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While traditional colleges and universities struggle 
to produce graduates with marketable degrees, the 
career college sector has channeled record num-
bers into growing career fields. Especially in today’s 
shrinking labor market, the career college sector 
has built a recession-busting approach that posi-
tions it well for any challenges it might face in the 
placement arena. 
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ecently I found myself in a blog-type argument 
with people I don’t even know well – people 
with an opinion. Okay, everyone can have 
one, I’m good with that, but this one really an-

noyed me as it dealt with the pride I associate with be-
ing a part of the for-profit sector for the past 37 years.

Beneath a blog posting that involved career educa-
tion, I read comments that challenged the very fiber of 
what we do: train, graduate and place the people who 
for various reasons chose us as an alternative to tradi-
tional colleges and universities. Somehow, by attend-
ing our schools, these people manage to be perceived 
as losers, or worse, roped into coming to our schools 
by some mojo-type admissions person because, God 
knows, there’s no way a “normal” person would ever 
choose a for-profit school over a traditional one.

I read as these experts (none of whom have ever actu-
ally operated a school or been a part of the admissions 
level other than as a “paid” expert) put down the sec-
tor with comments about our tactics, our quantitative-
only considerations, our inability to actually compete 
on a professional level and more. After I posted my 
comment, I searched all my email to see where I may 
have missed the memo titled “The inmates are now 
running the asylum,” because based on what I read 
and heard, they must be.

That brings me to this: the new proposed 
rulemaking.

Doesn’t the government have enough on its hands 
right now with trying to figure out how it can control 
things that are clearly not working? I read that the 
government is now suggesting how we classify and 
count leads, how we compensate within the already 
safe harbor, what we can do in regards to awarding 
just good old, plain outstanding performance of em-
ployees. Now, I love and respect the Department of 
Education as much as the next person, but why is it 
that we are being portrayed as the bad guys?

We are accredited; we follow federal regulations; we 

are held to specific completion and placement stan-
dards; and we love our students; we do high school 
presentations; we train many, if not most, of the trade’s 
people in healthcare, mechanics, construction, com-
puters, cosmetology, culinary, administrative, welding, 
ship-fitting, plumbing, drafting, etc. We hire thousands 
of people nationwide and pay millions in rent, even 
more on taxes. We employ trained and experienced 
professionals who could work in the professions they 
are trained in but choose to work as instructors in our 
sector. In just one school I am proud to be a part of, 
we have  three medical doctors, 5 registered nurses, 
13 people with more than 15 years' experience in 
healthcare, and a bunch of staff experienced in place-
ment and financial aid.

So how is it that I am still, after almost four decades, 
defending something to people who clearly choose 
not to understand by their own admission? People 
who seem to find it a lot easier to just criticize than to 
partner with us? I think it has a lot to do with the for-
profit status we have. After all, we are watched and 
audited carefully on how much we pay for both loyalty 
and performance.

I know someone operating a school that was compen-
sated $1,598,247 annually. And I know another who 
operartes a school that was compensated $1,496,593. 
I know another who wasn’t even running a school any-
more and was paid $3,664,569, because when he did 
run it, he did such a good job. I have no idea what 
the placement or graduation rates were at their institu-
tions, but I can only assume for that kind of compen-
sation, they must have been outstanding.

Another person I know led a school with a 78 percent 
placement rate who worked at least 10-12 hours a day 
every day and  spent many Saturdays reviewing stu-
dent performance in the classroom. He made $83,000 
last year. And he worked for a career college. The 
multimillion-dollar salaried executives I mentioned: 
They worked for nonprofit institutions.

In fairness, did they earn the right to make millions? 

letter 
tHe 

eDitOr

r
 Dave ruggieri    |     President/CeO at florida technical College

u tO
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Let’s look at what matters most. What was the com-
pletion and placement at all those schools? You see, 
I believe if the government is thinking that placement 
and completion rates are so important that they tie 
participation in funding to them, then they should tie 
completion and placement to all schools, too. A tax-
based funding resource impacts all taxpayers in the 
same way. So, let’s level the playing field and say 
placement and completion are the only way you get to 
stay in the education arena. 

Tax dollars today are being 
used to recover from mis-
managed government over-
sight in banking, securities, 
real estate and FHA loans, 
and most of those, by the 
way, are very, very heavy 
in incentive compensation. 
In some cases, you will be 
fired on the spot if you don’t 
sell enough of whatever they 
peddle. Those same govern-
ment programs that support 
billions and billions of dollars 
of misdirected, mismanaged 
spending want to tackle the 
for-profit education sector – 
with no regard for the other 
sectors in education.  I think I 
am on safe ground to say that 
if regulators saw a for-profit 
administrator make over $3 
million in a year, while par-
ticipating in TIV programs, 
someone from the region OE 
would make a quick stop by 
and want to know what the 
merits were to have been compensated at that level. 
The guy in the not-for-profit: same TIV opportunity,  
no issue.

To make it all a little more crazy, all those security groups, 
banks, real estate companies, insurance companies, etc, 
are all for-profits, too. They waste billions with very little 
continued or managed oversight – lots of saber-rattling – 
no oversight that is meaningful. However, there may 
be a for-profit school somewhere out there that has 
paid a manager for excellent performance in student 
retention – likely within the strict guidelines of the safe 
harbor. Let’s go after them and maybe take away their 
right to participate – again, I missed the memo.

Okay, now the solution.

Get on the phones, call your leadership in D.C. Call 
and join the Career College Association, if you haven’t 
already. Send a few well-worded letters to the pow-
ers that be at your Congressional level asking for their 
support in letting the sector do the job of training those 
people who choose to attend your school. Ask if it’s 
possible to let the leaders determine the most effec-
tive way to go about the process. Take a trip to D.C. 
and meet with your senator and bring along testimoni-
als and your completion and placement performance. 
Respond to the proposed rule making request for com-

ment. If you don’t, they will 
assume they are right, and 
you don’t care.

Send a letter to the Secretary 
of Education and invite him 
to your school. He is new; let 
him see for himself the way 
these schools impact peo-
ple’s lives. Get your students 
to pen a letter to him explain-
ing why, without your help 
and the availability of student 
loan access, their situations 
would be dire. Encourge the 
students in your school who 
have previously attended a 
traditional college, junior col-
lege or community college, 
to compose a letter to him 
explaining why they left and 
never finished at those insti-
tutions.

We know why they leave, but 
it’s my guess those institu-
tions blame the student – 

they just weren’t right for the school, campus, pro-
gram, etc. We know that the majority of the reasons 
were centered around the fact they could not get the 
help they needed on a number of levels and looked for 
an alternative. They did not give up on their dream, 
only on the source of that dream's ability and desire to 
help them make the dream a reality. And, as many of 
you know, those are their words not mine.

Our new Secretary of Education seems like a pretty 
bright guy to me. The more traditional sector probably 
has easier access to him than we do, so I am sure 
all he hears is the negative side. Let’s communicate 
directly with him and give him the other side. Let’s ask 
him to take a leap of faith and get to know our sector 
through the eyes of our students.



JANUARY 2010    |   6

Will all this make a difference? Who knows. But again 
I have faith in this administration to do the best it can 
with the hand it was dealt. Like my mother used to tell 
me, “Have some chicken soup, David. It can’t hurt.”

So, come on. We are always telling everyone how 
good we are, how much more financially effective we 
are, how we can produce a graduate for less expense 
than the traditional sector, etc. Here, I’ll start …

Mr. Ruggieri makes several strong points, but maybe 
none as important as his comments about the role the 
career college sector fulfills in supporting the American 
labor force. Preparing students for what more often than 
not are the least flashy positions in today's workforce 
is hard work. We also know it’s a serious business and 
even more taxing when the detractors take issue with 
our work and our students.

While everyone knows our work often goes overlooked, 
it can be hard to remember the nature of our business 
is the very reason we attract so much negativity from 
other sectors of education and on Capitol Hill. No, it's 
not necessarily the way we do our work that focuses the 
naysayers on us. It's the work itself – misunderstood, 
unappreciated, unclear to people outside the career ed-
ucation realm – that keeps it at odds with the establish-
ment. I like this aspect of the business. I imagine most 
execs in the sector do.

Career education isn’t showy. Career college graduates 
aren’t following paths that take them straight from sci-
ence halls to laboratories to test theories for gene re-
placement that might one day lead to a cure for cancer. 
They aren’t studying for the bar exam in hopes that one 
day they can stand before the Supreme Court and argue 
a case. They aren’t out to change the world. But they are 
out to change their world, and therein lies the issue that 
clouds the industry’s perception on Capitol Hill and the 
world at large.

Quietly, career college students go from classrooms – of-
ten with the benefit of an internship – to medical offices, 
companies of all sizes, the manufacturing world and so 
on to fill needed roles that bring their families something 

Dear Secretary Duncan:

Let me tell you about my for-profit school located in 
Orlando. We currently serve over 1,000 young adults. 
People in their mid-20s who are looking to positively 
change their lives through career education …

Hey, have a bowl of my mom’s chicken soup – it  
can’t hurt.

Our 
resPOnse  kevin kuzma    |     editor

more than they would have had without an education. 
They are, in essence, protecting themselves from relying 
on unpredictable or low-paying careers tending bar, wait-
ing tables, parking cars or hauling loads.

The only way to create real progress here is through po-
litical means. Arthur Keiser, President of the Keiser Uni-
versity System, said it best in a brief email he sent to 
us in December: “Institutions must realize that almost 90 
percent of their students' tuition is financed from a single 
source, the federal government.  In order to influence 
or change the direction of the government, institutions, 
employees and students must get active in the political 
process just as our detractors have.  Members of our 
community must work together to protect our students 
and their educations.

“CCA, our trade association which is dedicated to pro-
tecting our students, has mobilized to educate Congress, 
the Department of Education, the educational commu-
nity and the general public on the value of our schools.  
Everyone needs to be involved by participating on com-
mittees, being involved in the grassroots political efforts, 
raising money or just advocating to the public policy-
makers at events like Hill Day.”

Sector leaders are telling us to get involved. They are 
pointing toward Capitol Hill. Like Mr. Ruggieri, Mr. Keiser 
and others, we encourage you take up your pens, sched-
ule a plane flight to Washington and take student testi-
monials with you. This isn’t about seeking out glory for 
the work you do. That isn’t your nature or you wouldn’t be 
in career education. Someone needs to understand the 
good you do, and it might as well be the people who are 
making decisions. ■
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sCHeDule at a GlanCe
Accreditation 
Workshops 
(initial and 
renewal) 

ABHES Workshops (evaluator and 
team leader training, orientation to 
revised accreditation manual) 
Membership Meeting
Welcome Wine & Cheese Reception

Deluxe Breakfast
General Assembly and Keynote 
Speaker
Six Breakout Sessions
Buffet Lunch with Exhibitors

COnferenCe PreVieW

national Conference on allied Health 
education

7th Annual 
 Jenni Valentino    |     editor
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end at 12 pm on Feb. 12

fr
iD

a
y,

 
fe

B
r

u
a

r
y

 1
2 Deluxe Breakfast

General Assembly with Special Guest Speaker
Regulatory Panel
Awards Ceremony
Closing Remarks

ark your calendars for one of the sector's most 
preeminent health education events. On Feb. 
10-12, the 7th Annual National Conference on 
Allied Health Education will be hosted by the Ac-

crediting Bureau of Health Education Schools (ABHES).

"The ABHES annual conference is an event no serious-
minded allied health educator or administrator can afford 
missing,” said Mel Weiner, President of Mandl School. 
“The conference excels in providing comprehensive news 
and information, not only about recent developments in 
accreditation, but also about emerging developments in 
allied health fields, whether in the teaching of electronic 
health records, the integration of clinical technology in the 
classroom for the improvement of teaching; or new feder-
al rules, regulations and policies that significantly impact 
higher education nationally. 

"I deeply appreciate the depth of thought and consideration 
that goes into the planning of the annual conference – 
I learn something new and important there every year."

This year’s conference will be held at the new ARIA Re-
sort & Casino in Las Vegas, Nevada.   Located in the long-
anticipated CityCenter complex on the infamous Las Ve-
gas strip, the resort promises to be the perfect venue for 
the conference’s new, extended format. 

