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During the next two years, our federal government will 
need to hire 193,000 individuals to fill vacant “mission 
critical” jobs. Whether or not federal agencies can attract 
highly skilled people to serve in these positions will have 
a direct impact on government’s ability to do its many 
jobs and serve the interests of the American people. Un-
fortunately, our government is struggling to compete 
with the private sector for high-demand talent, and the 
problem is particularly acute on university campuses. 

In late 2005, the Partnership for Public Service launched 
the Call to Serve Recruitment Initiative — a comprehen-
sive effort to identify cost-effective and sustainable ways 
to promote federal service in a university setting. The 
premise behind this congressionally-funded project is 
that our federal government invests heavily to under-
stand how to attract and retain the talent we need for our 
military, and we need to make similar investments to do 
a better job of recruiting talented individuals into our 
federal civil service. 

At the onset of the Initiative, a survey was conducted on 
five pilot school campuses — Clark Atlanta University 
(CAU), The George Washington University (GW), Lou-
isiana State University (LSU), The Ohio State University 
(OSU), and Stanford University — to get a picture of 
student attitudes toward federal service. The fall 2005 
survey found that our federal government’s biggest prob-
lem attracting newly-minted graduates was not a lack of 
interest, but a lack of knowledge about federal jobs and 
how to apply for them. 

As part of the Initiative, these pilot schools agreed to work 
with the Partnership to conduct a variety of outreach ac-
tivities during a two-year period. Based on the finding 
that a knowledge gap was the biggest obstacle preventing 
students from considering government service, these ac-
tivities were designed to identify ways to increase knowl-
edge and awareness about federal jobs. Examples of these 
actions include emails to students highlighting federal 
job opportunities, bringing federal employees to campus 
to talk to students about government service, hosting ca-
reer fairs featuring dozens of federal agencies and recruit-
ers, and educating faculty. 

Not only did the 2005 survey provide a detailed picture of 
student attitudes toward federal service, which informed 
activities conducted by the pilot schools during the two-
year Initiative, it also served as a baseline to gauge the im-
pact of those activities. To help control for unanticipated 
events and ensure that results could be more confidently 
linked to activities at the pilot universities, the same sur-
vey was also administered to a control group of students 
from non-participating schools. All of this preliminary 
research was summarized in the Partnership’s May 2006 
report — Back to School: Rethinking Federal Recruiting on 
College Campuses.

In the spring of 2007, the Partnership conducted a fol-
low-up survey and a new round of in-depth discussions 
to see how student attitudes toward, and interest in, gov-
ernment service have changed. The results are in, and 
one conclusion stands out above all others: 

Cost-effective federal recruiting efforts can make 
a difference on college campuses. Among the pilot 
schools, the percentage of students hearing about 
federal opportunities increased substantially at all five 
pilot schools, as opposed to the national control group, 
which showed no change. Clark Atlanta and LSU, two 
schools that started out with lower awareness about 
government opportunities in 2005 and that did signifi-
cant outreach during the project, saw jumps of 22 and 
18 percent respectively on the question of hearing or 
reading about federal job opportunities. As hoped, this 
increase in awareness appears to be having a positive 
impact on behavior. At Clark Atlanta and LSU, interest in 
federal service was up eight percentage points versus 
a two percentage point bump for the control group. At 
Clark Atlanta there was a 15 percentage point increase 
in the number of students who personally sought out 
information regarding federal opportunities, while 
the control group did not change. On key questions 
regarding awareness about or interest in federal jobs, 
pilot schools reported higher increases than the con-
trol group. Observations on all the pilot campuses, as 
well as faculty surveys, affirm the conclusion that smart 
outreach activities can make a difference.

executive summary
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The Call to Serve Recruitment Initiative’s research reveals 
many other key findings:

Exposure can raise student awareness and improve 
perceptions of federal employment. It can also en-
courage action. The survey results show strong links 
between students’ exposure to Call to Serve events and 
positive views of federal employment opportunities. 
Three of the pilot schools also showed related increas-
es in students actively seeking information on federal 
internships, co-ops and full-time positions.

The more students know about federal service, the 
more they like it. On average, more than 60 percent 
of students surveyed at the pilot schools said informa-
tion about federal opportunities made them more in-
terested in pursuing federal service. Only five percent 
became less interested when exposed to this informa-
tion. Simply put, every little bit helps.

Tech plus touch is a good one-two punch. The experi-
ence of most schools is that emails are a memorable, 
inexpensive way to raise awareness. But emails alone 
are not enough to drive many students to act on their 
interest. Human interaction, such as in-class presenta-
tions or events with alumni, is an invaluable tool for 
driving action.

The knowledge gap about federal service extends be-
yond students to include faculty and staff, and clos-
ing this gap is the key to sustainability. Solid majori-
ties of faculty and university staff possess only limited 
knowledge of federal job opportunities. Unless these 
cohorts become more engaged and informed, it will 
be difficult for federal agencies to sustain successful 
recruitment activities. Survey responses suggest that 
professors are favorably disposed to promoting fed-
eral service, making this constituency an underutilized 
secret weapon.

  
Effective doesn’t have to be expensive. Many of the 
most impactful activities — emails promoting hot jobs 
or cool internships, and campus visits from federal em-
ployees — had modest to negligible costs. The most 
significant financial investment made by most schools 
was hiring part-time labor, often students or graduate 
assistants who focused on promoting federal oppor-
tunities. Many schools were also successful in leverag-
ing existing infrastructure on campus, such as orga-
nizations dedicated to promoting public service, and 
schools or departments focused on public policy.

The best message and messenger vary from campus 
to campus. At four of five schools, emails were the most 
remembered source of information about federal jobs, 
but at Clark Atlanta, the school that enjoyed the big-
gest increase in awareness of federal jobs, visits from 
agency recruiters and events that focused on govern-
ment jobs were most cited. There is no single “best way” 
to conduct outreach or developing effective messages, 
so schools and agencies should experiment to find a 
balance that works for them. Surveys suggest agencies 
and schools should talk about ways students can both 

“do good and do well” in government service. Among 
the most highly sought after students, emphasizing 
opportunities to make a difference that the private 
sector cannot match is the most effective pitch.

Inspiration is only part of the equation. Process mat-
ters, too. On average, just over 21 percent of students 
across the five pilot schools applied for either federal 
jobs or internships, but only four percent say federal 
service is now part of their immediate plans after col-
lege. Despite increases in awareness and interest, more 
efforts, such as streamlining the federal application 
process, are clearly needed for agencies to seal the 
deal and bring students on board.

This report includes a series of recommendations for 
federal agencies, universities and Congress outlining 
how each of these groups can help to ensure our fed-
eral government has the talent it needs. Each of these 
groups has a keen interest in increasing the number of 
talented young people entering government service. Fed-
eral agencies have the most obvious interest in that they 
need skilled individuals to do their job effectively. With 
its oversight and funding responsibilities, Congress has 
an obligation to work to see that agencies have the neces-
sary human capital to serve the American people. And 
universities want their graduates to have good jobs, to 
become national leaders, and to help the country meet 
the challenges it faces. Our federal government has op-
portunities to help their students do all three. 

The time for excuses regarding federal recruiting on cam-
puses is over for three key reasons. First, this report shows 
that when it comes to increasing student knowledge and 
awareness of federal opportunities, federal agencies and 
universities can do it. Second, this report and the sup-
porting materials developed through this project provide 
concrete examples of how to do it. Third, reality says that 
agencies and universities must do it. Call to Serve reminds 
us that if people make the investment of time, effort and 
resources, it will eventually pay off, and the result will be 
a stronger federal government and a stronger America.
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Every organization needs new ideas and new energy 
from its workforce to remain healthy and effective, and 
there is no greater source of talented young workers in 
our country than our unparalleled system of colleges 
and universities. Competition for top graduates is fierce, 
and in recent years one of the biggest losers in the war 
for talent has been the country’s biggest employer —  
our federal government. 

Due to a variety of factors from the downsizing of fed-
eral on-campus recruiting during our government’s hir-
ing freeze in the 1990s to increased competition from 
the private and nonprofit sectors, the flow of in-demand 
young talent into government service has slowed to 
a trickle. Today, less than three percent of the current 
full-time federal workforce is under the age of 25. To be 
clear, government’s biggest recruiting challenge among 
young audiences is not attracting sufficient numbers of 
recent graduates. It is attracting and retaining enough of 
the most accomplished and skilled young job candidates, 
and matching them to open positions. 

This fact raises a troubling question for federal recruiters: 
can anything be done to change this? In 2005, Congress 
gave the U.S. Office of Personnel Management and the 
Partnership for Public Service a federal appropriation to 
launch the Call to Serve Recruitment Initiative to find the 
answer. 

Through the Initiative, the Partnership worked with Clark 
Atlanta University, The George Washington University, 
Louisiana State University, The Ohio State University 
and Stanford University to conduct outreach activities 
promoting federal service, to try different approaches 
to engage their university communities and to conduct 
surveys and focus groups to measure their impact. In ad-
dition to deepening understanding of federal recruiting 
on campus, the Initiative was designed to develop cost-
effective and sustainable outreach strategies that could 
be replicated by other schools and to provide federal 
agencies with models for increasing their on-campus ef-
fectiveness and competitiveness.

introduction

In the fall of 2005, a preliminary survey was conducted 
to assess perceptions and knowledge of college students 
toward federal service. This survey would also serve as a 
baseline for future surveys to help us understand which 
recruiting strategies work and which don’t.
The Partnership released the findings of this benchmark 
survey in its May 2006 report — Back to School: Rethink-
ing Federal Recruiting on College Campuses. The top-line 
finding from the first survey was that interest in federal 
jobs was relatively high, but knowledge was low.

