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NICHE 
 
NICHE, the Northern Idaho Center for Higher Education, is a collaborative project 
formed by agreement among the University of Idaho, North Idaho College, Idaho State 
University, and Lewis-Clark State College for the purpose of meeting the post-
secondary educational needs of the residents of North Idaho.  
 
Since 2001, NICHE has provided initial and on-going post-secondary advising services 
to nearly 5,000 individuals in North Idaho and has been active in marketing its member-
institutions and the separate academic programs of each. 
 
However, current trends suggest a change of focus for the organization. Below is a 
proposal for the indicated change of focus. 
 

idahoGOES 
Project Overview 

 
idahoGOES is a proposed public information project of the Northern Idaho Center for 
Higher Education (NICHE). The project is aimed at elevating educational attainment 
levels among the workforce-aged population of North Idaho by raising their awareness 
to the need for post-secondary training in order to sustain economic growth, improve 
overall quality of life, and increase individual living standards. 
 
Why target educational attainment now? 
 
Educational attainment levels in Idaho are among the lowest in the U.S.: 
 

 Per capita, Idaho ranks 46th in the nation in the number of college 
graduates—only Nevada, Mississippi, Arkansas, and West 
Virginia have fewer college graduates.1 

 Only 24% of Idaho’s adults age 25-64 have at least a 4-year 
degree—the national average is problematic at 29%;2 and 

 The problem is worse in North Idaho where only 17% of adults 
have at least a 4-year degree.3 

 
                                                      
1 Idaho Statesman 1/22/2006 
2 U.S. Census Bureau, 2005 American Community Survey 
3 Idaho Department Labor 



All this at a time when rapid changes are taking place in the Idaho workplace, indeed, 
throughout the modern American workplace: 
 

 Competition for high-skill jobs from developing countries with 
increasingly highly educated populations is rising due to 
globalization;  

 Technological advances, particularly communication tech-
nologies, in the modern workplace continue to automate, and 
thereby eliminate, routine low and moderate-skill jobs.4 

 Idaho is changing from a rural-based economy dominated by the 
agriculture, lumber and timber, and mining industries, to a more 
urban-centered economy with a more diverse industrial mix.5 

 The number of young workers entering the local workforce is in 
steep decline—workers under age 25 has dropped 14%, and 
those 25-39, 70% during the period 2000-2005 compared to the 
period 1990-1995.6 The number of workers of this age entering 
the local workforce is not expected to increase near-term. 

 The fastest-growing occupations in Idaho are changing in 
response to the changes mentioned above. 33% of these 
occupations require at least some post-secondary training.  

 
Our future regional and statewide economic competitiveness will depend on a highly 
educated, innovative, and creative workforce.7 For individual Idahoans the implications 
are clear: “A college degree has in many ways become what a high school 
diploma became 100 years ago—the path to a successful career and to 
knowledgeable citizenship.”8

 
While the need is clear, Idahoans, it seems, are slow to respond: College enrollment 
is flat (and in some cases declining) across the state including North Idaho. 
 
Given current workforce demographic trends, Idaho’s best move is to encourage the 
current workforce-aged population, age 25-50, to earn degrees (60% of college 
students nationally are so-called non-traditional (age 25 and older))9 because even the 
oldest of these workers can expect to be in the workforce for nearly 20+ years. Not only 
will this have the short-term effect of raising current workforce educational attainment, it 
is also likely to result in the long-term benefit of increasing the percentage of our young 
people pursuing post-secondary schooling in the future because we know that kids 
whose parents have earned a degree are more likely to get a degree themselves.10. 
 