The 7th annual conference will offer more breakout ses-
sions than ever before, to allow a record number of dynam-
ic speakers to address the interesting, beneficial topics that 
are important to your institution.  Additionally, conference 
highlights will include accreditation workshops, special 

guest speakers, an awards ceremony and more.

“The National Conference on Allied Health Education 
hosted by ABHES is exactly what an industry confer-
ence should be: informative, fun, well-organized by an 
amazing staff, and well-attended by so many interest-
ing and wonderful people. Breakout sessions and work-
shops are presented with the specific and unique is-
sues of the allied health industry in mind,” said Joanne 
Johnson of Education Advisors Inc.  “The people are 
just phenomenal. The ABHES staff makes every confer-
ence a pleasure to attend, and the people who make 
up the allied health community are supportive of one 
another and welcoming to everyone.  This conference 
is a must for anyone involved in allied health or looking 
to become involved. It’s a very special opportunity to 
gain valuable information and meet fantastic people all 
in one place.”

Officials from ABHES-accredited institutions and pro-
grams won’t want to the annual membership meeting, 
scheduled for 3:30 pm on Feb. 10. The meeting will in-
clude discussion of ABHES accreditation issues, a vote 
for commissioners, and Q&A with ABHES commission-
ers and staff and will be immediately followed by the 
opening wine & cheese reception.

There’s not much time left to make your conference ar-
rangements. Visit the ABHES web site at www.ABHES.
org to register online. All major U.S. credit cards ac-
cepted. Click the Events tab on the homepage to view 
the program preview that contains specific sessions, 
speakers and times, and sponsorship opportunities. 

Six Breakout Sessions
Credentialing Panel Update
Conference Reception

M

tHirD annual GOlf tOurnaMent

Kick off your conference experience on the 
golf course. The third annual ABHES golf 
tournament is scheduled from 8 am to 1 pm on 
Wednesday, Feb. 10.  

Your $150 registration fee includes green fees, 18 holes, 
golf cart, scoring, cart signs, scoreboard and GPS 
system, boxed lunch and snacks, tax and gratuity, and 
transportation to and from the resort to the course. ■
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areer College Central recently had the opportuni-
ty to interview Wall Street Journal all-star analyst 

Trace A. Urdan about the Signal Hill 3rd Annual Education 
Preview Investor Conference. Mr. Urdan is the Signal Hill 
Managing Director, as well as the editor of a well-known 
weekly industry newsletter, and is widely regarded as an 
expert on the topics of career education and e-learning. 

Q:  Why is Signal Hill’s investor conference looked on so 
favorably in the career education sector? What does it 
bring to the table that other investor conferences do not? 

A:  With three day-long tracks of public and private compa-
nies in the postsecondary, K-12 and services sectors, 
the conference offers the broadest range of companies 
of any similar Wall Street conference. 

Q:  The Signal Hill investor conference is always well at-
tended and draws some of the most prominent figures 

in the career education realm. But why was 2009’s con-
ference of particular importance to the sector?

A:  Investors are quite concerned regarding the regula-
tory and legislative outlook for the industry, and this 
year’s conference allowed them to hear directly from 
Jim Shelton at the Department of Education, as well 
as from our panel of experts who offered some helpful 
reassurance on these points.

Q:  Certainly, recent issues, such as the CEC’s inquiry into 
the UoP’s accounting practices, have put investors on 
edge. Do you think this conference will help ease some 
of the worry that might be out there among investors 
about education stocks? Why or why not?

A:  I think Apollo’s appearance certainly reassured their in-
vestors and encouraged those that might be consider-
ing Apollo at its current discounted price. 

 COnferenCe COVeraGe

trace urdan 
Discusses the 

signal Hill 

education 

Preview

investor 

Conference

C

 Jenni Valentino    |     editor
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the s ignal Hi l l  3rd annual education Preview investor Conference was held on thursday, no-

vember 12, 2009, in Balt imore, Mar yland. the conference previewed 2010 trends and out looks 

through presentat ions f rom leading publ ic and pr ivate companies in the education market, 

one-on-one investor meetings , and panels that addressed key topics and emerging trends in 

the for-profi t  education market.

attendees included: 

•  American Public University  
Systems (APEI)

• Apollo Group (APOL)

• ATA Inc. (ATAI)

• Blackboard (BBBB)

• Bridgepoint Education (BPI)

• Capella University (CPLA)

• Career College Association

• China Distance Education (DL)

• China Education Alliance (CEU)

• ChinaCast Education Corp. (CAST)

• ChinaEdu Corporation (CEDU)

• Connections Academy

• Corinthian Colleges (COCO)

• DeVry Inc. (DV)

• Dickstein Shapiro

• Education Management Corp. (EDMC)

• Eduventures

• Grand Canyon Education (LOPE)

• Inside Higher Ed

• K12 (LRN)

• Lincoln Education (LINC)

• National American University

• Noah Education (NED)

• Nobel Learning Communities Inc. (NLCI)

• Plato Learning (TUTR)

• Princeton Review (REVU)

• School Specialty (SCHS)

• Schoolnet

• Scientific Learning (SCIL)

• SignificantFederation, LLC

• Strayer (STRA)

• Teachscape

• TUI University

• 2tor Inc.

• U.S. Department of Education

• Universal Technical Institute Inc. (UTI)

• Wireless Generation ■
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full-ride scholarship to Professional Golfers 
Career College puts veteran back on track

 kelly Duffy    |    Contributing Writer

Golf 
War 
Vet
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David Hillary receives his scholarship at the 4th Annual Tee It Up Celebrity Golf Tournament at Valencia Coun-
try Club in Santa Clarita, California. From left to right, Jack Gyves, Mike Proscia, David Hillary, Eric McCarty 

and Mark Bland, Director of Admissions for the Professional Golfers Career College.

fter four tours of duty in Iraq and five in Af-
ghanistan, a soldier might begin to think the 
odds of surviving unscathed are on his side. If 

that thought ever crossed the mind of David Hillary, it 
was blown away forever on Sept. 21, 2006. An impro-
vised explosive device, or IED, blew up, killing three 
members of his team and severely injuring Hillary. 

Hillary was seriously injured and lucky to be alive, but 
the road to recovery would be a grueling one. His inju-
ries included head trauma and major spinal damage, 
as well as damage to his legs. He needed a wheel-
chair and lots of time in the operating room. Surgery 
after surgery put him back together piece by piece. 
More surgeries are scheduled for 2010.  

The sports that came easy to him turned grueling. 

A A former two-handicapper on the golf course (that’s 
good, for you non-players), Hillary wants to rebuild 
his game now that he’s able to walk again. He will get 
the chance and then some with a full-ride scholarship 
to the Professional Golfers Career College starting in 
May. 

“I am very excited,” Hillary said. “What more could a 
person ask for to help transition a new life and a new 
career?” 

Hillary is one of three disabled veterans receiving full 
scholarships to PGCC (one for each campus) as part of 
the Wounded Warriors Project – an organization sup-
ported by the Tee It Up Radio Network through a fall 
golf tournament. The scholarships were handed out at 
the 4th Annual Tee It Up Celebrity Golf Tournament at 
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Valencia Country Club in Santa Clarita, California.

PGCC has campuses on both coasts in Temecula, Ca-
lif.; Orlando, Fla.; and Hilton Head, S.C. PGCC is an 
accredited golf college that offers a specialized Asso-
ciates degree in professional golf management. The 
college provides a thorough golf education that helps 
its graduates find careers in the golf industry, includ-
ing management, golf instruction and business.

“Sometimes these returning veterans are not accorded the respect 
and gratitude they deserve. These scholarships are a token of our
respect and admiration.” - Dr. Tim Somerville, Founder and President of Professional Golfers Career College

Dr. Tim Somerville, Founder and President of PGCC, 
presented the scholarships to Hillary; Eric McCarty of 
Jacksonville, Fla.; and Michael Proscia, who is still on 
active duty in Arizona. Each one is worth $25,000.
 
“Sometimes these returning veterans are not accorded 
the respect and gratitude they deserve,” Somerville 
said. “These scholarships are a token of our respect 
and admiration.”

Hillary hopes he’s healthy enough to begin the pro-
gram in the spring. His own experience has already 
charted his next path. With a degree from PGCC, he 
hopes to design a program to teach disabled people to 
enjoy the game of golf. 

Education 
         on the 
                Links

the Professional Golfers Career 

College degree program lasts 

two academic years and con-

tains 72 semester units, including 

16 semester units in general edu-

cation. the entire program con-

sists of about 41 courses.

the objective of the program is to 

help the student attain a funda-

mental grounding in professional 

golf management, including an 

introduction to the theory and 

practice of golf shop operations, 

methods of golf teaching, golf 

rules, and 

country club 

m a n a g e m e n t . 

Prospective enrollees 

are encouraged to visit the 

physical facilities of the school 

and to discuss personal educational 

and occupational plans with school per-

sonnel prior to enrolling or signing enroll-

ment agreements. ■

Kelly Duffy is a seven-time Emmy Award-
winning investigative reporter, producer and 
news manager. Contact Duffy at kellyd@
careercollegecentral.org.
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Susan F. Schulz 
& Associates, Inc.

Consultants to the Career 
School and College Sector

Dr. Susan F. Schulz 
Contact: (561) 483-9554

susan@susanfschulz.com  |  www.susanfschulz.com

Specializing in the Purchase and Sale 
of Career Schools and Colleges.

 Barry J. Berkowitz Ph.D. 
Certified Business Intermediary

Licensed Real Estate Broker
Contact: (561) 241-2412

barry@sfsintl.com  |  www.sfsintl.com

Career Schools and Colleges  
Are Our Only Business.

RIGHT NOW, SHE’S PROCESSING FINANCIAL AID APPLICATIONS.

FA packaging and Title IV administration. Financing fl exible terms and nontraditional 
students. Keeping students motivated and enrolled. It’s automatic with CampusVue 
Financial Aid. The solution’s automated workfl ow engine enables you to process fi nancial 
aid applications anywhere, anytime. You can even schedule processing for off-hours or 
work breaks. Just defi ne your exceptions criteria and let the system do the rest.

• Automatically package loans with government agencies and lenders
• Automatically schedule disbursements and generate award letters 
• Automatically reroute for exceptions handling 
• Automatically generate reports for Title IV regulatory compliance

Enroll and retain more students, streamline workfl ows, and cut costs with an 
enterprise-class solution for fi nancial aid administration.  

See CampusVue Financial Aid in action at www.campusmanagement.com/FA

© 2009 Campus Management Corp. All rights reserved. Campus Management Corp and CampusVue are registered trademarks of Campus Management. 
These marks may be registered in the U.S. and other countries. All other trademarks and registered trademarks are the properties of their respective owners.

It’s automatic with Campus Management.
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Education 
         on the 
                Links



JANUARY 2010    |   16

th
e D

epartm
ent o

f e
ducatio

n’s 
atte

m
pt t

o ham
per p

ro
ductiv

ity
 a

nd st
ifle

 g
rowth

Negativ
e 

on Neg Reg


 D

anie
l l

. B
ennett 

   
|   

 th
e C

ente
r f

or C
olle

ge a
ffo

rd
abilit

y a
nd P

ro
ductiv

ity

COntriButeD artiCle



Subscribe at www.CareerCollegeCentral.org       |   17

T
he Department of Education (ED) solidified its 
position on the for-profit higher education indus-
try in early December when it released the re-
sults of its so-called negotiated rulemaking com-

mittee. Its proposals to amend the Higher Education Act 
(HEA), which regulates the use of Title IV funding (federal 
financial aid), have the potential to reduce the competi-
tiveness, productivity and growth potential of the for-profit 
sector. The resulting proposals cover a range of issues 
related to institutional eligibility for Title IV funds that 
would ostensibly apply to all segments of the postsecond-
ary market, but there are several that appear clandestine-
ly targeted at the for-profit sector, including proposals to 
eliminate the 12 safe harbors of incentive compensation 
and to create a reasonable relationship between the cost 
of the program and expected earnings.   

