
mySILAS, seems to be popular for th~n system, I the registrar ·s office 'as a place to go to resolve nearf) 

same rea- any kind of problem. For instance, in the survey ·,a 
6 __,,,,,,,. 

I 
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number of students attributed services to the 
registrar· s office which are in fact, handled elsewhere. 
In listing the services provided during the interviews, 
the first-year student and one junior repeatedly in
cluded billing matters, an area handled by the Bursar·s 
office. Overall, the office is regarded as a central 
clearinghouse when a student needs assistance. As 
one student pointed out, 'They help you and facili
tate you to get whatever information you need ... If 
they can't help you ... they know who can." Another 
indicates, " ... [f]hey're very helpful, like, use them. 
And if you have any problems, just go up and see 
them. Because that's the kind of experience I've had 
with them." Similarly, one student says, "[E]ven if 
you just don't know what to do, ask someone at the 
desk and they can go ahead and take care ofit.." And 
finally speaking to perhaps both convenience and 
competence, one student said, 'They don· t send you 
on a wild goose chase at all." 

Customer Relations 
At a minimum. students want the office to be com

petent; but beyond that, they expressed a desire to 
be comfortable asking questions of the registrar· s 
office. They want staff who are approachable and 
friendly and seem to find it at our institution. One 
respondent explained, "It makes you feel more com
fortable coming up to someone that has a smile on 
their face." Students want to know that the staff wants 
to help them. One said a good registrar ·s office would 
have "people that are easy to approach ... be like it's 
okay to ask a question and they will, like, sit there 
and explain it to you." 

And once again, students juxtapose the on-line 
system to working with a staff member. In describ
ing the current on-line registration system, one stu
dent said, " ... [T)he process is very simple, like, it 
explains everything .. .it walks you through it which I 
think is really nice." Yet the same student also com
mented of the change to on-line registration, " .... [A]ll 
the sudden you· re all by yourself now and sitting in 
front of a computer screen ... sometimes, it's hard, you 
just want that other face to talk back just to like, give 
you a littJe help." 

Overall, however, students seem to feel that the 

said of the service he received, "Service was 
great...the people were friendly." And one survey 
respondent added, "I am a junior here at PSC and 
all of my experiences with the registrar· s office have 
been positive." 

Communication 
The emergence of communication as a major 

theme was perhaps the most surprising and 
enlightening aspect of this research. Our office has 
for a long time, in many ways, and without being 
cognizant of it, taken the stance of"we publish it; 
it's up to them to read it." That is, we have hoped 
that by building the proverbial mountain, 
Mohammed wou Id come to it. Or at least, that in 
building the mountain, we had fulfilled our obliga
tion. According to the students interviewed, it 
doesn "t really work that way. Students noticed, 
and applauded in some cases, those efforts we do 
make to reach them in regard to various issues 
while there was a conspicuous absence of com
ment on those mediums and methods we have 
relied on most heavily. So, for example, 
interviewees talked about getting copies of their 
schedules in the HUB boxes (something we 
thought they made littJe use of) and notifications 
regarding enrollment in specific courses at the 
beginning of the semester. One respondent 
explained, 'They also do send a lot of notice to 
your HUB suite mailbox or whatever .. J had 
forgotten [to drop a class] so like, two weeks ago, 
I got a letter in the mail from them ... " They seem to 
appreciate this kind of notification. Says one 
student, 

You don 't need to be in the 
Registrars face ever. They kind of 
take care of everything ... [Y}ou don't 
really need to hound them for any
thing that you 're looking for. They 'II 
come to you with your receipts or your 
schedule. You know, it all gets mailed. 
Its all done by the mail and also 
through email. 

office staff fulfills their need.$ in this area. "Every time At the same time, however, only one student 
r ve ever had a question - every time I've ever been mentioned the Tune and Room schedule and none 
down there, they've been more than helpful," said mentioned consulting our web page, our primary 
one interviewee. 'They put you at ease." Another I means of publishing deadlines. The senior student 
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interviewed placed a high importance on the need 
for the office to disseminate information about 
policies and procedures. The student explained, 
"As long as they get their policies well-known 
throughout the school so all the students know that 
this is what they need to do." But it's more than 
that, according to this student, 

[l]t's reinforcement of 
those ... whether it be email or letters 
sent to mailboxes or you know, ban
ners and posters work too ... You know, 
that's their game. Their game over 
there is to handle these classes for the 
students and they have deadlines and 
they need to let the students know 
that these deadlines are here for them. 