In the year and a half following the benchmark survey, 
the five pilot schools embarked on their own unique cam-
paigns to market federal service to their student popula-
tions. Considering the key finding from the benchmark 
survey was that a lack of knowledge about government 
jobs is the primary barrier to federal service among col-
lege audiences, these activities were geared toward in-
creasing awareness of federal opportunities.

Clark Atlanta took advantage of its smaller size and em-
phasized direct student contact, with its assistant dean 
leading the effort and personally working extensively 
with students. At GW, project coordinators took advan-
tage of their location in Washington, D.C. to bring dy-
namic federal workers to campus and to take students on 
informational tours of local agencies. They also hired a 
graduate student who attended GW as an undergradu-
ate to manage the day-to-day activities. LSU and OSU 
conducted full-scale federal career fairs, which brought 
dozens of federal recruiters to campus and attracted 
hundreds of students. Stanford worked through its Haas 
Center for Public Service to centralize resources, bring 
federally employed alumni to campus, work with stu-
dent organizations and ensure that its outreach would 
be targeted. All of these schools used email extensively 
to spread the word about federal service opportunities, 
worked closely with their career centers, and leveraged 
and coordinated resources from across campus, such 
as faculty. Details about each school’s activities can be 
found in this report’s appendices, and more in-depth 
case studies are available at calltoserve.org.
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In the spring of 2007, the Partnership completed follow-
up “tracking” surveys at the five pilot campuses to mea-
sure the impact of this work. A national control group 
of students was also surveyed to assess whether reported 
changes on pilot campuses were unique to those schools 
or simply reflected nationwide trends. Web-based sur-
veys were emailed to all juniors and seniors in each of the 
pilot schools, except for Ohio State, where surveys were 
sent only to engineering and foreign language students, 
and Stanford, where the survey was sent to 50 percent of 
juniors and seniors. The polling was conducted online 
using the full student sample provided by each pilot in-
stitution. In addition to closed-ended questions, a subset 
of students at each pilot school also participated in on-
line “chats” with trained interviewers to provide context 
and explore student responses further. 

All of this research took place during a particularly tough 
time for federal recruitment on college campuses. Amer-
ica’s shift away from a manufacturing-based economy to 
a knowledge-based economy has made the market for 
highly-skilled workers increasingly tight. At the same 
time, with the backdrop of an unpopular war in Iraq 
and the inadequate government response to Hurricane 
Katrina, public support for our federal government has 
decreased significantly since 2003. Plus, competition for 
the best talent, particularly in certain fields, grows fiercer 
every day. In this context, any gains that pilot schools 
were able to make in boosting awareness of federal ser-
vice take on even greater significance.

This report integrates these survey results with the on-the-
ground experience gained from the five pilot campuses 
and feedback from a faculty survey to develop a series 
of key findings. These findings inform the recommenda-
tions for federal agencies, universities and Congress. 
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❶ cost-e F F ectIve F e De rAl r ecru ItI NG 
e F Fo rts c A N MAKe A DI F F e r e Nce oN 

colleG e c AM Pus e s.

On the five pilot campuses, key indicators of student 
interest and awareness in federal service moved in a 
positive direction during the course of the Call to Serve 
Recruitment Initiative. Compared with 2005, students 
surveyed this year at each of the five pilot schools were 
more likely to have “seen, heard or read” information 
in the past six months about federal jobs, internships or 
co-op opportunities. The average increase over the two 
year period was 12 percentage points, but several schools 
showed substantially greater increases. For example, as 
Figure 1 shows, 62 percent of students surveyed this year 
at Clark Atlanta reported exposure to such information, 
compared with 40 percent in 2005. By contrast, among 
the control group, this figured stayed flat (18 percent) 
during the same period.

Figure 1 also shows that, with the exception of LSU, the 
2005 baseline for awareness of federal opportunities was 
significantly higher among the pilot schools than for the 
control group. This is likely attributed to the fact that 
even before the Recruitment Initiative began, all the pi-
lot schools were active participants in the Partnership for 
Public Service’s Call to Serve program to promote federal 
service. Two points should be drawn from these num-
bers. First, the increases in awareness at the pilot schools 
seem even more significant when one considers that the 
bar for these schools had already been raised. Second, 

while the improvements seen during the two-year span 
of the Recruitment Initiative are notable, current aware-
ness figures — ranging from 40 percent to 70 percent 
— suggest that more progress is possible with a long-term 
commitment.

Digging deeper, it appears that these increases can be 
attributed to the increased activities on the pilot cam-
puses rather than to external messages. When students 
who had seen, heard or read something about federal job 
or internship opportunities were asked for the sources 
of those messages, they cited campus events focused on 
government, as well as emails from career services or oth-
er offices more frequently in 2007 than in 2005. By con-
trast, fewer students in 2007 linked awareness of federal 
opportunities to national news, compared with 2005.

In addition to reporting that they had heard about fed-
eral opportunities, Figure 2 shows that a substantial pro-
portion of the juniors and seniors surveyed reported par-
ticipating in at least one event or activity from a specific 
list for each of the pilot campuses in the last six months.
Students participated in a variety of campus events host-
ed by the pilot schools to raise awareness of federal op-
portunities. These included launch events for the Recruit-
ment Initiative at both Stanford and Clark Atlanta which 
featured each University’s president, job fairs with doz-
ens of federal recruiters at LSU and OSU, and a “Meet 
the Faces of Public Service” event at GW, which brought 
a group of young alumni back to campus to talk about 
their experiences as federal employees. 

Key findings

Figure 2: AttendAnce At FederAl recruitment events or Activities

Percentage of respondents at each school that attended at least one event or activity

Clark Atlanta GW LSU OSU Stanford

56% 79% 54% 42% 54%

Figure 1: AwAreness oF FederAl work opportunities — 2005 versus 2007

Have you seen, heard or read anything recently — in the past 6 months or so — about job or 
internship or co-op opportunities in the federal government? (2005-2007)

Clark Atlanta GW LSU OSU Stanford Control

2005 40% 62% 22% 38% 51% 18%

2007 62% 70% 40% 44% 58% 18%
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❷ e xPos u r e to F e De rAl oPPo rtu N ItI e s c A N 
rAIs e stu De Nt I Nte r e st A N D I M Prove 

Pe rce PtIoN s oF F e De rAl e M PloyM e Nt.  It c A N 
Also e Ncou rAG e ActIoN.

Interest in federal government was already relatively high 
in 2005, but increased at four out of five pilot schools, 
with the fifth remaining unchanged. Increases in interest 
(extremely + very interested) were especially pronounced 
at Clark Atlanta (up from 41 percent to 49 percent) and 
Louisiana State University (up from 36 percent to 44 
percent). By contrast, among control group students this 
figure increased from 31 to 33 percent.

This outreach also helped shift attitudes at several schools. 
As shown in Figure 3, the percentage of students saying 
there are “good jobs for people like me” in government 
increased 15 percentage points at LSU, from 59 percent 
to 74 percent. GW increased from 71 percent to 77 per-
cent. 

This increase in exposure to federal opportunities may 
also have prompted a change in behaviors in some schools. 
The percentage of students who personally sought out 
information about federal jobs increased from 30 per-
cent to 45 percent at Clark Atlanta. LSU enjoyed a six 
percentage point increase in the rate of students seeking 
information. 

One more sign of hope that the federal government can 
attract college-aged talent is that a great majority (70 per-
cent) of juniors and seniors at each pilot school say they 
would consider working for the government at some 
point in the future. Only 18 percent say they would not 
consider any level of government. Openness to federal 
service was especially high at GW (82 percent) and OSU 
(78 percent). Clark Atlanta had the lowest percentage of 
favorable responses to this question (59 percent), but its 
percentage was still higher than the control group’s (55 
percent). 

❸ tH e Mo r e you KNow,  
tH e Mo r e you lI Ke.

When asked if information about federal jobs made them 
more or less interested in government service, the vast 
majority of students said it made them more interested. 
At OSU, 51 percent of students said information about 
federal jobs made them more interested in federal em-
ployment, while only six percent said it made them less 
interested. The gaps were even more pronounced at other 
schools. For example, 68 percent of students at Clark At-
lanta responded that this information made them more 
interested, as opposed to five percent who became less 
interested. Moreover, students indicated that positive at-
tributes associated with federal opportunities outweigh 
the negatives, suggesting that the more they can learn 
about federal jobs, the more favorably disposed they will 
become to considering government service. 

❹ tecH Plus toucH Is A GooD  
oN e-two Pu NcH. 

Survey results show that emails about federal opportuni-
ties were the most remembered outreach activity at four 
of the five pilot schools. While emails are the leading way 
to raise awareness at most schools, they are not enough to 
drive students to act. Human interaction such as in-class 
presentations or events with alumni can be an invaluable 
tool for driving action. The 2005 report revealed that the 
most impactful human interactions for young people 
come from “near peers” with whom they can relate, such 
as classmates, friends, family and young alumni. Faculty, 
recruiters, alumni and career services officers can provide 
context and information that Web sites or fliers cannot. 

The importance of personal contact is also supported 
by the fact that the fear of working in a bureaucratic 
environment is one of the biggest deterrents for young 
people considering federal service. Interactions with “real 
people” from federal agencies make it easier for students 
to see themselves serving in government.

Do you agree with the following statement: “There are good jobs for people like me in the federal 
government.” 