Currently, incentive compensation for admissions offi-
cials based on enrollment figures is prohibited, which has 
been a positive for all of postsecondary education as it 
has helped reduced overly aggressive recruiting tactics.  
There are, however, 12 
exceptions (so-called safe 
havens) that permit colleg-
es to compensate employ-
ees and investors based 
on performance. Employ-
ee incentives, in the form 
of financial rewards or oth-
erwise, are a crucial tool 
in the private marketplace 
and an effective manage-
ment practice that moti-
vates worker performance, 
enhances productivity and 
drives profits. Career edu-
cation is a highly competi-
tive industry that relies on 
student tuition for survival 
due to the absence of direct public subsidies, mammoth 
endowments and research funding enjoyed by the public 
and private not-for-profit sectors. This means institutions 
with an existence that is contingent upon making a profit 
must meet enrollment objectives to remain financially vi-
able, and the market-based nature of the for-profit busi-
ness model suggests that incentivizing employees is the 
one of the most productive methods of achieving these 
goals and remaining competitive. 

ED wishes to abolish all incentive-based compensation in 
higher education, including exceptions currently permis-
sible. I will briefly discuss three of the current exceptions 
and the possible implications of eliminating them. First, 
incentives are allowable for recruiters based upon their 

recruitment of students who enroll only in programs that 
are not eligible for Title IV, HEA program funds. Second, 
profit-sharing or bonus payments that are made to all or 
substantially all of an institution's full-time employees and 
are substantially the same amount or the same percent-
age of salary or wages, are permitted. Third, profit distri-
butions to owners are legal.   

ED’s proposal to eliminate these exceptions is alarming 
and would represent an intrusion of the federal govern-
ment into the private marketplace. First, the federal gov-
ernment doesn’t have a direct interest in programs not 
eligible for Title IV funds because participating students 
are not eligible for federal financial aid. Such students pay 
for these programs with private funds or perhaps local or 
state aid. In the latter case, it should be left to local offi-
cials to decide whether incentive pay is permissible when 
public funds are involved. Next, eliminating a private com-
pany’s ability to incentivize its employees has the potential 
to hamper its productivity and lower its competitiveness. 
Lastly, when private businesses earn a profit, they gener-

ally do one of two things: 
re-invest the earnings or 
distribute them to own-
ers. ED seeks to elimi-
nate the latter option, 
ostensibly desiring col-
leges to squander away 
all of their earnings in 
a manner similar to the 
not-for-profit and public 
sectors. This would de-
ter investors and their 
capital from the sector, 
stifling the innovative 
and transformative mo-
mentum of proprietary 
education.

Although he did admit that “a change in employee incen-
tives could result in a decline of counselor productivity,” 
education analyst Ariel Sokol issued a more optimistic 
outlook of the committee’s proposal in a Wedbush Securi-
ties’ industry note, suggesting that the proposed elimina-
tion of safe harbor incentive compensation is a “negative 
in the near term,” but could be a “net positive in legitimiz-
ing the sector.” Sokol substantiated this claim by noting 
that “market-funded institutions are typically derided by 
the media, elements of the investment community and 
consumer advocacy groups as ‘boiler room operators’ 
who seemingly vie to enroll new students regardless of 
student outcomes,” and the barring of the safe harbors 
has the potential to change that perception.  

" i f  adopted, the 
proposed changes 

would be detr imental 
to the productiv i ty, 

competit iveness and 
growth opportunit ies of the 
career col lege industr y …"
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Perhaps more intrusive than the elimination of incentive 
pay is ED’s proposition to impose what amounts to gov-
ernment price controls on vocational education. Many on-
lookers were expecting the committee to offer a definition 
of the term “gainful employment” of graduates of occupa-
tionally specific programs in determining eligibility for Title 
IV funding. Instead, ED proposed that eligibility for Title IV 
funding be tied to postgraduate earnings, offering two op-
tions for determination – a surprisingly aggressive move. 

The first option would relate the cost of a program to its 
“value added,” defined as “the difference in annual earn-
ings between a high school graduate and a person who 
completes a vocational program.”  If the cost of a pro-
gram exceeds more than three times (or some other pre-
determined multiple) of the value added, then the pro-
gram would not be eligible for Title IV funds. The second 
option would utilize a debt-to-income ratio to determine 
if the expecting entry-level salary for graduates of a pro-
gram is sufficient to meet debt payments and living ex-
penses. If not, then the program would be ineligible for 
Title IV funds. Implementation of either method would be 
an “overreaching” of ED to “insert itself into the business 
of setting prices” of a competitive private marketplace, 
as Signal Hill education analyst Trace Urdan said in a 
Chronicle of Higher Education article, “Officials of For-
Profit Colleges See Department’s Proposed Rule Chang-
es as Aggressive.” 

Sokol described this proposal as a potentially “dangerous 
precedent for a regulating body to determine the appro-
priate price points of certain program.”  The stock market 
reacted negatively to the news, with publicly traded edu-
cation stocks dropping an average of 2 percent on the 
day of the announcement. 

If adopted, the proposed changes would be detrimental 
to the productivity, competitiveness and growth oppor-
tunities of the career college industry, as performance-
based compensation would be banned and price con-
trols exerted, effectively increasing the government’s 
influence on a private marketplace. This would be an 
unwelcome endeavor that threatens a thriving sector 
that has shown the most innovative potential to trans-
form postsecondary education into a service that is 
accessible, affordable and beneficial to all students  
and society. ■

Daniel L. Bennett is the Administrative Director 
and a Research Analyst for the Center for College 
Affordability and Productivity, an independent higher 
education think tank based in Washington, D.C. 
dbennett@centerforcollegeaffordability.org
www.CenterForCollegeAffordability.org
www.CollegeAffordability.BlogSpot.com
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BOOk reVieW

a practical guide to understanding, developing and applying 
emotional intelligence to encourage success in your employees. 

In an interview with 6Seconds.org, author David Caruso said, 
“Our book is focused purely on the ability model of EI and its 
application to what I know best – the business world. The ap-
plication of the ability model to the workplace is new, it’s practical 
and gets to the heart of what many people need to practice to 
get the benefits of emotional intelligence to be a better a leader.”

Based on the "four-ability" model of emotional intelligence first 
developed by John D. Mayer and Peter Salovey in 1990, the 
book delves into how to appropriately employ the four key 
emotional skills in management (perceiving emotions, using 
emotions, understanding emotions and managing emotions).  
By learning to discern these skills in yourself, identify employ-
ees who are already skillful, reach out to those who are not, 
and help all employees hone their varying levels of abilities, 
you may find management easier and more fulfilling for you 
and your team. ■ 

tHe eMOtiOnally intelliGent ManaGer: 
HOW tO DeVelOP tHe fOur key eMOtiOnal skills Of leaDersHiP

Since 1990, emotional intelligence has 
been regarded as an important and rel-
evant means of dealing with your own 
emotions, interacting with other people 
and navigating your social environment.  
Proponents believe that the ability to 
identify, assess and manage the emo-
tions of yourself, others and groups can 
contribute to overall success, person-

ally and professionally. Still, even the most adamant advo-
cates of emotional intelligence have had a difficult time find-
ing a practical workplace application for their knowledge.   
Until now.

The Emotionally Intelligent Manager is a practical, credible 
approach to using the concept of emotional intelligence in 
the workplace. Written by two psychologists – one of whom, 
Peter Salovey, is credited with laying the scientific foundation 
for the emotional intelligence theory model – The Emotion-
ally Intelligent Manager is engaging, accessible and provides 


 Jenni Valentino  |    associate editor
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�� Study Guides
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Products can be purchased by 
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Learning to study and review at any 
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Sponsored by the Imagine America Foundation

SCholArShiP APPliCAtionS ContinuE to inCrEASE

nEW hirE 

EArly Golf rEGiStrAtion

On Nov. 13, the annual Imagine America Promise schol-
arship program came to a close. Early on, we realized 
a high volume of applications would come in 2009.  We 
would soon find out how many. One day after the dead-
line, the Foundation had received more than 650 Prom-
ise applications sent from participating career colleges 
across the country. After reviewing last year’s num-
bers, we soon realized that the number of applications  
had tripled.

Promise, sponsored by the contributors of the 21st Cen-
tury Workforce Fund, is a $500 cash grant applied to 
the recipient's tuition balance at a participating career 
college. Eligible applicants must have been an Imagine 
America high school scholarship recipient, have a cu-

The Imagine America Foundation (IAF) welcomes Cheri 
Rudd. Rudd has been appointed as the Client Services 
Representative for the Foundation. In this position, Rudd's 
primary responsibility will be to work closely with partici-
pating career colleges to assist and support them with the 
Imagine America scholarship and award programs. 

“It’s very nice to be part of an organization which provides 
scholarships and assistance to students who are furthering 
their education and enhancing their lives,” Rudd said.
 
Rudd brings years of experience in customer relations to the 
Foundation. Before joining the Foundation, Rudd worked in 

Before the busy schedule of the 2010 Career College 
Association Convention starts, why not put your golfing 
skills to the test? The annual IAF golf tournament has 
grown to the point that the last two years have been sold 
out, and a waiting list had to be created – something 
the Foundation doesn’t expect to change at the 2010 
tournament.  

This year’s annual IAF golf tournament, sponsored by 
Cengage Learning, will be held at the TPC Las Vegas 
on  June 9. Wake up early and take in the desert sur-

mulative 3.5 or higher GPA, and a 95 percent or higher 
attendance rate. Many of these students have overcome 
life obstacles and are now leaders in the classroom and 
continue to be the top achievers of their class. 

Increases in scholarship applications is nothing new to 
the Foundation. In 2008 the Imagine America high school 
program experienced an increase of 25 percent, and 
the Military Award Program (MAP) saw a 65 percent in-
crease. Looking at the 2009 numbers, another increase 
is expected, especially in the Adult Skills Education Pro-
gram (ASEP), which was launched in 2008. More and 
more students are choosing a career education, and the 
Foundation is excited to be able to assist them through 
the Imagine America scholarship and award programs.

sales and the customer service field for several companies. 

"We're all very excited about Cheri joining the Imagine Amer-
ica Foundation family," said Robert L. Martin, President of the 
Imagine America Foundation. "Cheri's knowledge of client 
service and her commitment to assist participating Imagine 
America schools will help the Foundation's future growth."
 
As part of Rudd’s responsibilities, she talks to participat-
ing career colleges every day. “The colleges that I’ve spo-
ken with have been enthusiastic about the Foundation; 
it’s a great feeling to be a part of a positive organization,”  
Rudd said.

roundings while enjoying a level of service and personal 
attention that is normally reserved for the greatest play-
ers in the world. Just one of the many benefits of playing 
on a TPC course.

The Foundation has opened registration for the 2010 golf 
tournament early. To make sure you get your spot, fill 
out the registration form found at www.Imagine-America.
org/04-Convention-Activities.asp, fax 202.408.8102, or 
contact Patty Gallagher at pattyg@imagine-america.org 
or 202.336.6726. 
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★

PEEr to PEEr 
Career eDuCatiOn COrPOratiOn, iMaGine aMeriCa fOunDatiOn  
Present Career COlleGes inDustry's’ first Peer-reVieWeD PuBliCatiOn

Traditional academia has long placed a badge of prestige, 
respect and consequence on the studies, opinions and 
theories published in peer-reviewed journals. While univer-
sity professors, researchers and faculty have gotten used 
to these academic journals as a way to share their ideas, 
career college leaders have never had a similar outlet. Un-
til starting this winter, the Career Education Corporation 
(CEC) is teaming up with the Imagine America Foundation 
to present the career college industry’s first peer-reviewed 
publication.

To the excitement and pride of the sector, the online jour-
nal will be fully available online and open access, by vis-
iting www.Imagine-America.org/HigherEducationJournal.
asp. Each issue is slated to contain “papers on the schol-
arship of teaching and learning as it relates to the career 
education sector,” said Dr. Donna Gray, Chief Academic 
Officer and Senior Vice President of Academic Affairs.  
The online journal will highlight instructional theories and 
practices that promote student engagement, achievement 
of learning outcomes, implementation of technology and 
demonstration of holistic assessment within the context of  
career education.  