 
                                                      
4 Tough Choices or Tough Times report of the National Center on Education and the Economy 
5 Idaho Career Information Service (CIS) www.cis.idaho.gov 
6 Idaho Commerce Department 
7 Tough Choices or Tough Times report of the National Center on Education and the Economy 
8 Greater Expectations, report of the Association of American Colleges and Universities 
9 2006 National Adult Student Priority Survey, Noel-Levitz. 
10 Cabrera, A. F. & La Nasa, S. M. (2000). Understanding the college choice of disadvantaged 

students. New Directions for Institutional Research. San Francisco: Jossey-Bass. 
 



idahoGOES: Goals and objectives 
 
The objective of idahoGOES is to significantly increase awareness among working-
age adults (25-50) of the importance, value, and urgency of, and opportunities for, post-
secondary training through the public colleges and universities of the State of Idaho. 
 
Why older, adult students and not younger, traditional-aged students? 
 
First, adults who have already earned a high school diploma make up the largest pool of 
potential college students in the area—it makes sense to target this group. Besides, 
there are plenty of existing programs targeting young people, from federally funded 
TRIO programs to public-private initiatives such as KnowHow2Go, and, of course, the 
various marketing and recruitment initiatives of the distinct institutions which target 
traditional aged students. 
 
Secondly, in North Idaho, K12 enrollment is shrinking. That means fewer young people 
will be available for post-secondary training while our economy must continue to 
expand. Just getting more high school students to go on to college is not enough to 
meet future needs. We need to bring more adults back to school. 
 
Thirdly, for workers aged 25-50, full Social Security retirement eligibility occurs at age 
67, meaning that this population must be prepared to be productive for another 17-42 
years. Given the aforementioned changes in the workplace, a college education for this 
population is imperative. 
 
And finally, current trends indicate that even more retirees (older workers) want to (or 
must) continue working to maintain their standard of living. 
 
All of this suggests the need to encourage more adults to obtain post-secondary training 
by breaking through preconceived notions of what constitutes the “college student”. 
 
The idahoGOES project will implement an integrated public service messaging 
campaign and community-wide partnership effort designed to meet its stated objective 
and, ultimately, designed to achieve its long-term goal of raising educational attainment 
levels among North Idaho’s workforce-aged population. 
 
PSA APPROACH 
 
NICHE is assembling a small team of creative professionals to work with staff on the 
creation of pro-higher education messaging, media buying strategies, and effectiveness 
tracking. 
 
Advantage Advertising of Lewiston, Idaho, Chuck Christopher, Principle, has been 
selected as our creative partner. Advantage currently has existing relationships with 
LCSC and UI Athletics.  Mr. Christopher’s level of familiarity with issues relating to 
marketing higher education in the State of Idaho will be invaluable moving forward.  
 



NICHE staff will work closely with the Advantage team in message development, media 
buying and placement strategies, account management, and billboard, print, radio and 
TV production. The plan: 
 

 High-impact pro-higher education messaging will be created and 
placed with the intent of encouraging non-traditional student 
populations to complete post-secondary training at a State of 
Idaho public college, university, or community college. 

 Media buying strategies will be developed to maximize exposure 
through multiple media channels (TV, radio, press, outdoor) while 
leveraging resources as a non-profit entity would, i.e. matched 
buys (at least 1 for 1 minimum). 

 Survey tracking will be done periodically (at least annually) in 
order to measure message awareness, impact, and 
effectiveness. 

 
Message Rationale 
 
The 2006 National Adult Student Priorities Report, a nationwide survey of adult students 
conducted by Noel-Levitz,11 identified the top-five considerations of adult students in 
making a decision to attend college: 
 
Enrollment factors ranked in order of importance by adult students:12 (Over 
153,000 students were surveyed) 
 

1. Academic reputation 
2. Availability of evening weekend courses 
3. Future employment opportunities 
4. Campus location (close to home/work)  
5. Cost 

 
Item 1 indicates that messaging should emphasize any international, national, 
statewide, or regional accolades and/or achievements accruing to Idaho’s public 
colleges and universities that promote a favorable academic reputation. 
 
Items 2 and 4 can be combined and labeled as convenience. Adult students are often 
busy with family and work responsibilities. Messaging should focus on the convenience 
of post-secondary opportunities available in the State.  
 
Item 3 reveals that most adult students attend college to improve their job and wage 
outlook. Messages should make the connection between higher educational attainment 
and earning power. 
 