Clark Atlanta GW LSU OSU Stanford Control

2005 66% 71% 59% 70% 60% 57%

2007 68% 77% 74% 69% 60% 58%

Figure 3: AppeAl oF FederAl Jobs
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❺ tH e KNowle DG e GAP About F e De rAl 
s e rvIce e xte N Ds b eyoN D stu De Nts to 

I Nclu De FAcu lty A N D stAF F,  A N D clos I NG tH Is 
GAP Is tH e Key to s ustAI NAb I lIty. 

Anecdotal evidence and limited survey data from faculty 
reveal that most faculty and university staff only possess 
limited knowledge of federal job opportunities. They feel 
uneducated about federal opportunities and uncertain 
about how to advise students. 

Engaging faculty can be the secret weapon for any recruit-
ment campaign. The tracking surveys and input from 
faculty show that professors not only play an important 
role in influencing career choices of students, but also are 
an audience of favorably disposed allies that campuses 
and agencies alike can and should strategically engage.
For example, when presented with a list of reasons why 
they agree that there are good jobs for people like them 
in federal government (students were allowed to check as 
many reasons as applied), fewer cited “read/heard about 
it in the news” and more cited “have heard about oppor-
tunities from professors/advisors.” For example, Figure 4 
shows that all but one of the pilot schools (Clark Atlanta) 
saw an increase in students reporting that professors and 
advisors influence their positive views of federal employ-
ment opportunities.

❻ e F F ectIve Doe s N’t HAve  
to b e e xPe N s Ive. 

Many of the most impactful activities undertaken dur-
ing the Call to Serve Recruitment Intiative had negligible 
costs. 

On four out of five pilot campuses, emails about federal 
opportunities were the most remembered outreach ac-
tivity. The other activities that were the most frequently 
recalled were visits from federal recruiters and events fo-
cused on job opportunities in federal government, which 
can both be organized at minimal costs. 

The biggest investment schools must make is not in mon-
ey, but in staff time and commitment. Through the pilot 
project, most of the schools did not use the full amount 
of the $10,000 available to them annually in reimburse-
ments from the Partnership, except when they used it to 
help pay for a staff person. Some schools hired part-time 
labor, often students or graduate assistants who focused 
on promoting federal opportunities, and their familiarity 
with the interests of the student body made these work-
ers invaluable assets.

Another cost-effective strategy 
was to leverage existing institu-
tions on campuses whose missions 
are aligned with the promotion 
of federal service. Such organiza-
tions already existed at most pilot 
school campuses. For instance, at 
Stanford, the Recruitment Initia-
tive coordinators who were at the 
Haas Center for Public Service 

worked closely with the career development center, the 
President’s office and other on-campus institutions and 
clubs. At LSU, the Master of Public Administration pro-
gram proved to be fertile ground for recruiting. 

❼ DI F F e r e Nt strAteG I e s wo rK  
oN DI F F e r e Nt c AM Pus e s. 

The data that informs the “tech plus touch” finding also 
shows that while there is evidence about what the most 
popular promotion techniques are, their effectiveness var-
ies from campus to campus — meaning schools and agen-
cies should build a strategy relevant to each campus that 
combines a variety of techniques. For example, at four 
of five schools, emails were the most remembered source 
of information about federal opportunities, but at Clark 
Atlanta, the school that enjoyed the biggest increase in 
awareness of federal jobs, events focused on government 
jobs were the most cited source of information.

Both LSU and OSU had positive experiences hosting 
federal career fairs, which attracted hundreds of students 
and recruiters from dozens of federal agencies. At both 
schools, four-fifths of students who attended said that 
the fair was an effective use of their time, and similar per-
centages said these events made them more likely to seek 
additional information about federal jobs or internships. 
While the federal career fair worked for LSU and OSU, 
other schools that aren’t as large might have a tougher 
time attracting a large number of federal recruiters to 
campuses, meaning it might make more sense for these 

Percentage of respondents who have heard about federal opportunities from professors and 
advisors (among those who said they believe there are good jobs for people like me)

Clark Atlanta GW LSU OSU Stanford Control

2005 30% 39% 22% 26% 24% 20%

2007 22% 46% 32% 32% 33% 24%

Figure 4: FAculty inFluence
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schools to pursue less costly, more focused activities or to 
collaborate with other schools. 

On the question of which messages work best, good ben-
efits or good work/life balance drew the most positive 
responses at some schools when students were asked to 
identify the best reasons to work for the federal govern-
ment. While recruiters should talk about the ways to do 
well in government through competitive salaries and ex-
cellent benefits, it appears that when recruiting the most 
elite students, emphasizing ways to “do good” and make 
a difference in the lives of others is government’s trump 
card. This is the one area where our government has a 
solid, competitive edge over the private sector. 

However, recruiters should be careful not to misconstrue 
this finding to think that appealing to students’ patrio-
tism is the most effective way to pique interest. More 
than 62 percent of all juniors and seniors at each school 
say that the opportunity “to make a difference” or “to 
help people” would be a major reason to work in govern-
ment. More than 74 percent of students of each of the 
five campuses cite “working on issues that interest me” 
as a reason to serve. In contrast, “serving your country 
and community” was cited somewhat less often — by 
roughly half of the surveyed students — as a major rea-
son to work in government.

❽ I N sPI rAtIoN Is oN ly PArt oF tH e 
equAtIoN.  Proce ss MAtte rs.

On average, a healthy 21 percent of students on the pilot 
campuses applied for either federal jobs or internships, 
and, as Figure 5 shows, the percentages for particular 
schools ranged from 41 percent at George Washington 
to 9 percent at LSU and Ohio State. At the same time, 
just four percent of these students are planning to enter 
government immediately after graduation. With so many 
students applying for government opportunities and so 
few entering government, it is possible that the problem 
lies on the government side. One likely roadblock is the 
federal hiring process. 

According to multiple reports by the Government Ac-
countability Office and the Partnership for Public Ser-
vice, the federal government typically takes much longer 
to make a job offer than its private sector counterparts. 
It is possible that many students made other plans while 
waiting to hear back in response to their applications. 

The process appears to be turning students off. The state-
ment “to ensure fairness to all applicants, the process to 
secure a federal job can sometimes take a few months” 
made 56 percent of students less interested in working 
for the federal government.

Figure 5: ApplicAtion rAtes For FederAl Jobs And internships

Percentage of respondents that applied for either a federal job or internship

Clark Atlanta GW LSU OSU Stanford Control

27% 41% 9% 9% 20% 9%



MAK I NG tH e DI F F e r e Nce

�

A number of parties have a direct interest in increasing the 
flow of college graduates into federal service. Chief among 
them are Congress, federal agencies and universities.

Given its oversight responsibilities, Congress has an af-
firmative obligation to see that executive branch agencies 
are working aggressively to attract the talent needed to 
fulfill their missions and serve the public.

Agencies need to be aggressive on this front because the 
energy, creativity and idealism of young Americans are 
invaluable resources that have the potential to reinvigo-
rate our federal workforce. With the looming retirement 
of hundreds of thousands of baby boomers and the cor-
responding openings it will create, the timing is also right 
for agencies to step up efforts to recruit on campus. 

Universities have a number of reasons to promote fed-
eral service. For starters, all universities are committed to 
helping their graduates find professional opportunities 
which fit each student’s skills and interests. As the na-
tion’s largest employer with jobs in an incredibly diverse 
number of fields, our federal government offers more of 
those types of opportunities than any other organization. 
In addition to serving students, schools also have a com-
mitment to serving public goals. Most universities pro-
mote civic responsibility as part of their official missions, 
almost all universities benefit from federal investments 
in higher education through research grants or student 
loans that enable students to pay for tuition. In light of 
these investments, it is fair to expect schools to take basic 
actions to strengthen the federal institutions that serve 
all Americans. 

Based on the findings of the Call to Serve Recruitment 
Initiative and its experiences working to promote federal 
service to young job seekers, the Partnership suggests the 
following set of recommendations for Congress, agencies 
and schools. 

Co n g r e s s

Exert oversight authority to hold agencies accountable. 
Congress should conduct oversight hearings on recruit-
ing and hiring, and ask agencies to regularly report on 
workforce planning to ensure that agencies are proac-
tively addressing these issues.

Create a system of metrics to measure effectiveness of 
federal recruiting. Developing instruments to gauge 
the effectiveness of federal on-campus recruiting is es-
sential to effective oversight. It will not only let agencies 
know what’s working and what isn’t, but it also will cre-
ate a powerful incentive for improvement. Examples of 
what could be measured are the number of applicants 
from each school, the number of hires per university and 
the percentage of those hires that prove to be quality 
hires. Congress and agencies should also promote the 
expanded use of metrics throughout government to 
measure the health of our civil service.

Authorize and fund financial tools to help agencies 
compete for talent. Sixty-nine percent of students in 
the national sample said that loan repayment would 
make them more interested in working for the federal 
government. To strengthen loan repayment for prospec-
tive new hires, Congress should pass legislation to make 
federal student loan reimbursements tax free. Money 
can also be appropriated explicitly for loan repayment, 
as evidenced by the State Department, which has a line-
item in its budget for student debt relief. 

Establish a national scholarship program to persuade 
talented young people to enter federal service. Estab-
lishing a selective new scholarship that ties financial as-
sistance to a service commitment would funnel talent 
directly into mission critical federal positions. Perhaps 
more important, it would make government service 
more attractive to all Americans by restoring prestige 
to federal jobs and helping to re-brand government 
service. The Partnership for Public Service’s Roosevelt 
Scholars proposal offers a model for such a scholarship.