Imagine America Foundation President Robert L. Mar-
tin was very supportive of the idea from conception. “We 
wanted to reach across the sector from the start and 
were interested in finding ways to involve as many insti-
tutions as possible,” Gray said. “Imagine America serves 
the entire sector and seemed a very important partner in  
the process.”

Dr. Kitty Kautzer, Vice President of Academic Affairs at 
CEC said the main goal of the journal is “to provide an 
open-access, fully online publication opportunity to career 
education faculty.  The content focus of each publication 
will be the scholarship of teaching and learning as it is reg-
ularly demonstrated by our faculty and with our students.  
That is, teaching that is research-based and professionally 

applied. This peer-reviewed journal is intended to provide 
postsecondary faculty from the for-profit career sector an 
opportunity to publish work relevant to their instructional 
context. The main focus of faculty in our institutions is effec-
tive teaching with direct application to the workplace. Our 
faculty is unique in that they are experienced professionals 
from various industries and are committed to continuous 
improvement in instructional practice. A high percentage 
of our faculty has tertiary degrees in their discipline areas, 
with both professional and academic qualifications.”

The journal’s staff said any and all teaching faculty from 
any educational sector could benefit from reading the pa-
pers included in each edition of the journal, and teach-
ing professionals from across all sectors are encour-
aged to submit papers for publication, as the success of 
this journal depends on the participation and contribution 
of its practitioners. Papers should address a topic within 
one of the following categories as it applies to the career  
education context: 

    • Teaching
    • Research
    • Service 
    • Professional development 

All submitted articles will be reviewed by the Peer Review 
Board who will make editorial suggestions and recom-
mendations for publication based on the currency and rel-
evancy of the topic, content flow, adequacy and accuracy 
of references, clarity in topic formation and argument, and 
supporting data and analysis. 

For more information and submission guidelines, please 
contact Dr. Kitty Kautzer at (847) 585-2084. Papers should 
be submitted to OnlineJournal@careered.com by January 
15, 2010 for inclusion in the inaugural publication. For com-
plete publication information, go to:  http://www.imagine-
america.org/HigherEducationJournal.asp
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DulutH Business uniVersity in DulutH, Minn.

someone has to climb a tree to make sure that everyone is 
pointed the right way before yelling, "Charge!" That’s the 
way I see leadership. Someone has to make sure every-

one is pointed the right away. The 
other role I serve is to support the 
staff. We have an excellent staff at 
the Foundation, an excellent board. 
The executives on the board are so 
awesome; sometimes I sit back and 
think, “Wow, this is quite a crew.” I 
can’t say enough about them.

The working relationship between 
the board members is really unbe-
lievable. You have a mix of top exec-
utives in large publicly traded college 
systems, in the publishing busi-
ness and in small schools like mine. 
Whether you are big or small, we get 
along, and everybody adds some-
thing. Everybody respects the other 
person’s position. It’s really interest-

ing in our board meetings. There is very little interruption. 
Everyone listens in those meetings. There is very little turf 
protection. We all focus on what we need to do to get the job 
done. I’ve been on a lot of boards, led small companies, and 
never seen that before. Everyone is so focused.

What do you see as the primary value of the Foundation 
for schools? For the sector?
Obviously the Foundation’s biggest value is giving back 
to the sector through the various scholarship and gift pro-
grams. Since the Foundation was created in 1998, it has 
provided assistance to nearly 40,000 students or about $40 
million in financial aid. Another value is the knowledge that 
comes from the research we compile. Every year our orga-
nization issues the Fact Book that shows the impact career 
colleges are having on the nation. This year, we compiled 
a graduation rate study and a return on investment faculty 
impact study. ■

How did you establish your relationship with IAF?
My knowledge of the Foundation started from being active in 
the Career College Association (CCA). I eventually became 
a board member of CCA. I served 
there for six years, which is the term 
limit, and in the course of doing that, 
I got to know the Foundation more 
and more. I attended the galas and 
the golf events the Foundation spon-
sored at the CCA conventions. The 
more I saw what they were about, 
what their people were about and 
how, in many cases, the Foundation 
leadership came from the growth of 
the CCA organization, it was a natu-
ral progression to move into and get 
interested in the Foundation. I was 
intrigued by the fact that the Foun-
dation is a nonprofit organization 
that serves the entire sector, not just 
the CCA membership. CCA is a re-
markable organization, but they do 
not represent every school because there are people out 
there will not support or join anything, but my interest in the 
Foundation grew out of that organization. CCA is a lobbying 
organization that’s there to protect our sector. The Founda-
tion’s role is to conduct research and help students. One is 
mostly political, and the other is supportive. They have two 
different missions. 

How do you think you can best support the Foundation 
in your role?
First of all, I need to be a good director. I look at it like that’s 
my role – to put in time, to give back to the community (the 
sector). I’m not the youngest guy on the block, so having an 
opportunity to give back and help students is important to 
me. Second, my role is to provide leadership. When I was a 
young officer in the Army infantry, someone used this anal-
ogy: If everyone landed on one side of a peninsula and you 
have to attack someone on the other side of the peninsula, 
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SimmEring 
to rEcovEry

Sector leader weighS in 
on jobleSS recovery

nything resembling a business-minded 
approach to learning was once argued 
to have no place in the higher educa-
tion world. This philosophy, popularized 
by administrators at traditional colleges 
and universities to undermine career 
education, has been almost completely 

stifled in the current economy as four-year schools focus 
more and more on ways to lift budgets from the red. Appar-
ently, both higher education and the world have changed.

In a near-complete role reversal, the business-infused style 
that career colleges follow has been a saving grace. The sec-
tor has channeled record numbers of graduates into grow-
ing career fields in recent years, while four-year institutions 
struggle. Labor projections might look weak for the foresee-
able future, but career colleges are thriving with a focus on 
providing quality education – and on employer relationships. 
The sector’s focus on placement has been a strength for it in 
the past, and in the shrinking U.S. labor market, the career 
college sector has a built-in recession-busting approach that 
positions it well for any challenges it might face in the place-
ment arena.

The numbers facing all institutions of higher learning are 
daunting. Last October, the Bureau of Labor Statistics es-
timated that during a 12-month period from March 2008 to 
March 2009, the economy lost 5.6 million jobs. At the time, 
there were about 130.1 million civilian jobs in the economy – 
8 million jobs or 5.8 percent below the peak reached when 
the recession began in December 2007.

As is typical in any sluggish economy, thousands of Ameri-

cans have returned to college for additional training to more 
firmly secure their careers or train for new careers with  bright-
er long-term outlooks. Amid it all, traditional colleges and 
universities and career training-oriented institutions are still 
graduating students.

Given the contrast between graduates and the lack of avail-
able jobs, it wouldn’t seem long before schools of all types 
end up facing issues nationally in placing students. For career 
colleges that face the challenge of meeting stringent place-
ment rates for their programs – usually in the 70 percent or 
higher range, depending on the program – the economic 
situation could be potentially devastating. But despite the na-
tion’s economic trouble, career colleges are finding a  focus 
on placement to be more than just a fallback.

“The mission of career colleges really shines in this kind of 
environment because we are focused on providing a qual-
ity education that leads to a career which ultimately changes 
the lives of our graduates,” said Sue Ream, Vice President 
of Career Services for the Career Education Corporation in 
Hoffman Estates, Ill. “In an environment in which people are 
looking for employment at a new level, what we do is high-
lighted – it makes us stand out among traditional colleges 
and universities because our focus on careers provides a real 
service to the general population. What differentiates us from 
traditional colleges and universities is that we start with the 
outcome, the career, and develop our programs and services 
around achieving that outcome.”   

Likely, the struggles that have included budget cuts for that 
sector of higher education will continue. Career colleges were 
the first to evolve their programs around the labor market and 

a

What impact will the employment mar-
ket have on for-profit colleges? No one 
knows for certain. Whatever the effects 
will be, it’s likely the nation will have 
more than enough time to see it com-
ing. To interpret the shrinking labor pool 
and how schools might fare in the after-
math, we turned to Rene Champagne, 
former Chairman and CEO of ITT Edu-
cational Services Inc. for expert insight.

“Though we are beginning to see some 
By rene Champagne

former Chairman and CeO, itt educational services, inc.
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economic recovery in the form of improved earnings reported by 
publicly traded companies operating in broad sectors of the nation-
al economy, the nation’s unemployment rate is 10.2 percent and 
rising. To date, the initial recovery from the severe recession of the 
last several years has been a jobless one.

“The unemployment numbers will continue to look bleak until em-
ployers stop laying off workers. Members of the workforce most neg-
atively impacted to date by the rising unemployment rate are those 
without a college degree. College graduate unemployment rates 
are approximately 50 percent lower than rates for those who have 
not earned a college degree. Once employers stop downsizing their 

to focus their career outcomes on burgeoning areas of em-
ployment. In today’s world, think healthcare and especially 
green technology. Educators in the career training realm 
have been more sensitive to market needs in terms of course 
offerings, while in the four-year school realm, there has been 
little change.

Career colleges are succeeding not necessarily by changing 
their approach to placing graduates; this has been their focus 
all along, Ream said.

“We use the same plan, but we execute it more stringently,” 
Ream said. “Even in a market where jobs are rolling in and 
you barely have enough time to field requests, reaching out 
to employers to build long-lasting, deep-rooted relations is 
foundational to our graduates’ success. In today’s leaner 
market, employer partnerships must take on an even higher 
level of importance in the process.”

Ream’s theory proves correct even in the nation’s most trou-
bled states, where career colleges are finding success in the 
placement race. Once an economic powerhouse, Michigan 
was built on the strong backs of auto workers, many of whom 
never finished high school. Now, due to the forces of global-
ization, many Michigan communities are hurting. The cars 
that automakers were producing suddenly weren’t wanted by 
buyers. Many of the state’s cities were largely devastated. 
And, the innovative minds state leaders had hoped would 
help rebuild the state into the technology and life sciences 
hub of the Midwest have booking it out of the state’s top uni-
versities for better opportunities.

For a career college in hard-hit Detroit that specializes in pro-

viding its graduates with training for careers in radio, televi-
sion and other news mediums – positions often seen within 
larger corporate organizations that need to cut costs and non-
essentials – struggles with placement could seem inevitable.

Last year, the Specs Howard School of Media Arts beefed 
up its already sizeable Career Services department from a 
four-person team to six in order to place its radio, television 
and graphic students into careers. While other schools na-
tionwide are beginning to see issues with placement, Specs 
Howard is continuing to evolve despite its tough Michigan ties 
and its programming. The key to its growth, said Dick Kernen, 
Vice President of Industry Relations with Specs Howard, is 
expanding the school’s relationships to new employers and 
discovering new career avenues for its students.

“For example, newspapers are increasingly placing more 
(multimedia) content on their web sites,” Kernen said. “They 
are no longer just editorial. They contain video. In Detroit, be-
lieve it or not, we had a newspaper win an Emmy for a story 
they compiled along with a local television station they partner 
with. That’s an area we’ve been very excited to explore.”

- Sue Ream, Vice President of Career Services for 
the Career Education Corporation 

“The mission of career 
colleges really shines 
in this kind of environ-
ment because we are 
focused on providing a 
quality education that 
leads to a career which 
ultimately changes the 
lives of our graduates.” 

workforces, they most likely will begin using overtime hours before 
they move to adding manpower to their organizations. Only when 
employers feel confident that the national economy is truly in a recov-
ery mode will they begin to add new employees, and I do not foresee 
that pattern developing for at least another three to six months.

“At the peak of the country’s strongest economy, the unemployment 
rate was 4.8 percent. Today, more than 15 million people are cur-
rently unemployed with a 10.2 percent unemployment rate. To re-
turn to the mid-single-digit unemployment environment, some 7-9 
million new jobs need to be created. We can all make estimates 
on how many new jobs we believe might be created monthly in 

Continued on next page
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2010 and future years. For example, considering the economy is 
still shedding jobs, let’s use several job growth projections for future 
years. First, let’s use a conservative estimate that calls for 100,000 
new jobs being created, on average, for every month in 2010 and 
beyond, or a total annual new job creation of 1.2 million positions. If 
the economy does not accelerate job creation in subsequent years 
beyond the 100,000 new jobs per month, it will take approximately 
six years for the unemployment rate to be reduced to mid-single 
digits.