" And one student s~ggested on the survey, 
Maybe se~d an email to students regarding Add/ 

Drop deadlines. So many times I've almost missed 
the dates. Yes, it's my fault for not looking, but it 
would be help [sic] if they informed us before
hand'' 

It should be oflittle surprise to us then that 
students seem overwhelmingly to rate themselves 
poorly in regard to knowledge of policies in our 
office. Only 14% of students interviewed strongl 
agreed~ they were well-informed of policies y 
?Tid d~dline~. The same data is echoed in the 
mterv1ewees responses when asked to tell what 
~ey ~ew about these policies. The senior student 
interviewed, ~ho spoke at length and accurately 
about the services provided, could only cite the 
fact that we have deadlines for schedule h 
S. .1 1 c anges. 

mu ar y, anothe'. student said, "Um. .. the only thing 
I know about mainly at the reaistrar's . . th 

. . b' ISJUSt e 

to the services we off er. The} al o eem to be 
generally satisfied with our delivery of those 
services. Students also can clearly articulate those 
qualities they believe are important in a service 
office such as ours. Those include convenience, 
competence, customer relations and communica
tion. Students want information which is accurate, 
delivered quickly and in a friendly manner. Our 
office appears to be fulfilling mo t of those needs, 
with the exception of the issue of communication. 
While students appreciate the ways in which we 
currently attempt to keep in contact with them, it is 
clear that we need to make more of an effort in 
this arena. Their re ponse make it clear that they 
do not currently have confidence in their knowl
edge of policies and deadlines. They respond 
positively when information is provided to them, 
rather than when they must seek it out. We 
therefore must find ways to better communicate 
those things for which we \vi h to hold students 
responsible. Further research would be of benefit 
to detcnnineexacdy whatsrudcnt; wantto know J 
and how best to deliver that information to them. 
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7. I believe that the staff at the RO are I.no~ ledgeable. 

strongly agree 18 41 % 
I. I would go to the Registars· Office to: (check all that agree 2-l 55'(. 

apply) disagree I 2€'/> 

change my major 24 54% do not know I 2€'/> 
sign up for a club or activity 3 7€'/> 8. I believe that the staff at the RO are friendly. 
drop a class 42 95% strongly agree 19 43% 

register for classes 31 7QC'o agree 22 50% 

get a transcript 31 70% disagree 2 5% 
check on the status of my loans II 25% do not know I 2% 

pay my tuition bill 10 23% 9. I believe the information I get from the RO is accurate. 
get a copy o f my schedule 33 75% strongly agree 22 50'1-
change my meal plan 5 11% agree 21 48% 
transfer credits from another disagree 0 

school 31 70% do not I.now I 2'(. 

get a letter regarding my IO. I feel the RO business hours are appropriate. 

enrollment status 25 57% strongly agree 15 34'(. 

Other: agree 26 59% 

Change a class or class time. disagree 2 5% 

2. I would use mySILAS to: (check all that apply) do not know I 2'1-

get my class schedule 42 95% 11. I feel that the service provided by the RO meets my 

get my curriculum review 26 59% expectations. 

change my home address '.!3 52% strongly agree n 30o/(\ 

register for classes 33 75% 
see what my financial holds are 38 86% 
look for course avail. for next sem. '.!3 52% 
check my email 28 M% 
find the final exam schedule 35 &>o/c 
look up my transcript 33 75% 
look up a teacher·s telephone 

number 2-l 55'1-

Other: 
Find out about on campus activities. 
Just about everything. 
Mailbox & combo. schedule. 
3 . I use mySILAS to get information about clases. 
schedules. etc. 
strongly agree 25 57% 

agree 17 4Qll'c 

disagree 2 5% 
4. 1 am well-informed about the Registrar"s policies and 
deadlines. 
strongly agree 6 14~ 

agree 18 41~ 

disagree J) 45% 
5 . I believe the policies enforced by the RO are fair. 
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