´

´

´

´

recommendations
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F e d e r a l  ag e n C i e s

Develop a long-term strategy focused on building re-
lationships, not simply executing transactions. Federal 
agencies should develop and sustain meaningful, in-
depth relationships with colleges and universities. They 
should target schools, target departments, target faculty, 
use alumni — and then develop and maintain ongoing 
relationships. Another piece of this strategy should be 
training employees that interact with college audiences 
to represent their agency consistently, making sure they 
are familiar with the agency recruitment strategy, intern-
ship programs and current job openings.

Work collectively with other agencies to market feder-
al jobs by profession. Agencies should explore and de-
velop opportunities for enterprise-wide or multi-agency 
recruiting that may result in economies of scale and 
real improvements in federal recruitment. For example, 
agencies should consider providing information about 
jobs and internships by profession. The Partnership’s 
series of Red, White and Blue handbooks and discipline 
specific quick guides, which provide overviews of fed-
eral opportunities sorted by educational major, offer an 
excellent example of this type of marketing. Copies of 
guides can be found at ourpublicservice.org. 

Teach the teachers …and staff. Faculty and advisors 
offer a unique and important connection to students. 
Enlisting them as allies can provide another way to 
reach students. To do so, they must be equipped with 
pertinent, current information on federal employment 
opportunities, with a specific focus on skill sets and ap-
plication processes. An online “quick reference guide” 
about your agency that provides current and up-to-date 
information could be an important tool in educating 
this audience. Similar efforts should be made to educate 
career services and other university staff who are in posi-
tions to advise students about professional options.

´

´

´

Emphasize opportunities to make a difference in the 
lives of others. With students who have the broadest 
array of employment options, federal recruiters’ most ef-
fective and distinguishing message will be to promote 
ways to help others and impact society through govern-
ment service. 

Fix the broken federal hiring process. If federal agen-
cies hope to compete with the private sector for top tal-
ent on college campuses, they will need to make their 
hiring process more user-friendly. An excellent example 
of what can be done would be the Extreme Hiring Make-
over which streamlined the hiring process at three fed-
eral agencies. Doing so will have an additional long term 
benefit, because the hiring process currently serves to 
reinforce negative stereotypes about government be-
ing overly bureaucratic, one of the biggest deterrents to 
federal service. 

Enhance the use of internship programs. Internship 
programs are ideal for the college audience. These pro-
grams can become an agency’s main mechanism for en-
try level hiring. It is also a great screening and vetting 
tool to make sure the candidate is a good fit. Interns 
who are still enrolled in school can also become great 
ambassadors for government service back on their cam-
puses. Be sure to publicize internship programs and 
target key populations. Promote your internships in the 
Partnership’s federal internship directory at makingthe-
difference.org. 

Use “near peers” as recruiters. Students respond most 
favorably to recruiters with whom they can relate, so en-
list young employees to serve as agency ambassadors. 
Agencies should also include non-HR employees work-
ing in mission critical skill areas in recruitment and rela-
tionship building. The Partnership’s Annenberg Speaker’s 
Bureau and its online profiles network connects federal 
employees with students interested in government ser-
vice.

´

´

´

´
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U n i v e r s i t i e s

Get the most bang for your buck. Schools should start 
their outreach efforts with inexpensive methods such as 
regular emails about federal internships and jobs. The 
Partnership for Public Service also makes available a 
number of resources to help get information to students 
effectively and affordably. These resources are available 
at ourpublicservice.org/toolkit. Another means for le-
veraging resources is to use them across campus. For 
example, schools can employ one campaign organizer 
to coordinate various interested parties across campus, 
rather than having one person working to promote fed-
eral service through the career services center and an-
other person in the public policy department. 

Look beyond career services centers. One key to cost-
effectiveness and sustainability is engaging existing 
resources across campus. Most schools have multiple 
institutions and individuals that could be utilized in any 
effort to promote government service. Stanford’s use 
of the Haas Center for Public Service and OSU’s use of 
its Foreign Language Center are good examples of how 
to leverage existing institutions when conducting out-
reach. The other most obvious resource would be faculty, 
particularly professors who have served in government.

Utilize high-tech and high-touch techniques. Human 
interaction is essential to persuading young people to 
pursue federal opportunities. At the same time, online 
resources are most effective for helping large numbers 
of students get basic information about government 
jobs. It’s not a question of which techniques work best. 
You need both. 

Get buy-in from the top. Visible senior leadership can 
ensure accountability and set expectations for cross-
campus involvement. The chief administrators at most 
pilot schools were actively involved in the pilot project, 
participating in events, writing op-eds and delegating 
assignments. 

´

´

´

´

Establish one person to take ownership of the project. 
Assigning ownership helps to ensure accountability, and 
placing a senior official in charge can help ensure that 
plans are executed and goals are met. This individual 
would work with a cross-campus, cross functional group 
to solicit input and ideas.

Create a prestigious scholarship program to create 
pipelines into government. Scholarships that offer re-
wards in exchange for a commitment to serve in gov-
ernment are an excellent way to encourage students 
to consider government service. If the scholarship pro-
gram is highly competitive, it will ensure that some of 
the school’s top students will be the recipients, which 
will have the added benefit of elevating the prestige of 
federal service. Princeton’s Scholars in the Nation’s Service 
Initiative is an excellent model for this type of initiative. 
More information on this effort can be found at wws.
princeton.edu/scholars. 

Overlay federal hiring trends with student profiles.  
The Partnership for Public Service’s Where the Jobs Are 
report (http://ourpublicservice.org/OPS/publications) 
outlines federal hiring projections for the next two years. 
This information reveals that great federal opportunities 
are available for many students with many majors, not 
just those in public policy schools. This information can 
help determine what schools or departments have the 
greatest alignment to projected openings; what faculty 
or administrators should be involved in efforts to pro-
mote federal service; and what federal agencies the in-
stitution should focus on for relationship development 
(students are more likely to pay attention when some-
thing is tied to their discipline). 

´

´

´
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Clark Atlanta University is a relatively small, urban His-
torically Black University. A tight-knit institution that 
prides itself on being “student-centered,” CAU also has 
a motto of “Culture for Service” and a brand theme of 

“Learn, Lead, Change,” which fit nicely into a modified 
tagline for the Call to Serve Recruitment Initiative, “Learn, 
Lead, Change: Public Service Will Get You There.” Dr. 
Walter Broadnax, CAU’s president, previously served in 
federal government as Deputy Secretary and Chief Op-
erating Officer of the U.S. Department of Health and 
Human Services, and took a close personal interest in the 
Initiative, appointing the Assistant Dean of Undergradu-
ate Studies to create and develop the advisory group and 
structure for the Initiative on CAU’s campus.

Pe rsoNAlIz e D Atte NtIoN coM b I N e D wItH 
s ustAI N e D ActIvIty rAIs e D AwAr e N e ss

The nature of student and faculty outreach at CAU was 
greatly influenced by an institutional culture which val-
ues student mentoring as well as the personal touch of 
the Initiative coordinator, who enlisted a graduate assis-
tant in the first year to help build up the programming 
and direct student outreach. The premium placed on 
direct personal contact versus virtual contact translated 
into a series of classroom presentations and mandatory 
information sessions set up by different academic depart-
ments. 

CAU Student (Social Sciences Junior, Female): A career advi-
sor came to our English class and told us about jobs in the 
federal government and there would be many openings 
by the time we graduated. She explained studentjobs.gov 
and USA jobs. It helped because before that I had never 
considered the federal government as a place of employ-
ment for my career. 

Moderator:  Would you have attended this event if the speaker 
hadn’t come to your English class? Why or why not? 

S:  No because I didn’t know that they had many jobs in the 
social sciences in the federal government, I thought they 
had more openings for business, math and science ma-
jors.

M:  So what other events or activities would you suggest to en-
courage Clark Atlanta students to consider a job or intern-
ship with the government? 

S:  Just having a simple event like a career advisor coming 
into a class and talk to the students because that’s how 
many students learn about job and internship possibili-
ties.

The direct-to-student approach and a steady series of 
activities over the course of the two years generated a 
large increase in awareness — 62 percent reported they 
had seen something in past six months about federal op-
portunities, compared with 40 percent in 2005. Interest 
in government opportunities also increased — from 41 
percent to 49 percent. 

Although the Internet proves to be an important re-
source for CAU students, as with students at all pilot 
campuses, CAU was unique in that students do not ac-
tively check their campus email accounts, which further 
underscores the importance of the high-touch approach 
at CAU. Nearly as many students participated in the one-
on-one types of activities, such as speaking with a federal 
recruiter, as visited federal agency Web sites or job boards 
at CAU. Gaps between the percentages of students par-
ticipating in these different types of activities were much 
more significant at other pilot institutions.

c Au stu De Nts vI ew Gove r N M e Nt  
A s A stAb le oPtIoN

Compared to the benchmark survey in 2005, scores in-
creased for reasons why CAU students would want to 
work for federal government and declined in reasons why 
they would not want to work in government. In general, 
CAU students view government as a stable employment 
option — providing “good benefits” (96 percent), “good 
pay” (91 percent), “job security” (89 percent), and the 

“ability to help people” (88 percent). 

The type of targeted information campaign that was a 
focus of efforts at CAU — information by students’ aca-
demic major — seems to have had a factor in reducing 
the scores for negative reasons, with the most notable 
declines in “lack of opportunities for people like me” (41 
percent in benchmark and 32 percent in tracking sur-
vey), “never thought about or been asked to consider the 
federal government” (34 percent in benchmark and 29 
percent in tracking), “can’t make a real difference” (25 
percent in benchmark and 20 percent in tracking) and 

“no job to match my skills or goals” (44 percent to 40 
percent).

appendix i:  cl arK atl anta universit y
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The targeted content was more personalized and relevant 
to the specific audiences, perhaps generating a more pos-
itive impression overall.