“In the second scenario, let’s assume a more optimistic view and 

Kernen said Specs Howard has been successful in placing 
graphic design students into local news stations to prepare 
graphic treatments for nightly news casts.

“Have you ever noticed the tremendous amount of graphics 
that go into an average news telecast?” he asked.

Another unexpected avenue that has proven successful, 
he said, is placing video students with local radio stations 
and hospitals. Kernen said radio stations promote concerts,  
attend other community events and cover those events in 
ways similar to television journalists.

“We’ve been placing students for 40 years, and we’ve never 
had placement relationships with hospitals,” Kernen said. 
“So, why are we doing it now? Well, they need skills our 
grads have. We can’t rely solely on radio and television pro-
grams anymore. Hospitals use video for training purposes, 
so they need people trained to shoot and edit video.”

Since its inception in the mid-1880s, the career college sec-
tor has aligned itself with the needs of the job market and 
superseded its four-year counterparts in achieving higher 
placement rates. According to the U.S. Department of Edu-
cation’s National Center for Education Statistics, 62 percent 
of career college students who attended two-year or shorter 
institutions graduate within six years of enrolling. At commu-
nity colleges, over the same time span, 38 percent of the 
students graduate, and 46 percent drop out.

Concerns about placement issues could be one of many top-
ics to eventually impact career education stocks in the future. 
An announcement about the SEC’s inquiry into the Univer-

sity of Phoenix’s accounting practices followed by speculation 
about negotiated rulemaking discussions on Capitol Hill sent 
education stockholders into a tizzy last year. So what if gi-
ant school conglomerates like EDMC (this is just an example) 
were to see placement issues fall below requirements? What 
then? 

By its nature, the career education sector is already better 
positioned to outstay the effects of the placement challenge, 
said Jay Hollowell, Vice President and Training Manager at 
MaxKnowledge Inc.

“Our sector is already a leader in the skills training mar-
ket,” Hollowell said. “Today, in addition to assisting gradu-
ates with their career initiatives, we have a more full-service 
approach to career services and to employer needs. We 
also understand our support roles internally. With gradu-
ates, we manage their expectations and create profes-
sional relationships with students from the very beginning. 
Upon graduation, they have employable qualities and attri-
butes to offer in addition to the trade or technical skills they  
have learned.”

Hollowell is an expert on career services and placement strat-
egies, and he can attest to the fact that placement is a hot 
topic these days. Hollowell, who helped lead career services 
efforts among other initiatives for Bryant and Stratton for 10 
years, conducted a placement session at the Career Col-
lege Association Convention & Exposition last June. He has 
also led workshops for the California Association of Private 
Postsecondary Schools and has already signed on to do the 
same for the Pennsylvania Association of Private School Ad-
ministrators this winter. 

project that our nation’s economy creates 200,000 new jobs every 
month for the foreseeable future (a very bullish estimate). In this 
approach, a total of 2.4 million new jobs will be created annually, 
and mid-single-digit unemployment could be reached in three to 
four years.

“What these simple exercises show is that unemployment rates 
are likely to remain high for three to five years. If this comes to 
pass, blue-collar working adults will continue to flock to colleges 
nonprofit two-year and four-year colleges as well as career colleges 
in hopes of gaining the education required for decent-paying em-
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ployment. Higher education enrollments are likely to continue at 
above-average growth rates for the three to five year timeframe, 
and I believe career colleges will increase enrollment growth faster 
than nonprofit institutions due to their curricula being more focused 
on preparing graduates for the 21st century workforce and career 
search services offered to graduates being more prevalent in ca-
reer colleges.

“In this challenging unemployment period, being what can we 
expect for college graduate employment success? In my opin-
ion, employability of college graduates from all sectors of higher 

He said schools that 
have repositioned their 
partnerships with em-
ployers, graduates and 
their own internal depart-
ments are the most suc-
cessful in creating placement 
opportunities. In fact, his work-
shops are often based on these 
three relational concepts.

“Career schools used to operate in 
silos,” Hollowell said. “Admissions 
enrolled, academics trained and place-
ment offered job search services. The 
departments simply were not communi-
cating with one another. Now, placement is 
more about sharing information. It needs to 
be viewed as the responsibility of everyone, 
not just career services. Any information or skills 
that help make a student more employable is of 
vital importance, and the process begins as soon 
as they walk in your door.”

No matter how many knocks might come, the career 
college sector is a house built to withstand the econo-
my’s challenges. Graduates aren’t turned out with gen-
eral degrees and left to decide how to benefit from them. 
They are trained for specific roles, they have specific 
skills, and it’s the leadership of career college institutions 
with a similar mentality – schools that know their roles – 
that has prepared them for the most challenging labor 
pool in a century.

your 
DEStination

education will be impacted, and the time required for a college 
graduate to find employment may move from approximately six 
months following graduation to closer to 12 months. Will this chal-
lenging employment market begin to slow enrollment rates of new 
students? I do not believe it will negatively impact new student en-
rollment as blue-collar, non-college-educated working adults are 
suffering most with unemployment rates exceeding 11 percent. 
They have limited options, either remain unemployed or underem-
ployed, or enroll in postsecondary education in hopes of qualify-
ing for a better employment opportunity when the economy turns 
more positive.” ■
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ccording to a recent report titled "College En-
rollment Hits All-Time High, Fueled by Com-
munity College Surge" by Richard Fry, senior 
Research Associate at Pew Research Cen-
ter, colleges had enrolled almost 11.5 million 

students, or 39.6 percent of all young adults ages 18 to 
24. In 2007, four- and two-year colleges enrolled about 
11,161,000 students. In 2008, that jumped over 9 percent 
to 11,466,00, or around 305,000 more students. And, the 
anecdotal evidence suggests that in 2009 that number 
has increased another 10 percent.

Isn’t that great?

No not really.

 COntriButeD artiCle

Enrollment 
Increases: 

Are They 
Really Worth Bragging 

About?

As usual we have jumped on the bandwagon focusing on 
of  the number of students enrolled in the fall and how 
many more have started college this year over last. We 
focus on the incoming numbers at the start of the game. 
But we are not looking where we really need to look: the 
win-loss column – graduation.

Higher education is like the losing coach of a football team 
who says, “We played a great first quarter. Started off well. 
Put up some numbers but just couldn’t hold them.” 

The first quarter does not decide the game. The final score 
does. In football it is how many times a team puts the ball 
over the goal line or through the uprights. For a college, it 
is how many students cross the stage and receive a cer-

A

 neal raisman, Ph.D.    |    President, academicMaPs
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tificate or diploma.

It does not matter how many start college. It does matter 
how many finish it. If you look at our ending scores, it is 
almost sad that so many people are starting college.

If they start in a four-year college, only 50.6 percent will 
cross the finish line in six, yes six, years. The game is 
supposed to have four quarters, but to try and show some 
success, we now allow the four quarters to run for six 
years before we call the game over. Even so, the number 
is dismal. 

So with 8,041,000 students enrolled in four-year schools, 
only 4,068,746 may succeed in six years of attendance.

For two-year colleges where the greatest enrollment 
growth occurred, the number is even worse. According 
to NCHEMS, the national three-year graduation rate in 
two-year Associate degree colleges was 27.8 percent in 
2007. That percentage is pretty consistent over the years, 
by the way. Or to make sure we all get the full impact: 72.2 
percent of all students that started at a two-year col-
lege did not graduate!

Progress and Completion: 
Graduation Rates  of 

Community Colleges in 2007

age net out-of-pocket cost for community college students 
of at least $3,980. With books, transportation and miscel-
laneous costs, it easily exceeds $4,000 in out-of-pocket 
expenses. Net cost times the average projected number 
of drops leads to a collective financial loss of $88,080,000 
from these students' attrition.

That’s a big number, but it really only represents the lost 
millions from the current increase in enrollment. It does 
not speak to the pre-existing base of students which is 
also going to incur the 72.2 percent attrition prior to gradu-
ation. Students drop out during every term or semester of 
every year. It is not just a first-year phenomena as most 
school's numbers would have one think. We normally pub-
lish the first-to-second year attrition rate which is why it 
seems so small in comparison to reality. 

To bring it home with a specific example, I have placed 
some numbers from a presentation at a community col-
lege at which I spoke recently. Figures are based on  ap-
proximately 35 percent graduation rate.       

Enrollment at state tech and 
community college is up 23.5 

percent over the same period in 2008 
and is now at an all-time high.

If Community Colleges enroll 10,140 students  
but 6,591 drop out before graduation, 

the percentage of students who manage to 
strengthen their future is only:

35%
Considering the conclusion of the Pew Center study was 
that almost all enrollment growth was in two-year colleg-
es, this means that of the 305,000 additional students, 
if the percentages hold, 220,210 will have dropped out, 
stopped out, flunked out, failed or whatever phrase one 
wants to use for not graduated.

The average community college costs students $6,750 
per year including all costs, according to the College 
Board as quoted in the Pew Trust report. The net price to 
students included published tuition, fees, and room and 
board minus grant aid. The average Pell Grant, according 
the federal government, was $2,770. That leaves an aver-

If Community Colleges enroll 35% students and 
3549 stay for degree completion,

how many futures were diminished, budgets 
depleted, hopes dashed and opportunities lost?

6,591
If Community Colleges enroll 10,140 students 
in and retains up to 84 percent more through 

academic customer service
how many more futures can be strengthened?

5,536
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So, the point here is that it does not matter how many 
more students are enrolled to begin with if a college is 
losing 65 to 72.2 percent of all of them. Of course, we 
can all argue that the numbers are wrong. After all, some 
students come to a college just to try, to taste college and 
see if it is for them. Others just stay a year, accomplish 
what they want and leave. Yet others, like Mary Kay, take 
eight years to complete a two-year program but will be 
done with a Bachelor's in just seven. There are numer-
ous anecdotal anomalies and traditional excuses, but the 
research numbers have already encountered and consid-
ered them. We should all do the same and not look for 
excuses but for solutions. The fact is more students leave 
college than succeed in it.

If community colleges continue to lose 72.2 percent 
of their initial cohorts over three years, and four-year 
schools lose 49.4 percent of all their students in six years, 
it is not necessarily good news that more students are 
starting. In fact, it can be seen as quite sad news since 
so many millions of lives will be hurt through dropping out 
and failing at college. Moreover, those drops also mean 
that family wealth and the growth of our economy drops 
with them. Students who leave college without graduating 
have absolutely nothing to show for it except months or 
years wasted in pursuit of a better future. Their return on 
investment is a negative.

Society’s ROI is also a negative. Consider that the Pell 
Grant of $2,770 for each average community college 
student and four-year degree student comes out of tax 
revenue. We are paying out taxes that are being wast-
ed. Think of that the next time you drive by a college. 
Funds wasted not by the students but by the schools 
who accept the students and do not provide the aca-
demic customer service that could keep an additional 
84 percent of these students in school to graduate. Or 
by schools that suffer from enrollment ethical deficit 
syndrome and enroll students they know will either not 
make it or only succeed with a great deal of assistance 
the school will not provide it because it is too costly.

It is time for us to stop congratulating ourselves on the 
increased number of students entering college and start 
celebrating and demanding an increased number of stu-
dents graduating. It is through crossing the goal line and 
graduating that students, society and the economy really 
succeed. ■

Neal Raisman is the author of The Power of Retention: 
More Customer Service for Higher Education (The 
Administrators Bookshelf: 2009). He was a college 
chancellor, assoc provost, dean and professor as 
well as a community college president. He may be 
reached at Nealr@GReatServiceMatters.com or 
www.GreatServiceMatters.com. Advertising
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faculty training courses are mapped to the competency standards identified by the CCA/IAF as well as the National 
Center for Competency Testing (NCCT). Our faculty development program prepares career college instructors for 
the Certified Postsecondary Instructor (CPI) certification administered by the NCCT. 