Item 5 is really about value, not cost, per se. According to the report, the majority of 
adult students surveyed said that they wanted to know that, “Tuition paid is a worthwhile 
investment.” In other words, cost or price was secondary to knowing that whatever was 

                                                      
11 Noel-Levitz of Iowa City, IA is a higher-ed consultancy firm: www.noellevitz.com 
12  2006 National Adult Student Priority Survey, Noel-Levitz. 



paid, was “worth it”. Messaging should indicate the value of an education from an Idaho 
public college or university as compared to other private and/or out-of-state options. 
 
Other studies13 which include responses from traditional and non-traditional aged 
students indicate that the availability of financial aid is closely related to cost 
considerations. This too, should be considered in message development. 
 
And finally, a third report (2007), Squeeze Play: How Parents and Public Look at Higher 
Education, prepared by Public Agenda for the National Center for Public Policy and 
Higher Education, and in collaboration with Making Opportunity Affordable: an Initiative 
of Lumina Foundation for Education, found that most Americans  believe that: 
 

1. Higher education is a fundamental necessity (87%);   
2. The quality of our institutions is still very good, but not as good as they used to 

be (67%); and 
3. That cost is becoming a major obstacle (78%). 

 
These underlying beliefs will inform all messaging rationale. 
 
Action Plan (overview) 
 

1. Message Development 
2. Web Development 
3. Media Placements 
4. Community Involvement 
5. Survey Tracking 

 
Message Development 
 
All print, broadcast, and outdoor messages are in creative development, fall 2007. 
 
Web presence 
 
idahoGOES has secured the domain: www.idahogoes.org. Web site development is 
being done by web designers at Range Northwest, a Coeur d’ Alene area marketing 
firm. 
 
The site will primarily be a source of general information on why and how to get started 
to college in Idaho with links to sites with detailed program, admission, and enrollment 
information. 
 
Media Placements 
 
An initial $35,000, 13-week media campaign will start in January ’08 on area broadcast 
channels and print media and will be funded by NICHE. Continuance of campaign will 
be dependant on funds raised by NICHE from community partners. 

 
                                                      
13 Why Did They Enroll (2007) – Noel-Levitz 

http://www.idahogoes.org/


Community Involvement 
 
NICHE staff will engage community and business leaders beginning fall 2007 in order to 
form partnerships designed to increase message reach and frequency through financial 
and other consideration: 
 

1. Staff will conduct a “mini-media” outreach campaign consisting of public 
presentations to regional civic, business, and governmental organizations which 
solicit financial and other support for additional PSA placements; 

2. Interviews and appearances on regional radio/TV and press; and 
3. Staff will participate in regional public events (booths at fairs, expos, shows of 

various kinds, etc) in which staff may conduct face-to-face awareness education. 
 
A list of potential organizations and events will be created by NICHE staff and 
scheduled throughout the year. 
 
Survey Tracking 
 
NICHE has retained Strategic Research Associates of Spokane to conduct survey 
tracking of the effectiveness of the campaign. A baseline survey will be conducted in fall 
2007 to establish baseline awareness/attitudes among North Idahoans of the benefits of 
obtaining post-secondary education. A second survey will be taken at a future date 
(TBD) to measure messaging impact on that awareness/attitude. 
 
Public Relations 
 
PR will be handled by NICHE staff and its partners. 
 
 
Budget 
 
Creative Project Management, Concept & Development, Media 

Planning & Buying, Account Coordination, Graphic 
Design, Copywriting, Billboard paper, Television and 
Radio Production 

15,450 

Advertising Radio, print, and collateral pieces - funded by NICHE 35,000 
Advertising Additional radio and print, plus TV and outdoor - 

contingent on finding community partner co-sponsors 
50,000 

PR/community 
outreach 

i.e. travel and other costs associated with public 
presentations and participation in community events. 

3,000 

Survey tracking Measure awareness, impact, and effect of messaging 10,000 
Total Budget  63,450– 

113,450 
 
 