CAU Student (Business Junior, Female): I was very informed 
at the information session that I attended regarding the 
Government Accountability Office. I was most impacted 
by the fact that the employee stated that this was a great 
alternative opportunity for accountants that are not inter-
ested in working for the “Big 4” accounting firms. 

Moderator: How did they explain this is a great opportunity for 
those accountants not interested in working for the “Big 4?” 

S:  She basically spoke of the different activities that her 
position at GAO entailed. She then made the point that 
she has the opportunity to do exciting work, without the 
pressure to be in the 5-year program or get the CPA that 
normally comes with the employment with the “Big 4. “

Interest in federal service at CAU has been significantly 
elevated — those saying they sought information about 
federal jobs or internships in the past year jumped from 
30 to 45 percent. Moreover, 23 percent reported that 
they had applied for a federal internship or co-op in the 
past two years, and 12 percent indicated they applied for 
a federal job. However, there still seems to be a gap in 
sealing the deal. 

None of those surveyed indicated that a job in federal 
government would be their immediate post-graduation 
plan. Instead, 49 percent indicated their plans following 
graduation were to go to graduate school, the highest of 
any of the pilot schools. 

Nonetheless, 59 percent say they would consider federal 
government at some point in their career, suggesting that 
CAU students are quite open to pursuing federal oppor-
tunities down the road.

Please indicate for each whether you participated, knew of but didn’t participate, or did not know about event (% out of total at CLARK 
ATLANTA indicating that they knew of or participated in each event; 56% of all respondents participated in at least one event; of those 
participating, % indicating the event made them more likely to consider a job, co-op or internship with the federal government)

Knew of Event Participated More Likely to Consider 

Visited Web sites of fed agencies 18 33 60

Visited federal job boards — USAJobs/student jobs 14 26 75

Talked to federal recruiter or representative 12 23 71

Discussed federal opportunities with professor/advisor 10 23 76

Speaker came to class to talk about career opportunities in government 8 16 47

Visited an info table display featuring Partnership for Public Service and materials 18 13 50

Visited career services regarding federal opportunities 22 12 54

Lunch and learn 14 5 40

Attended founders week presentation in 2006 29 4 0
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Located in the heart of the nation’s capital, The George 
Washington University is a mid-sized institution of 
roughly 20,000 students, many of whom either come 
to D.C. with an interest in politics or government or 
else develop a higher-than-average familiarity with gov-
ernment during their academic careers. Accordingly, 
compared to other pilot campuses, the career center and 
school-specific advising offices had more developed re-
lationships with federal agencies prior to their partici-
pation in the Call to Serve Recruitment Initiative — not 
surprising given that federal government is the surround-
ing area’s predominant industry. As a pilot campus, GW 
further stepped up its promotion of federal government 
opportunities, and developed a brand and tagline used 
on a dedicated Web site, as well as on flyers and posters. 

Gw tAPPe D A G rADuAte stu De Nt to sPeArH eAD 
tH e e F Fo rt,  wItH G r eAt s ucce ss

At GW, the programming for the Call to Serve Recruit-
ment Initiative was driven primarily by the Assistant Vice 
President for Student and Academic Support Services, 
who engaged a graduate assistant to handle the day-to-
day aspects of the Initiative. Beyond being a cost-effec-
tive way to ensure substantial staffing of the Initiative, 
the model of a graduate student assistant was particu-
larly successful at GW because the two individuals who 
held the position during the course of the Initiative had 
both completed their undergraduate studies at GW. This 
translated into a deep understanding of how to navigate 
the campus as well as a pulse on what students are inter-
ested in and likely to respond to.

Devoting anywhere between five and 20 hours a week 
during the school year, the graduate assistant established 
a slate of activities and outreach efforts, including a 
dynamic Web site and student email list-serve that an-
chored the Initiative and enabled regular and broad out-
reach to students (http://gwired.gwu.edu/partnership). 
The assistant also placed columns and ads in the student 
newspaper, held informational sessions with alumni in 
government and other federal agency representatives, 
conducted agency tours, and made “mini grants” to stu-
dent organizations for related programming. The use of 
multiple methods created a sustained campaign that had 
a positive impact on student awareness and interest over 
the two years.

AwAr e N e ss A N D I Nte r e st we r e Alr eADy H IG H, 
A N D yet stI ll I Ncr eA s e D

At GW, awareness and interest levels were understand-
ably the highest of all pilot campuses at the onset of the 
project, and both measures increased slightly at GW over 
the course of the pilot project, from 24 to 29 percent and 
54 to 56 percent respectively. Furthermore, 70 percent 
indicated they had seen something about federal oppor-
tunities in the past six months, compared to 62 percent 
in the fall of 2005. The items with the most significant 
increase in aided recall at GW include: 

Recruiters from federal agencies: 34 percent remem-
bered seeing a federal recruiter in the past six months, 
compared to 24 percent in the 2005 survey;
Events focused on opportunities in federal govern-
ment: 34 percent remembered an event focused 
on government opportunities, versus 19 percent in 
2005;
Flyers around campus about events related to gov-
ernment: 33 percent versus 26 percent recalled see-
ing something in the past six months;
Emails about job opportunities (38 percent) and 
about how to find and apply for a federal job (22 
percent.) (Both are new efforts that were not mea-
sured in the 2005 survey)
A slightly greater proportion of students said they 
had personally sought information concerning fed-
eral opportunities in the past year, 64 versus 61 per-
cent. 

Gw stu De Nts Ar e tecH sAvvy,  b ut F I N D Pe rsoNAl 
coNtAct Most coM Pe llI NG

At GW, 64 percent of students said they had personally 
sought information concerning federal opportunities in 
the last year (compared to 61 percent in 2005). Of those 
who took action, 73 percent conducted general Internet 
searches (compared to 62 percent in 2005), and 36 per-
cent spoke with an agency representative (compared to 
29 percent in 2005). The Internet is clearly the more effi-
cient mechanism for broad reach, and the weekly emails 
of “Hot Jobs” likely pushed students to do more Internet 
exploration. 

However, when students who indicated that they partici-
pated in a specific series of events were asked if it made 

•

•

•

•

•
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them more likely to consider government, it becomes 
clear that activities involving opportunity for one-on-
one contact make the biggest impact on whether the 
individual will ultimately be more likely to consider gov-
ernment. 

The panel discussion with graduates working in different 
departments of the government gave great insight and 
real life descriptions of what the jobs entail and the exten-
sive array of jobs available in the government.

— GW Student (Social Sciences Senior, Female) 

I think the tour I went on of the NIMH and talking to the 
people that work there was the most influential... It was 
hands-on and we actually got to see the things that hap-
pen instead of just reading a brief summary of the job de-
scriptions.

— GW Student (Business Senior, Female) 

The highest rated activities with regard to impact on like-
lihood to consider government included employer infor-
mation sessions (85 percent), talking to a federal recruit-
er (77 percent), discussing federal opportunities with a 
professor or advisor (74 percent), attending a workshop 
on how to find and apply for a job (71 percent), and an 
event featuring a guest speaker from the public sector 
(70 percent). 

Gw stu De Nts tAKe ADvA NtAG e  
oF F e De rAl I Nte r N sH I Ps…

Nearly all (97 percent) of GW students reported hav-
ing an internship at some point, and nearly half of these 
(49 percent) said they held or completed an internship 
in the public sector (compared with 65 percent in the 
private sector, 60 percent in the nonprofit sector, 14 per-
cent in service such as Teach for America or AmeriCorps) 
and 4 percent in the military. Further, more than a third 
(34 percent) indicated that they applied for a federal 
internship or co-op in the past two years. Interestingly, 
although some students line up internships through the 
career center, many seek out internships on their own. 
This presents a potential opportunity for GW to provide 
greater centralized support via an internship clearing-
house or online resource. 

…b ut MAy Not s e e F e De rAl Jobs  
A s toP cHoIce r IG Ht out oF scHool

Despite the high proportion of GW students who com-
pleted public sector internships, it seems that govern-
ment may not figure prominently into their immediate 
post-graduate plans. Discussion responses suggest this 
may be due in part to concerns about salary and student 
loan burdens (46 percent expect to have at least $15,000 
in debt), a sense that an advanced degree is needed to 
launch their preferred career, and perceptions that other 
employers may be a better place to start a career. 

Pro: Would be a great responsibility that most people 
would view with a great deal of respect. Con: Salary is 
laughable. My personal opinion is that while an intern-
ship with them might be nice, most don’t pay well, if at 
all. In terms of full time employment, the pay scale is no 
where near what is standard for my degree and industry. 
Plus I’m not one of those who feels the need to support 
civic duty, I suppose. I’d rather donate my time to an NGO 
or something more direct.

— GW Student (Business Senior, Female)

Graduate school is the most popular post-graduate plan 
for GW juniors and seniors (41 percent reported this as 
their most likely next step, compared to 26 percent in 
2005). Ten percent plan to enter government.