The McGraw-Hill Career College Division and MaxKnowledge have 
joined forces to offer a full range of quality training services for Career 
College employees. Take advantage of benefits such as:

For more information, contact your McGraw-Hill sales representative  
or email career_acct_mgmt@mcgraw-hill.com

The McGraw-Hill  
Career College Division 
Partners with MaxKnowledge
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PinPoint 
PPC 
MArkEtinG

DesPite tHe size Of tODay’s Online 
auDienCe, yOu Can use MarketinG 
strateGies tHat reaCH yOur tarGet

 Peter amerio    |     Contributing Writer
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S
o many people are online today that it’s 
hard to imagine effectively cornering any 
local audience with a marketing message. 
At least that’s the way some career colleg-
es feel about their online marketing efforts, 
especially when it comes to reaching out to 

students in the limited geographical range from where 
they draw the most students. And we all know how im-
portant geography is in the career education business.

In spite of the proliferation of people on the Web today, 
you can still reach your target audience. By using pay-
per-click (PPC) marketing, you have the potential to de-
liver targeted advertising to a national or even interna-
tional audience at a much greater return on investment 
than traditional media. This is a great attribute if you 
are an online school, looking to expand your business. 
For a ground school however, speaking to a national 
audience is impractical. For situations like this, search 
engines offer geographical targeting that gives you the 
ability to reach out to only a local audience. Geo-tar-
geting is a powerful tool for managing your budget and 
minimizing waste in your buy. However, this technology 
is not without its quirks. Without an understanding of 
how to use it properly, you can limit your ability to reach 
your target audience.

For those unfamiliar with this method, geo-targeting al-
lows advertisers, in theory, to only advertise to individu-
als in the area they can effectively service.  I like to call 
this your "serviceable area." In the education indus-
try, we typically refer to this as an acceptance radius, 
and when working with search campaigns, this usually 
translates to a geo-targeted radius around a campus. 
For instance, if your school is located in New York City 
and you know that most of your students will only travel 
about 20 miles to attend classes, you would be smart 
to only advertise to individuals in a 20-mile radius of 
your school. With the geo-targeting capabilities of the 
major search engines, this sort of targeting is possible, 
but it may not be practical.  With Google you can create 
target areas of all kinds of shapes and sizes. For any 
campaign, an advertiser can create a list of Zip codes, 
assign a radius and even create odd shapes using their 
polygon tool. While Yahoo! and MSN are not nearly as 
advanced, they offer similar models. 

To anyone looking to maximize their advertising dollars 
by only advertising to their serviceable area, this type 
of targeting appears to be of great advantage on the 
surface. However, when you put this targeting technol-
ogy into practice, the results are a lot less predictable. 
Ads appear outside of your target area, your traffic is 
reduced, or your advertising does not show at all inside 

your target area. It can become quite frustrating for the 
campaign manager who does not understand the limita-
tions of this technology. 

To understand why this happens, I need to briefly explain 
how geo-targeting works from a technology standpoint. 
In order for any computer on the Internet to receive any 
type of information, it must have three basic compo-
nents: a connection to the Internet, an address on the 
Internet and a software tool (a browser) to decode the 
files that are requested. Only the first two components 
are pertinent to our discussion: the Internet connection 
and the address on the Internet. 

The connection to the Internet is established through an 
Internet service provider (ISP). Think of services such 
as EarthLink, AT&T, Comcast or Verizon that offer In-
ternet connection services. Once you have established 
an account with an ISP, you will be assigned what is re-
ferred to as an IP address. An IP address is essentially 
a computer’s home address. However, in most cases, 
this home address is only loosely tied to the physical lo-
cation of the computer. Depending on the provider you 
have, the location of their network computers and part-
ly the whim of the software they are running to assign 
these addresses, your IP address could come as close 
as the town you live in or as far as the next state. This 
is an important point in understanding why there are 
challenges with the geo-targeting capabilities of anyone 
serving ads on the Internet. 

When we as marketers think of geo-targeting, we are 
thinking of the physical location of our audience. We 
think physical addresses, roads, office buildings and 
shopping centers. We do not usually stop to consider 
that the Internet does not function that way. The Internet 
thinks in terms of locations on the network, all of which 
revolve around centralized banks of computers and vir-
tual addresses – not physical locations. Thus, we are 
presented with the challenge and limitation of current 
geo-targeting technology. The person who lives in the 
house next to you may have a computer address in the 
next county, and the person who lives in the next county 
may have an IP address that is in your town.  So if you 
choose to only advertise in your town, your next door 
neighbor may not see your ad, while that person in the 
next county just may. 

In my experience, the most frequent outcome of radius-
limited geo-targeting is your advertising being displayed 
to a very limited number of households. The reason for 
this is simple: Your ads are not showing to a large per-
centage of the households in the defined radius. The 
smaller the radius becomes, the more problematic this 
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becomes. Since the search engines do not know where 
an individual computer resides (or for that matter, in 
what Zip code), they rely on the ISP assignment of an 
IP address to know where to serve geo-targeted ad-
vertisements. If the ISP does not have its IP addresses 
located within your Zip code list or inside of your radius, 
the search engines will exclude it from receiving ads 
even if the computer is physically located at the center 
of the target area. With current geo-targeting technol-

ogy, only computers that have IP addresses located 
in your radius can see your advertisements. In these 
cases, you will attract some traffic. However, you may 
only be reaching a small percentage of the potential 
audience in the area. 

So how do we address this challenge? The best op-
tion available to ensure you have complete coverage 
in any one location is to open up your target area. The 
best way to accomplish this is to select the metro areas 
around your school that are predefined by the search 
engines. This works because the search engines have 
already determined the areas the ISPs have defined to 
service in a select area. 

This approach allows for the greatest coverage of 
computers in any one area. These areas vary in size 
and will most likely include areas where you would 
prefer not to advertise. For example, the Phoenix 
metro covers three-quarters of the state of Arizona 
in Google. However, in the New York area, the metro 
may only cover about 20 square miles. This strategy 
does open the door to the potential of inquiries com-
ing from a farther distance than our students will travel 
to come to class. In my experience, this is usually a  
minor challenge. 

My argument, in this case, is we need to put some 
responsibility on the user to select a school that they 
believe is within travel distance. We should not dis-
count the fact that in search engine marketing the user 
is actively searching for your product and may in fact 
be searching specifically for your school. I am not sug-
gesting that you open your campaign up to a larger 
area than what is pertinent to your campaign. There is 

Peter Amerio is the Manager of Pay-Per-Click 
Marketing at PlattForm Advertising in Lenexa, 
Kan.  Amerio began working in Internet marketing 
in 2000 and has worked with PlattForm for five 
years. He can be contacted at petea@plattformad.
com or 913.254.6733.

"… you may only be reaching a smal l  percentage 
of the potent ial  audience in the area."

no need to advertise to the entire state if a single metro 
area will suffice. 

We face a similar challenge in traditional media with 
DMAs. Even though we buy our media locally, we must 
accept the size of the DMA in order to gain the greatest 
reach. Often these DMAs are much larger than we would 
like, and we are stuck accepting that there will be some 
waste associated with the buy. In this case, it is fair to say, 

that the advantages of advertising on television and radio 
outweigh the potentially wasted impressions or wayward 
inquiry. The same is true in search engine marketing. The 
benefits of the additional exposure and reach in the vicin-
ity of your campuses on the search engines outweigh the 
potential waste. 

One major advantage that pay-per-click marketing has over 
traditional media is that the Internet is an interactive me-
dium which requires the input of the user. The prospective 
student may not choose to watch your advertisement on 
TV closely enough to determine how far they live from your 
campus, but in pay-per-click marketing, the user needs to 
be actively seeking out your school or your services, visit 
a landing page, and then take the action to submit a lead 
form. The very nature of this interactivity lends itself to the 
user weeding themselves out as a potential candidate.  

Before you launch your next pay-per-click campaign, take 
a moment to consider the implications of your geo-target-
ing parameters. Don’t limit your campaign’s effectiveness 
by imposing unnecessary radius constraints. While cur-
rent geo-targeting technologies are not a perfect solution 
to all your targeting desires, they do offer advantages over 
other mediums. With a little understanding of the limitation 
of geo-targeting technology and some flexibility in your 
targeting criteria, you can maximize your exposure and 
avoid some of the pitfalls that come with over targeting. ■
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to mind include flexibility in schedules and payment plans, 
mentoring programs, and student councils. Sometimes 
students need to be reminded of why they came to school: 
They wanted to change their lives, and the training we pro-
vide is supposed to be the pathway to the transformation 
they’re seeking. Make things fun for them, too, whenever 
possible. Attendance pins, Halloween costume contests and 
general assembly days are a few examples of ways to keep 
students looking forward to coming in every day.

Then there’s placement, the hot topic in our industry these 
days, and much of the focus of this issue of Career College 
Central. The main reason many schools are struggling with 
placement is that things are bad out there. Should we be 
surprised? No! We’ve been here before, and we’ll be here 
again! When the economy is strong, we expect nothing less 
than stellar performance from our placement departments. 
They have no excuses, right? When the economy goes south 
(like now), placement bears the brunt of it. Students nearing 
graduation must be encouraged to increase the number of 
contacts they make, the number of doors they knock on, the 
number of resumes they send out, the number of interviews 
they go to, etc., as well as being flexible and open to a wider 
range of employment opportunities. Placement staff must 
take an approach similar to that of admissions by assessing 
the number of job leads required for the anticipated number 
of graduates and structure a marketing plan to ensure suc-
cess. Employer visits, PR, industry events, etc., are all more 
vital than ever now.

The school business, like any other business, has its ups 
and downs. When things are good in one area, they are, 
invariably, troublesome in another. Anticipating the cycle and 
taking appropriate action is crucial for building strong, sus-
tainable schools. ■

We’ve all been around long enough to know that businesses 
move in cycles, largely as a function of the economy. Most 
people would generally agree that when the economy is 
bad, our businesses do well. The logical deduction, then, 
would be that when the economy is good, our businesses 
do poorly. But is that true? It all depends on how you look at. 
The real answer, though, is no.

Most of us view the school business as having three distinct 
areas: recruitment, retention and placement. Each compo-
nent of this three-legged stool reacts in its own way to chang-
es in economic conditions. To expect optimum performance 
in all three areas simultaneously is unrealistic. For example, 
we know that conditions that favor admissions generally 
present challenges for placement, and vice versa. In the cy-
cle to which we’ve all grown accustomed, the best approach 
to weathering the economic storms is to build a recession-
resistant business model that anticipates the inevitable.

What do we do when admissions suffer? Most of us begin by 
analyzing the marketing strategy. How many students do we 
need? What’s our conversion rate? How many leads must 
be generated? How many admissions reps and financial aid 
personnel will it take to accommodate the flow? Where will 
we get the most bang for our marketing buck? Should we in-
vest in more high school reps? Are we using social media to 
our best advantage? How can we generate more referrals?

Retention is always a challenge, too. When the economy is 
good, we risk losing students to the job market. When it’s 
bad, we worry about their ability to make their tuition pay-
ments. A solid, recession-resistant plan aims to accommo-
date student needs, regardless of the state of the economy. 
Creative, retention-minded individuals are constantly seek-
ing ways to keep students motivated and remove barriers 
standing in the way of their new careers. Things that come 

Jonathan liebman
Chairman and CEO 

Specs Howard School of 
Broadcast Arts

Colleges & Schools. In 2005, Liebman was appointed by Governor 
Jennifer Granholm to the Michigan Higher Education Assistance 
Authority. Contact him at jliebman@specshoward.edu.

Perpetuating the Golden Age
Building a recession-resistant business model
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Making 
Change

ter what the economic background, the government is 
going to provide a clear, safe, secure way to get the re-
sources you need to pursue postsecondary education.”

The University of Missouri – Kansas City (UMKC) con-
verted to the direct lending program at the beginning 
of the 2009-2010 school year. Simplification is a rea-
son UMKC converted, as well as the fact that borrow-
ing directly from the government offers the most se-
cure and efficient manner of obtaining federal loans for  
our students. 