However, 82 percent indicated that they would consider 
working for the federal government at some point in the 
future, suggesting that like students at Stanford, GW 
students may idealize higher-level policy and govern-
ment positions as something to aspire to, but not as a 
career starter. 
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Please indicate for each whether you participated, knew of but didn’t participate, or did not know about event (% out of total at GW indi-
cating that they knew of or participated in each event; 79% of all respondents participated in at least one event; of those participating, % 
indicating the event made them more likely to consider a job, co-op or internship with the federal government)

Knew of Event Participated More Likely to Consider 

Event featuring a guest speaker from public sector 27 33 70 

Attended workshop on how to find and apply for federal job 29 6 71 

Attended employer info session with specific agency/field 21 12 85 

Attended career/internship/part-time/nonprofit fair 35 34 56 

Visited career services regarding federal opportunities including coops 32 14 66 

Discussed federal opportunities with professor/advisor 19 24 74 

Visited Web sites of federal agencies 18 55 57 

Visited federal job boards — USAJobs/student jobs 16 38 52 

Attended behind the scenes tour of agency 15 6 69 

Talked to federal recruiter or representative 17 17 77 

Attended informational session on applying for internship 24 13 67

A large public university 90 minutes from the heart of 
Hurricane Katrina’s devastation, Louisiana State Univer-
sity joined the Call to Serve Recruitment Initiative as a pi-
lot campus shortly after the storm hit the Gulf Coast and 
left the public with a decidedly mixed image, at best, of 
the federal government’s capacity to respond to a natural 
disaster. However, led by a determined Chancellor with a 
commitment to government shaped by his tenure as the 
former administrator of NASA, LSU stepped up to fill 
important needs in the post-Katrina days and took ad-
vantage of the opportunity to cultivate relationships with 
the new-found federal presence. With a dedicated staff 
person in the first year, LSU developed a robust cam-
paign of information about federal internships and jobs, 
and in the last two years, LSU students have posted some 
of the strongest gains in both awareness and interest in 
federal opportunities. 

A H IG H ProF I le Pu b lIc c AM PAIG N  
MAKe s A l A stI NG I M Pr e ss IoN 

LSU students scored the lowest among the pilot campus-
es on awareness about federal opportunities in the initial 
benchmark survey in the fall of 2005, with only 22 per-
cent having heard anything about government opportu-
nities. However, after a concerted effort to brand federal 
service on campus through a series of outreach events, a 
new Web site, weekly emails and a Federal Career Day 
on October 12, 2006, this figure nearly doubled to 40 
percent. Furthermore, interest in federal government in-
creased on the LSU campus, from 36 to 44 percent in 
the same period. Agreement that there are “good jobs 
for people like me” in federal government also increased, 
from 59 percent in 2005 to 74 percent in 2007. 

appendix iii :  louisiana state universit y
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A probe of those who reported having heard something 
in the last six months about federal opportunities sug-
gests that the heavy outreach around the Federal Career 
Day and regular targeted (by discipline) emails from ca-
reer services contributed to higher levels of awareness.

55 percent in 2007 versus 16 percent in 2005 refer-
enced an email from career services or another office;
40 percent recalled an email about a hot job (no 
tracking data available for this question);
34 percent in 2007 versus 18 percent in 2005 re-
membered something about a career fair or Federal 
Career Day;
29 percent in 2007 versus 15 percent in 2005 remem-
bered seeing a poster or flyer around campus.

H IG H leve l oF e NGAG e M e Nt At ls u  
Attr I b utAb le to we b A N D e MAI l tools…

All respondents were asked whether they recalled seeing 
anything from a list of activities and events over the past 
six months, and the percent saying “none of the above” 
declined from 66 percent to 33 percent between 2005 
and 2007. Even more instructive was a question that 
asked students what activities they personally participat-
ed in. Fifty-four percent of LSU students reported hav-
ing participated in at least one activity, with many more 
indicating that they knew of at least one event. Top scor-
ing activities at LSU involved visiting job boards (35 per-
cent) and specific agency Web sites (27 percent). Other 
important activities included direct contact with profes-
sors about federal opportunities (9 percent), federal re-
cruiters (8 percent), the Federal Career Day (7 percent), 
and handouts around campus about federal service (7 
percent).

…b ut DI r ect coNtAct stI ll s eAls tH e DeAl  
Fo r tecH-sAvvy stu De Nts

The proportion of LSU students who reported having 
sought information about internships or jobs in the gov-
ernment in the past year rose, from 21 to 27 percent. 
Among those who sought information, the biggest jump 
in what they did was speaking with an agency represen-
tative (increase from 14 to 26 percent). Other increases 
were in general Internet searches and specific federal 
agency site visits. 

•

•

•

•

LSU Student (Engineering Junior, Male): I went to a career fair 
and spoke to a CIA representative about Chemical Engi-
neering, my discipline. He made me very interested, and 
was a valuable representative for the CIA. I thought about 
how challenging and interesting it would be to work for 
the federal government because of him.

Moderator: What about these events caught your attention on 
campus? Why? 

S: I was actively searching for an internship at the time. I saw 
a CIA poster board and decided to talk to the rep. It had to 
be the secrecy and the general awe of the CIA that caught 
my attention.

ls u stu De Nts s e e Gove r N M e Nt A s  
stAb le oPtIoN,  b ut wA Nt to Pu rs ue  
otH e r oPPo rtu N ItI e s F I rst

When asked about why they would want to work for the 
federal government, LSU students rate “good benefits” 
and “job security” very highly, at 83 percent and 73 per-
cent respectively. Having the opportunity to “work on 
issues that interest me” also scores highly at 80 percent. 
Conversely, the main reasons LSU students would not 
want to work for the government include not knowing 
what careers are available and perceptions of too much 
bureaucracy. 

A full two-thirds — 67 percent — of LSU students in-
dicated they would consider federal government at some 
point in their career, and six percent reported that they 
had applied for a federal internship or co-op in the past 
two years. Five percent indicated they had applied for a 
federal job. However, as at other pilot schools, the major 
trend for immediate post-graduation plans was gradu-
ate school, with 44 percent saying that would be their 
next step, 28 percent planning to work in the private 
sector and four percent planning to work in federal gov-
ernment. 

ls u stu De Nts HAve A N APPetIte to leAr N Mo r e 
— tAI lo r to tH e I r Ac ADe M Ic DIscI PlI N e

Given that LSU students had comparatively low aware-
ness of federal opportunities in 2005, the gains in aware-
ness and interest are very promising and suggest there is 
even more room to continue educating students about 
the specifics of federal employment. In particular, LSU 
students seem eager for information that targets their 
academic discipline and the special benefits associated 
with federal employment. 
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LSU Student (Mathematics Junior, Male): I think the best way 
would be to have speakers come to classrooms and give 
talks. While the talks should pertain to whatever the class 
may be studying, it would also provide an opportunity 
for the speaker to share what he does at his job and how 
it applies to these specific students. Targeting the right 
group of students with the right jobs will be key I believe.

Moderator: How would that kind of approach make you more 
likely to consider a job or internship with the federal govern-
ment? 

S:  It would provide me with an insight into what this specific 
department does. Right now there are so many depart-
ments with so many openings it can be overwhelming to 
find one that fits you. This would allow for us to connect 
with an individual and see what he does, and to deter-
mine if it is the sort of thing we would like to do.

LSU Student (Animal Sciences Senior, Female): Put a LOT 
more emphasis on the benefits a student could receive 
from it. I mean, we got a broadcast email announcing 
summer internships, but all it really said was the title of 
the job choices and a link to their Web sites. I immediate-
ly deleted it because I didn’t think it applied to me and 
didn’t have the time to go investigate it. I think I received 
that email Monday or Tuesday, and that was one of the 
first times I had ever heard of this program. 

Moderator: What kind of information would you hope to learn 
about jobs with the federal government from these emails? 

S: What they could do for me, my future education, and fu-
ture career path. If they could help with tuition, or student 
loans, if the experience I got would enhance my applica-
tion or my chances of getting into vet school, etc. 
  

Please indicate for each whether you participated, knew of but didn’t participate, or did not know about event (% out of total at LSU indi-
cating that they knew of or participated in each event; 54% of all respondents participated in at least one event; of those participating,  
% indicating the event made them more likely to consider a job, co-op or internship with the federal government)

Knew of Event Participated More Likely to Consider 

Visited job boards such as Monster.com, Idealist.org, USAJobs.gov 21 35 53

Visited Web sites of federal agencies 15 27 71

Discussion with professor about federal opportunities 10 9 92

Spoke to recruiter representative federal agency 16 8 83

Federal career day 33 7 86

Speaker from public sector 16 7 74

Handouts/giveaways around campus about federal service 14 7 43

In class speaker or service project related to federal government 5 6 81

Visit career services re federal service 25 4 47

Meeting with advisor to discuss federal opportunities 14 3 57

Workshop or panel on federal jobs/internships 19 2 90

Event to discuss internships in D.C. 24 2 75



MAK I NG tH e DI F F e r e Nce

��

appendix iv:  the ohio state universit y

As a large campus with more than 50,000 students, 
The Ohio State University has focused more over the 
past two years on long-term infrastructural strategies 
and building relationships with federal agencies rather 
than conducting a vast series of student outreach activi-
ties. Furthermore, while OSU administrators adopted 
a broad outreach approach for most of the student-ori-
ented activities they did implement, they chose to focus 
their survey on disciplines that correspond with occu-
pations deemed mission critical by federal government. 
The students surveyed at OSU were limited to juniors 
and seniors in the engineering school or declared majors 
or minors in a foreign language.

tAK I NG A M eA s u r e D APProAcH to I De NtI F y tH e 
r IG Ht Pl Aye rs Fo r tH e loNG te rM 

OSU was unique among the Call to Serve Recruitment 
Initiative campuses in its decision to use a federal out-
reach campaign as a pilot of sorts for a longer-term effort 
to modify how all internship and career counseling is 
conducted, particularly for students not affiliated with 
one of the specific colleges. As a result, much of the em-
phasis was placed on identifying the right administrators 
to get involved, understanding how this effort could in-
form broader career and internship counseling initiatives, 
and learning how to develop long-term relationships 
with federal employers. Less emphasis was placed on 
developing student-oriented programming in the initial 
years, with the exceptions of a university-wide Federal 
Career Day in the fall of 2007 and some efforts on the 
part of the Foreign Language Center.

cHA NG e Is Poss I b le eve N oN A l ArG e c AM Pus 
wItH low leve l ProG rAMM I NG

Despite the lower level of student programming at OSU, 
students still demonstrated moderate increases in aware-
ness of federal opportunities — 44 percent of those sur-
veyed in the spring of 2007 reported that they had seen 
something in the past six months about federal opportu-
nities, compared to 38 percent in the fall of 2005. 

At least some of this increased engagement can be 
attributed to a Federal Career Day held at OSU on 
November 8, 2006, which was attended by 1,300 
students and 55 federal agencies, and which includ-

•

ed a series of occupation-specific panel discussions 
and workshops on how to find and apply for a fed-
eral job. 
The OSU Foreign Language Center also sponsored 
its first-ever Foreign Language Career Night in April 
2006, which may have raised awareness for some of 
the respondents.

os u stu De Nts r e I N Fo rce tH e I M Po rtA Nce  
oF A DuAl H IG H-toucH,  H IG H-tecH APProAcH

When prompted, 70 percent of OSU students reported 
remembering at least one type of federal activity in the 
past six months, compared to 45 percent in 2005. More 
specifically, at OSU emails from career services or other 
offices seem to have had the greatest staying power, with 
38 percent of all respondents remembering receiving 
such an email in the past six months. Compared to the 
benchmark, an increased proportion of students also re-
membered seeing federal recruiters within the past six 
months (30 percent versus 21 percent) as well as events 
focused on job opportunities in federal government (21 
percent versus 11 percent). 

When asked about a list of specific activities and pro-
grams, 42 percent of OSU students surveyed indicated 
they actually participated in one or more of the activi-
ties, and many more reported knowing about the events. 
For example, though just nine percent indicated they 
participated in the Federal Career Day, an additional 34 
percent said they were aware of the event. OSU students 
also demonstrate the importance of the combined high-
touch, high tech approach. Not surprisingly, the largest 
percentages reported visiting agency Web sites or USA-
Jobs — but it was the events that involved talking to 
someone directly — whether talking to a federal agency 
representative at the Federal Career Day or Foreign Lan-
guage Career Night, someone who came to a class or a 
meeting with a professor — that had a greater impact on 
students’ consideration of government service. 

The theme of the importance of personal contact sur-
faced in the online chats with a subset of the students 
surveyed at OSU. Like students at other pilot campuses, 
they highly value interpersonal contact and a sense that 
the employer has done his or her homework and is ac-
tively seeking students from their academic discipline. 

I went to a meeting where a man told us his experiences 
working as a Foreign Service officer. He told us about the 

•
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test (what to expect), what the job was like, the differ-
ent tracks/opportunities that there are in foreign service 
(State Department), and other pros/cons of the job. This 
seemed to give a realistic outlook of what life could be 
like working in this job… It seemed like he enjoyed his 
job and also his responsibilities/tasks as a foreign service 
officer seemed to be responsibilities/tasks that I would 
enjoy/had the knowledge to deal with.

— OSU Student (Int’l Relations Senior, Female)

Being contacted directly, even if the names came from a 
list supplied by the department, would at least give the 
impression, that there is an interest in the individual stu-
dent’s abilities and a sort of unspoken encouragement to 
take on the responsibility of the opportunity.

— OSU Student (Engineering Senior, Female) 

Students at OSU also look to their academic depart-
ments for career advice and assistance — and as our sur-
vey of faculty suggests, professors and advisors are happy 
to serve this role but need better information themselves. 
This dynamic dovetails nicely with OSU’s strategy to 
build long-term relationships between particular aca-
demic departments and targeted federal agencies. It also 
suggests there could be a big payoff to department chairs 
and advisors for establishing relationships with federal 
agencies and possibly even inviting in-class speakers. 

During the autumn quarter at OSU, many departments 
and student organizations in the College of Engineering 
host information sessions from various companies. I’ve 
attended numerous ones while at Ohio State and most 
of them are interesting even if I don’t plan on ever work-
ing for the company. Unfortunately, I have seen very few 
public, non-profit, or federal agencies do this at OSU. It 
would have been nice to see more federal agencies hold 
information sessions at OSU. The private company ones 
were very successful when they were held in conjunction 
with on-campus interviews.

— OSU Student (Engineering Fifth Year, Male) 

I think advertising specifically to students interested in 
foreign languages and international studies [would work]. 
For myself, I get most of my information from my depart-
ment through emails and there are often posters/flyers 
posted around our classrooms.

— OSU Student (Int’l Relations Fifth Year, Female) 

Fu rtH e r e Duc AtIoNAl e F Fo rts wI ll r e I N Fo rce 
H e IG Hte N e D AwAr e N e ss A N D Dr Ive cHA NG e s  
I N I Nte r e st A N D b e HAvIo r

The increase in student awareness of government oppor-
tunities based on a small set of activities on a large cam-
pus like OSU speaks to the power of targeted outreach 
about federal careers to break through the flood of infor-
mation college students face. 

Although awareness levels increased at OSU, interest 
in federal government stayed constant, as did reported 
knowledge about federal opportunities, suggesting that 
more sustained efforts to capitalize on the increased 
awareness levels would be beneficial. This fits nicely with 
OSU’s plans to develop a series of regular workshops 
on opportunities in federal government throughout the 
school year and to turn the Federal Career Day into an 
annual event.

Moreover, 78 percent of OSU students surveyed say they 
would consider federal government at some point in their 
career (compared to 54 percent willing to consider state 
government or 35 percent willing to consider local gov-
ernment). An ongoing series of workshops that address 
the range of federal opportunities as well as the processes 
for securing internships and jobs would go a long way to 
preparing students not just for immediate opportunities, 
but also for considering future career moves. 

I would like to work with the federal government because 
I feel like they offer opportunities in foreign languages, 
but I’m having trouble finding information on job oppor-
tunities. [And the] actual application process… since I’m 
graduating I can’t apply for internships with the State de-
partment, so I was told to take the civil service exam, and 
I can’t figure out where to find info about that… The State 
department rep I met directed me to his department’s 
Web site but there was nothing that either grabbed my 
attention or gave me any helpful information.

— OSU Student (Humanities Senior, Female) 
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Please indicate for each whether you participated, knew of but didn’t participate, or did not know about event (% out of total at OSU indi-
cating that they knew of or participated in each event; 42% of all respondents participated in at least one event; of those participating, % 
indicating the event made them more likely to consider a job, co-op or internship with the federal government)

Knew of Event Participated More Likely to Consider 

Visited Web sites of federal agencies 18 28 56 

Visited federal job boards — USAJobs/student jobs 10 15 58

Discussed federal opportunities with prof/advisor 16 13 67

Federal career day 34 9 61

Visit career services regarding federal service 28 6 46

Speaker came to class to talk about federal opportunities 5 5 78

Talked to CIA agent in residence 9 3 50

Met with federal representative at foreign language career night 13 1 83

Participated in workshop on how to find and apply for federal jobs 12 1 50

A leading research institution, Stanford University is a 
diverse campus with a strong commitment to public ser-
vice. With support from the President’s office, Stanford’s 
participation in the Call to Serve Recruitment Initiative 
was driven largely by its Haas Center for Public Service, 
established in 1985 by former Stanford President Donald 
Kennedy to provide institutional support for connecting 
academic study with community and public service and 
developing Stanford students to be effective public lead-
ers. The efforts at Stanford sought to elevate all levels 
of government service, including local, state and federal 
government, by building on the student body’s strong 
disposition to serve society. 

stA N Fo r D stu De Nts Ar e s e rvIce-o r I e Nte D…

There is a strong culture of service at Stanford that pre-
dated the Call to Serve Recruitment Initiative; it is the 
campus with the highest reported volunteerism rate at 
68 percent. Although graduate school (43 percent) and 
the private sector (22 percent) were the two most popu-
lar immediate post-graduate plans for Stanford students, 

Stanford had the largest percentage, 14 percent, report-
ing plans to work in the nonprofit sector, the path that 
many equate with public service most directly.

Interestingly, much of this spirit of service is shared with 
students by faculty, alumni and other student advisors, 
demonstrating how effective a cross-campus ethos can be 
in attracting and shaping student attitudes.

I believe that Stanford already strongly encourages, or 
at least praises, public service among its students and 
alumni.

— Stanford Student (Int’l Relations Senior, Male) 

I would say the talks I had with my academic advisors and 
professors (stand out the most). For me, I respect their 
opinions and for the most part they all agreed that work-
ing in the fed gov’t (even for a few yrs) would make me 
a well-rounded individual in terms of skills and values... 
These specific professors worked in D.C. and said that the 
mentorship you receive, especially when you’re young 
and aren’t too sure of your future career options, is quite 
rewarding. He also gave me info on what fellowships and 
departments would best fit my interests.

— Stanford Student (Government Senior, Male) 

appendix v:  stanford universit y
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When asked about major reasons they would consider 
government, Stanford students most identified with 

“working on issues that interest me” (87 percent), “op-
portunity to make a difference” (78 percent) and “ability 
to help people” (70 percent). These lofty reasons far sur-
passed traditionally pragmatic considerations like “job 
security” (40 percent) and “good benefits” (57 percent), 
suggesting that Stanford students do equate federal gov-
ernment with their professional ideals around contribut-
ing to society — but still need further encouragement 
to actually pursue government as a career choice. In fact, 
when asked about negative reasons they would be dis-
inclined from government, the second highest scoring 
reason after “too much bureaucracy” at 69 percent was “I 
don’t know what careers are available,” at 45 percent.