For schools that have interest in making the conversion 
to the Federal Direct Lending Program, the National 
Direct Student Loan Coalition offers many services to 
help make the transition as smooth as possible. The 
coalition consists of financial aid professionals with ex-
pertise in federal compliance who serve as mentors to 
provide schools with information such as communica-
tion strategies for students and parents and training op-
tions for staff members. 

are adjustments in the student 
loan arena worth it for students?

aying for higher education is just one of many 
worries facing Americans during these trou-
bling economic times. People understand that, 
in order to be qualified for many jobs in today's 

society, some sort of higher education is necessary. 
But how will they find the finances to help them expand 
their professional skills? Earlier this year, the House of 
Representatives passed the Student Aid and Fiscal Re-
sponsibility Act which gives the government sole con-
trol over lending student loans. With the proposed new 
loan program, private lenders would no longer have the 
ability to directly grant loans to students. While the new 
legislation passed in the House, it still has yet to re-
ceive approval from the Senate. 

As with any issue that involves change, individuals, 
companies and schools all differ in opinion as to why 
the new program would be beneficial and/or detrimen-
tal. Luke Thomas, Communications Manager for the 
Career College Association, said the direct lending 
program is a “really clear and direct signal that no mat-

P
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Rachel Ryan is a senior in the William Allen White 
School of Journalism at the University of Kansas.

or in the best interest or students. In a statement from 
the Consumer Bankers Association President, Rich-
ard Hunt said, “We believe a competition-based stu-
dent loan program is still the best choice for students, 
schools and taxpayers. Bipartisan reform that saves 
money and preserves choice for schools and students 
is still achievable.” 

Sharon O’Neal, Director of Corporate Communications 
at the National Student Loan Program, says that lend-
ers and guaranty agencies in the private sector Federal 
Family Education Loan Program provide a wide range 
of high-quality borrower support services for college 
outreach, loan counseling, borrower advocacy, financial 
literacy, repayment assistance and default prevention. 
“Lawmakers should make sure these critical services 

continue,” said O’Neal. “Many of them came about as 
a result of competition and because there’s a choice of 
loan providers. Without these types of services, student 
loan borrowers may suffer.”

With the bill still in question, Representative John Kline 
and Senator Mike Enzi are trying to deter the bill from 
passing. In a press release on November 18, Kline and 
Enzi introduced a bipartisan legislation with the purpose 
of extending the Ensuring Continued Access to Student 
Loans Act. If passed, this act would allow higher edu-
cation institutions to remain in their current student loan 
programs. Enzi said, “Serious problems persist in the fi-
nancial markets, and many private and nonprofit lenders 
are considering leaving the program when the current 
extension expires on July 1 of next year. The potential 
consequences could be catastrophic for America's col-
lege students, and many of them might not be able to get 
student loans for the 2010-2011 academic year.” ■

Janice Dorian, owner of Mansfield Beauty Schools, 
converted to the direct loan program many years ago. 
She said, “The FFELP program was too confusing, and 
students never knew when their loans were sold or who 
was servicing their loans.” Students did not know who 
to contact and often ended up going to the wrong per-
son, and loans often ended up delinquent or defaulted. 
Dorian made the conversion on her own without any 
new software, configurations or additional costs. She 
said she is her own I.T. department and a one-person 
financial aid office. “A lot of people think it's a lot harder 
than it really is,” said Dorian. Administering direct loans 
is exactly like administering the Pell Grant program, 
which all Title IV institutions currently do.   

Anthony Fragomeni, Director of NWSHC, also switched 
over to the direct loan program many years ago. His 
reasoning for choosing the direct loan program in-
volved the issue of lender last resort. By choosing 
loans directly from the government, Fragomeni's stu-
dents no longer had to worry about the possibility of not 
receiving loans from private lenders. He said the issue 
with the direct lending program today has to do with the 
servicing of the government's program. One of the big-
gest selling points of the proposed bill revolves around 
the single point of contact. With the increased number 
of loans the government will be issuing, additional ser-
vicers will be needed to manage the collection and ser-
vicing of the loans. Fragomeni believes this potentially 
the poses same problems that existed in the FFELP 
program. Fragomeni went on to say, “The single point 
of contact was such an attractive feature that cut down 
on students’ confusion as to who they owed money to. 
We'll have to wait and see and trust that the Depart-
ment has the answers that the private sector found  
so elusive.”

While some favor the Direct Federal Lending Program, 
many others do not see the conversion as necessary 

"As with any issue that involves change, in-
div iduals , companies and schools al l  di ffer 

opinion as to why the new program would 
be beneficial  and/or detr imental. "
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their magic and is able to successfully recruit 
and present a candidate to your organization, too 
many hiring managers default to “interviewing an 
applicant” mode.  This is when the nightmares 
begin.  It usually starts with the question, “Why is 
the candidate looking?”  

They are not looking – you recruited them!

They did not respond to your job ads. They may 
have never even heard of your school.  In fact, 
they probably didn’t have an updated resume put 
together when a recruiter first contacted them.

The closest parallel I can draw to this is to handle 
recruited candidates like admissions leads.  You 
spend thousands of dollars and endless hours to 
recruit these students.  The last thing you would 
do is treat them like an applicant trying to get into 
Harvard University.  Of course, we have to make 
sure they have the proper credentials and that 
there is a path for success for this student at your 
school, but you never stop outlining the benefits of 
your campus or making the process as simple as 
possible.

Try the same for recruited candidates.  Going out 
of your way to make the interview process painless 
carries a long way.  Simple tricks like picking 
someone up from the airport personally or taking 
them out to lunch after an interview can make a big 
difference. Make sure they don’t have to pay out-
of-pocket for miscellaneous expenses, and if they 
do, reimburse them before they leave. The impact 
of a reimbursement check written on the spot 
sends a strong message about the efficiency and 

The unprecedented growth in our sector has led 
to record openings and fierce competition for 
talent. Because of this growth, organizations will 
be forced to change their mindset if they truly want 
to have access to the best talent for their schools. 

It is no accident that the most successful campuses 
and education companies are led by the best talent 
in the nation. I think we can all agree that the 
people do make the difference at every level.

So why do hiring managers have to change their 
approach?  It has always worked before, right?  
Well, it doesn’t work anymore. Turned down 
offers, counteroffers, no-shows for interviews and 
many other candidate nightmares have left hiring 
managers sleepless and vacant positions piling up.

There is a distinct difference between candidates 
who apply to positions on their own versus ones 
who are recruited.  Having a true understanding of 
the difference and following some simple goals in 
2010 can help you outperform the pack for years 
to come. 

Just because you contract an executive search 
firm to source candidates does not make them 
applicants.  Nor can you treat them like applicants 
during the interview process, or they will turn you 
down. When you actively recruit someone for a 
role, you are admitting that you could not fill the 
position on your own or within a timeframe that is 
feasible. To alleviate your inability to fill the role 
with the best talent, recruiters will knock on the 
doors of top performers who are typically working 
for your competitors.  Once a recruiter works 

APPliCAntS vS. rECruitS vincent Scaramuzzo 
President,

Ed-Exec Inc.

Vincent Scaramuzzo is the President of Ed-Exec Inc., one of the leading 
executive search firms in education. He has consistently been ranked in 
the top 2 percent of all recruiters worldwide by Management Recruiter’s 
International, the world’s largest executive search firm.  Vincent is also 

a contributing author to Career College Central’s magazine and web 
site.  As a specialist in the education field, Scaramuzzo works nationally 
with universities, colleges, and online and career schools.  He can be 
contacted at vincent@ed-exec.com, 860.781.7641.



Subscribe at www.CareerCollegeCentral.org       |   43



exeCutiVe searCH

seriousness of your organization.  Candidates, like 
admissions leads, pick up on small differentiators. 
It is your job to not only interview the candidate, but 
to sell them on why your organization outpaces the 
others and how they can be part of that mission.

Try setting some goals for each interview process:

•  When the process is over, you should have 
sufficient information to make a prompt hiring 
decision about the candidate.  Time kills all deals – 
don’t delay.

•  The candidate should have adequate information 
about your organization – benefits, perks, etc. so 
they can make an informed and timely decision 
about your offer.

•  Be sure to have positioned your organization 
and opportunity properly.  When done right, 
the candidate should exit the interview process 
wanting the job.

Those who become masters of these goals in 2010 
will be able to hire the best talent and reap the 
benefits for years to come. ■

“it is your job to not only 
interview the candidate, 

but to sell them on why your 
organization outpaces the 

others and how they can be 
part of that mission.”

Call it an internal audit ... finding out what you 
need to know about your school, your staff, your 
processes, the attitudes, the accountability, the 

image your school projects.

Phone: 1-800-754-3064
Fax: 803-547-7579

Email: results@eliteconsultants.net
Mail: 103 Whitney Court, Fort Mill, SC 29715

The State of Your 
Admissions Department:  

the Good, the Bad  
and the Ugly

EliTE ConSUlTAnTS ...
We Know We Can Help You!

Find the answers to your questions with Elite’s 
comprehensive Admissions Assessment Service.

4 Easy Ways to Contact Us:
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reat your agency like any other vendor on a 
long list, and they will act like one. Establish 
a committed partnership, and they will become 
passionate about helping you meet your perfor-
mance objectives.

Sounds so simple, but it continues to amaze me why 
executives often expect nothing more from their agen-
cies than what they specified in the vendor contract 
agreement. My experience has been that there is so 
much more value to extract from creating a committed 
business-building partnership with your agency and 
completely engaging everyone who works on your ac-
count in your business.

While there are certainly many different ways to 
achieve a successful working client-agency partner-
ship, the few issues outlined below are definitely key.

 COntriButeD artiCle

t

When a Vendor
a committed client – agency partnership will 
maximize your performance results

Have you made sure your agency clearly under-
stands your business objectives and your expectations 
on the deliverables? This is so basic it hurts! However, 
as busy clients we often do not do a great job of de-
fining and communicating our objectives. We are of-
ten waiting for them to be “discovered” by our agency. 
There’s just no substitution for well-defined objectives 
and good strategy to drive creative execution that is 
intrusive, relevant and motivating. If branding is impor-
tant to you, make sure all of your work is well-branded 
and positioned to address your target prospects. Lead 
generation and branding are not mutually exclusive. It 
costs just as much to create generic direct-response 
advertising for your business as it does to create well-
branded communication. Do your part by making sure 
your agency knows what you are trying to accomplish 
and what you expect from them. Then let them run with 

1
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Becomes a Partner

it. You must provide leadership to your agency team, 
which should not preclude your agency account team 
from demonstrating leadership skills and proactive 
posture internally.

Do you regularly engage your agency in your 
business? Make them a key player in the success of 
your business. Completely immerse them in your cul-
ture. Teach them your corporate values. Give them 
ownership of your brand positioning so that it comes to 
life in everything they do. Invite them to your strategy 
planning meetings. Sit next to your account people, 
not opposite them. Share all relevant information with 
them. Give them access to your people. Make them 
think. Make sure they know that you are interested in 
their point of view. Get them excited to work on your 
business. Remember, the economics of today’s agen-
cies often require that account people work on sev-

eral accounts. In fact, all agency departments usually 
work on more than one account. Will they work on your 
projects first? Will they think of you as an innovator 
and bring you their best ideas first? Will your business 
keep them up at night, too? It is your responsibility to 
keep them focused on and passionate about your busi-
ness. Challenge them to stay one step ahead of you. 
Let them know when they do a great job. When you 
have an issue to discuss, talk to them like a business 
partner. Don’t point fingers; collaborate as a solution-
oriented team. Let them know you appreciate them and 
care about their personal well-being. 

Do you hold your agency accountable for their 
results? Be clear about your business objectives and 
operating expectations in general. Establish the metrics 
you will use to evaluate performance and then regularly 
review and analyze your results. Celebrate your victo-

2

3
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Higher recall rates from your marketing efforts

Real-time, downloadable, online tracking reports 
to monitor advertising effectiveness

A Custom 800 number in your advertising provides you with:

Call 1-800-NEW-SALES today and get the perfect number for  your career college!

Advertise with a Custom 800® Number -
Enroll More Students!