 
…b ut s e e F e De rAl Gove r N M e Nt A s coM I NG l Ate r 
I N c Ar e e r

Stanford students are just as open to working for the fed-
eral government at some point in the future as students 
at other pilot schools, with 64 percent agreeing with that 
statement. However, many of those interviewed in the 
online chats suggested that government is something 
they envision pursuing later in their career, not coming 
right out of school. This is due to a combination of a de-
sire to bolster their skills and experience either through 
graduate school or other work experiences they consider 
better career starters, and a sense that lower level govern-
ment positions do not pay as well and constrain indepen-
dence and creativity. 

I will do it later in my career, after I have established myself 
in the private sector.

— Stanford Student (Government Senior, Female) 

I would like to pursue a job in the federal government at 
some point in the future, but likely after receiving a Law or 
other graduate degree to give the possibility for upward 
mobility.

— Stanford Student (Int’l Relations Senior, Male)

Salaries are rather low and that isn’t exactly appealing 
when many of my classmates are making high five-fig-
ure or even six-figure salaries upon graduating, working 
in a bureaucracy can be frustrating since progress can be 
slow, and it can also be frustrating to see your side lose in 
a policy battle.

— Stanford Student (Government Senior, Male)

H IG H-toucH A N D H IG H-tecH Is tH e wI N N I NG 
coM b I NAtIoN Fo r stA N Fo r D stu De Nts

Awareness of federal opportunities increased at Stanford, 
with 58 percent indicating they had heard or read some-
thing in the past six months about opportunities in fed-
eral government, compared with 51 percent in the fall 
of 2005. Of those who reported seeing something in the 
last six months, there was a significant increase in those 
who remembered seeing an email from career services 
about federal government opportunities — 50 percent 
compared with 8 percent in 2005, and there were also in-
creases in hearing something in a class (17 percent versus 
11 percent). When all respondents were prompted with 
a list of activities, a very high proportion, 57 percent, 
higher than at any other pilot campus, remembered see-
ing emails about specific job or internship opportunities, 
and 24 percent remembered seeing emails about how to 
find and apply for a federal opportunity.

Ultimately, Stanford students look both to technology 
and personal contact to get information about federal 
opportunities. Several students in the online chats indi-
cated that being able to talk to someone about the range 
of opportunities would be most compelling, and though 
personal contact tends to have a slightly stronger impact 
on Stanford students’ likelihood to consider federal ser-
vice, a combination of the two will enable broader out-
reach to a larger number of students. 

Stanford Student (Int’l Relations Junior, Female): I went to 
an event co-hosted by the Stanford Dems and Stanford 
Republicans about government jobs and internships. I re-
ally liked being able to talk with students who’d done in-
ternships in the past and to hear what they really thought 
about it. I liked hearing about their experiences - the real 
side of what they thought was great and what they really 
didn’t like. I thought it gave me a much more genuine 
picture than a promotional flyer would do, and made me 
more interested, even if they had some bad things to say, 
because you know there will always be bad parts. I also 
liked that they gave out a sheet with resources for search-
ing for internships in the government.

Moderator: What other types of events, activities or meetings 
would you suggest to encourage students at Stanford Uni-
versity to consider a job or internship with the federal gov-
ernment? 

S: Host panels with people who have done jobs or intern-
ships, and try to get more information out there about 
what government jobs are actually out there, what peo-
ple can get involved with, the variety of options
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Please indicate for each whether you participated, knew of but didn’t participate, or did not know about event (% out of total at  
STANFORD indicating that they knew of or participated in each event; 54% of all respondents participated in at least one event; of 
those participating, % indicating the event made them more likely to consider a job, co-op or internship with the federal government)

Knew of Event Participated More Likely to Consider 

Workshop on government jobs/internships 18 5 50

Speakers from public sector (e.g., Susan Rice, Career Conference 
Alums in Government Panel) 22 7 67

Met with academic advisor to discuss government opportunities 21 9 73

Visited CDC regarding government opportunities 40 15 64

Spoke to recruiter from federal agency 23 19 53

In class speaker/project related to government 13 11 58

Visited Web sites of government agencies 17 39 67

Visited federal job boards - USAJobs/student jobs 20 20 56

Attended informational session by federal agency 17 7 55

Discussion with prof about government opportunities 18 12 67

Visited Call to Serve table at career fairs, etc. 13 5 50

Spoke with Stanford alumnus about government opportunities 14 10 63

Stanford Student (Humanities Senior, Female): I personally 
would probably find opportunities to actually talk with 
people in the federal government best for that, whether 
that be in a colloquium-style event or just a one-on-one 
talk.

Moderator: Why would talking to people in the federal govern-
ment be most helpful? 

S:  I feel like I can find other information about job opportu-
nities and details on the Internet, but I could only find out 
what it was really like to work there day to day by talking 
to someone who did work there.

M: What type of questions would you find most valuable to an-
swer pertaining to day to day? 

S: What the people are like, what one’s responsibilities are, 
what kinds of things one does on a typical workday.

coNtI N u I NG to MAKe tH e t I e  b etwe e N 
Gove r N M e Nt A N D s e rvIce Is  Key At stA N Fo r D 

At Stanford, those indicating they are extremely or very 
interested in federal government stayed stable, at 29 per-
cent in both 2005 and 2007 — lower than at all other 
pilot campuses. However, fully 60 percent agreed that 
there are good jobs for people like them in federal gov-
ernment, and 41 percent indicated that they personally 
sought information about federal opportunities in the 
past year. 

Moreover, 19 percent indicated they applied for a federal 
internship and 6 percent reported having applied for a 
federal job in the past year, suggesting there is a definite 
appetite to explore federal service. Stanford’s strategy of 
helping students see the connection between volunteer-
ism, the nonprofit sector and the various levels of gov-
ernment is a strategic long-term approach to bolstering 
knowledge of federal opportunities and ultimately a cul-
ture shift for students to view government as a good and 
fulfilling form of service. Due to the Call to Serve Recruit-
ment Initiative’s success at Stanford over the past two 
years and growing faculty interest in supporting students 
pursuing public service, the Haas Center has established 
a Postgraduate Public Service Program, contributing to 
the institutional infrastructure designed to support this 
culture shift. 
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appendix vi:  methodology

s e lectIoN oF scHools 

The five pilot school campuses that participated in both 
the baseline and tracking surveys were: Clark Atlanta 
University (CAU), The George Washington University 
(GW), Louisiana State University (LSU), The Ohio State 
University (OSU), and Stanford University. These schools 
were selected from a pool of nearly 600 schools within 
the Call to Serve network. The pilot schools were selected 
as partners because of their diversity in geography, size, 
academic programs and student demographics. 

A national control group of students was also surveyed in 
both 2005 and 2007, allowing us to better assess whether 
any reported changes on the pilot campuses could be 
linked to the specific Call to Serve outreach activities, 
rather than general nationwide trends. The control group 
survey was also administered online and was drawn from 
an existing panel of college students obtained from the 
research firm iModerate.

DAtA collectIoN A N D A NAlys Is 

In the fall of 2005, the Partnership conducted the baseline 
survey for the pilot schools in conjunction with our 
research partners iModerate and KRC Research. Web-
based surveys were emailed to all juniors and seniors at 
each of the pilot schools, except at OSU where it was 
only sent to juniors and seniors in the engineering and 
language areas. A sample of graduate students was also 
included in the survey. At the same time, the Partnership 
gathered qualitative data from faculty at each of the 
pilot schools—an average of 15 faculty members per 
school—to gauge awareness of federal job opportunities 
and outreach initiatives on campus.

The survey was conducted via the 
Web at each school. Invitations 
to participate were sent to a list 
of registered juniors, seniors 
and graduate students provided 
by each pilot institution and to 
all engineering and language 
students at OSU. 

In addition to answering a set of open and close-ended 
questions, an average of 40 students at each pilot school 
and from the control group participated in online “chats” 
with a trained interviewer to provide context and explore 
student responses further.

The same basic methodology was used to conduct the 
tracking surveys and chats in 2007 with two exceptions: 
(1) as previously noted, students at the University of New 
Mexico were not surveyed because their school opted 
out of the project and (2) we decided not to include 
graduate students in the tracking survey.1 To ensure 
comparability of the 2007 and 2005 data sets in our 
analyses, data from the University of New Mexico and 
from graduate students reported in 2005 were omitted 
from comparisons performed with the 2007 data. 

Figure 6 shows that, overall, we received fewer responses 
to the 2007 tracking survey than to the 2005 baseline 
survey. This may have been due to the timing of the 
two surveys. Students were surveyed in the fall of 2005 
— when they were just returning to school — and were 
surveyed again in the spring of 2007, which was much 
closer to the end of the school year.  

Because the five pilot schools were already active 
participants in the Partnership’s Call to Serve Program at 
the time of the 2005 baseline survey, student awareness 
of federal opportunities on these campuses was, in most 
cases, initially higher than in the control group. Any 
reported figures showing changes in the pilot schools, 
between the 2005 and 2007 survey periods, take these 
initial differences with the control group into account. 
In other words, reported changes reflect improvements 
in the pilot schools that were not also mirrored in the 
control group.

 

Figure 6: number oF students responding by school — 2005 versus 2007

Clark Atlanta GW LSU OSU Stanford Control

2005 204 386 704 532 291 400

2007 92 280 417 429 169 1,104

1  Follow-ups with the pilot schools revealed that this population of students was difficult to target and had not been a focus of federal outreach on the pilot 
campuses during the course of the initiative. As a result, surveying and comparing data from this group for 2007 and 2005 would not have been meaningful.
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