® Custom 800 is a registered trademark of 800response.

We have dozens of powerful Custom 800 numbers for all 
aspects of the education industry.  Numbers like:

...and many more!

“We surpassed the goals we set for ourselves 
by 200% once we made the move to using 
800-NEW-CAREER  in our ads”

Esty Merlo - Director of Admissions & Marketing  
Texas Barber Colleges and Hairstyling Schools

“After activating 800-NEW-JOBS our call 
volume increased about 70%.  We now know 
that we are getting the maximum potential 
out of every ad dollar we spent by accessing 
the real-time tracking reports.”

Josh Taves - Director 
Javelin Technical Training Center

Many Career College 
marketers already know the 
power of a vanity number:

1-800-NEW-CAREER
1-800-NEW-SKILLS 
1-800-GOOD-ADVICE

1-800-GREAT-CAREER
1-800-NEW-TRAINING 
1-800-NEXT-STEP

www.800response.com

Richard Schechter is a 25-year consumer products 
and services marketing veteran with both advertising 
agency and client experience across a range of prod-
uct and service categories. Mr. Schechter currently 
holds the position of Director of Marketing at Med-
Vance Institute. Contact Richard at richard.schech-
ter@medvance.edu.

ries. Go to work together on your challenges. Enable 
your agency to be proactive, generate new opportuni-
ties and come up with innovative solutions to nagging 
problems. Today’s top agencies are filled with sharp, 
bright, creative talent in all departments. Let them do 
their jobs. View them as experts. Let them know that 
you rely on them as an expert. Make them love their 
jobs, and they will get you the results you need be-
cause they will be completely engaged in what they 
are doing for you. When they have a new idea, ask 
them how they will evaluate the success or failure of 
it and how it will be funded. What’s the back-up plan? 
Let them know you are serious about considering their 
idea once it is complete.

Why not make your agency a trusted 
partner versus another vendor? 

For starters, make sure your contract or letter of agree-
ment establishes a winning situation for both client and 
agency and reflects (among all of the legal jargon) the 
true spirit of why you have come together and the ba-
sis for your ongoing partnership. Make sure everyone 
is making money so it is a financial win for both par-
ties. Agencies are not in the business of providing free 
services. Pay them well – use them to the fullest. Im-

merse them in your way of doing business. Help to 
make them smarter so they can make you better. Re-
spect what they do. For those of you who have worked 
as an agency executive, you know it is not easy work. 
You have two management structures to report to and 
the cultural and financial interests of both to deal with. 
Get to know everyone that works on your account at 
the agency. Talk to them and establish an ongoing dia-
log centered on your business. Enlist them in what you 
are trying to do. Then engage them in a regular dia-
log about how they are performing. Schedule regular 
meetings to do so, then they will really know you mean 
it and that it is worth everyone’s time. Ask them what 
you can do better. When an issue arises, talk about it. 
Provide regular scorecard feedback so they know how 
they are doing and where there may be room for im-
provement. We all love watching great teams perform. 
Well, be one of those great teams! ■



Subscribe at www.CareerCollegeCentral.org       |   47

Boost your l e a d f l ow, qua l i t y a nd con ve rsions .  

Consistent results make us the industry leader in creativity, innovation and 

customer service. These are the PlattForm basics that never go out of style.

PlattFormAd.com

Call 1-866-671-4429 or email marketing@plattformad.com
Advertising

Lift elevat ing expectat ions  
and set t ing t rends s ince 1989.



seCtOr leaDer 
name: Cheryl r. A. Zapata
Title:  Executive Vice President
Organization: Dawn Career Institute Inc.
College: Wilmington University 
degree:  Bachelor of Science – Organizational Management
Accredited by: ACCSC
Campus location: Wilmington, Del.
school Curricula: Allied Health, Wellness, Business
number of Class starts Per year: 10  
number of students:  580

How did your involvement in career education 
begin?    
In 1992, as a part of Dawn Aeronautics’ flight school 
expansion, I led the school through the National As-
sociation of Trade and Technical Schools' (NATTS) 
initial accreditation process. Shortly after the flight 
school received accreditation and began accepting 
full-time students, we developed our first non-avia-
tion-related program: Medical Billing.  That’s when 
we really took flight!
 
you and your family have been deeply tied to ca-
reer colleges for years. Can you explain the bond 
you feel you have with career education and how 
that familiarity drives you professionally?    
My bond with career education truly began after we 
sold the aviation company.  I took a break to enjoy time 
with my family on our horse farm.  For the first time in 
19 years, I wasn’t sure what I wanted for my future.  
After a period of reflection and a little encouragement 
from my dad and a good friend, I returned to the family 
business.  There I found a unique corporate opportunity 
and a place where I could make a difference. I recall 
thinking, “Wow, this was meant to be," and I had a new-
found ability to relate to students, people who may not 
be sure of their futures in the context of business. Like a 
kid in a candy store, I couldn’t wait to roll up my sleeves 
and get to work. We have grown from 100 to 580 (pro-
jected 2009-2010) students since that day.

dawn Career Institute has evolved considerably 
since its beginnings as an aviation school. Can 
you explain how you’ve adapted to change over 
the years to keep the school growing as well as 
relevant in regard to its program offerings?  
Change is a constant.  We get better every month in 
the area of best practices.  For starters, our executive 
leadership addresses the mechanics of contemporary 

Cheryl R. A. Zapata 
Executive Vice President, Dawn Career Institute, Inc.
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business issues, such as change, through a series of 
staff and faculty meetings on a regular basis.  I’m a 
fan of learning together with our teams. The execu-
tive team is currently reading Kiss Theory Goodbye 
by Bob Prosen.  Mr. Prosen’s writing and experience 
inspire cooperation and communication while creating 
conversations among our co-workers about achieving 
extraordinary corporate results.    

As for programs offering relevancy, we rely on our 
marketing and research partners to ensure we meet 
the demands of our community.  Our small state of 
Delaware provides great access to labor demand 
data. We also have an active and friendly program ad-
visory committee that feeds us information throughout 
the year with ideas for program development.

How do you think dawn Career Institute is per-
ceived in the local community?
Established in 1976, the Dawn name is a staple in 
the community.  We had the option of replacing the 
name when we recently changed our name from Dawn 
Training Centre to Dawn Career Institute.  The Dawn 
brand is so recognized in our community, we held on 
to it. As a small career and community-focused school 
we are known to attract students desiring a personal 
touch throughout their education experience. I most 
enjoy our alumni stories.  We take time at every op-
portunity to share or remind our people of the great 
personal growth events that we are privileged to par-
ticipate in along the journey with our students. ■
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EMB MedicalServices
On-campus health services for career colleges

www.embmedical.com • Contact us at: 1-888-600-4244 • E-mail: info@embmedical.com

EMB Medical Services is the national leader in on-site health services 
for Allied Health Colleges. Here’s how we can help:

• Reduce in-school exposure risk and liability
• Comprehensive recordkeeping
• Lecture on Air and Bloodborne Pathogens
• Customizable packages for individual schools

We provide the total package in on-site student immunizations, 
blood/drug tests and health screens.

We bring our clinic 

to your location for 

streamlined, effi cient 

health services for 

your students.

prepareYou your students.

protectWe them.

Immunizations: 
Hepatitis B • MMR

 TD • TB • Tdap

Labs: 
Hepatitis B Titer
Hepatitis C Titer

Rubella Titer
Rubeola Titer
Varicella Titer

Screening: 
Drug Screens

Health Screens

All health services are eligible for Title IV funding. Call us. 
We can help you get started.
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 Press releases
>>> nEW loCAtionS AnD ProGrAMS
college expands degree offerings 
Draughons Junior College in Kentucky has become Day-
mar College and has introduced Bachelor's programs, 
making it the second institute in Bowling Green granting 
Bachelor's degrees along with Western Kentucky Univer-
sity.

The college transitioned to a higher credential level with 
the addition of Bachelor of Science programs in business 
management and administration, criminal justice adminis-
tration, and healthcare administration, school officials an-
nounced.

The Bowling Green campus began accepting applica-
tions for the higher academic degree tracks and will host 
an event in early 2010 to provide more information about 
the new programs. The healthcare administration and 
business administration degrees will be offered initially in 
Bowling Green, said Mark Gabis, President of Draughons 
Junior College and Daymar College.

the art institute of atlanta opens new branch 
in virginia beach, virginia
The Art Institute of Atlanta announced the opening of its 
newest branch campus: The Art Institute of Virginia Beach.  
Classes will began January 11, 2010. Applications are now 
being accepted.  The Virginia Beach campus will occupy 
approximately 35,000 square feet at Two Columbus Cen-
ter, 4500 Main Street, Suite 100. 

Initially, The Art Institute of Virginia Beach will offer Bach-
elor’s degree programs in advertising, culinary arts man-
agement, fashion and retail management, graphic design, 
interior design, media arts and animation, photographic im-
aging and web design and interactive media and offer As-
sociate degree programs in culinary arts, graphic design, 
and Web design and interactive media.

Kaplan college opens in arlington 
Kaplan Higher Education has opened a new Kaplan Col-
lege campus in Arlington, Tex. The school, located at 2241 
South Watson Rd. in Arlington, will help serve the commu-
nity’s needs for career-focused education and provide lo-
cal employers with skilled graduates in high-demand fields. 
The Arlington campus is Kaplan Higher Education’s 17th 
campus in Texas. 

The college’s nearly 24,000-square-foot facility features 
multiple classrooms, which include three computer labs, 
two medical assistant labs, one dental lab, lecture rooms, 
the firearm training simulator room that accompanies the 

criminal justice program and a learning resource center 
for student research. The facility is in the process of seek-
ing the Leadership in Energy and Environmental Design 
(LEED) Silver certification for its exterior shell. By using 
a LEED-certified architect improving the efficiency of the 
heating and cooling, installing efficient plumbing fixtures, 
using environmentally friendly materials, and purchasing 
35 percent green power from TXU Energy, the new campus 
is dedicated to being an environmentally friendly operation. 

>>>APPointMEntS
Wolfer becomes president at beckfield college 
Diane Wolfer, CFO and Vice President at Beckfield College 
since 2007, has assumed the role of President. Wolfer will 
carry out new educational initiatives and continue the col-
lege's tradition of high-quality education. She will build on 
the 25-year foundation of academic excellence by main-
taining focus on the students. Wolfer brings a vast back-
ground in managerial and financial expertise to her new 
role, along with a dedicated and strategic understanding of 
every audience the school serves. She will steer the growth 
of the school, which has seen a 44 percent increase in stu-
dent numbers since this time last year. 

Dawn career institute announces 
new Director of Education
Dawn Career Institute announced that William Harris re-
cently joined DCI as Director of Education. Harris, a career 
college alumnus and former instructor, has more than sev-
en years' experience in career education management and 
teaching. Harris is particularly well-versed in the challenges 
that career education students must overcome. He works 
with the institute's faculty and staff to continue providing 
high-quality career education and forward-thinking educa-
tion strategies in both the classroom and online realms. 

For the last two years, Harris served as Director of Educa-
tion for CHI Institute in Broomall, Pa., where he was re-
sponsible for managing student retention and completion 
outcomes for 650 students enrolled in both day and eve-
ning programs. Prior to that, he served as Director of Edu-
cation for The Chubb Institute in Springfield, Pa., for a total 
student body of 350 students. 

plattForm advertising announces 
executive-level hire and promotion
PlattForm Advertising has added two directors to its award-
winning Creative Services department. Joel Stolinsky now 
serves as Creative Director, and Linda Smith has been pro-
moted to Associate Creative Director. Their collective tal-
ent and experience will help PlattForm's Creative Services 
department rise to even greater levels of achievement and 
better realize their clients' creative visions. 
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>>>rECoGnitionS AnD AWArDS 
ohio technical college earns second 
Weatherhead 100 award
For the second year in a row, Ohio Technical College, a 
premier provider of specialized technical training in a wide 
variety of transportation fields, has been awarded the 
Weatherhead 100 Award by Case Weatherhead School 
of Management and the Council of Smaller Enterprises 
(COSE). 

The 2009 Weatherhead 100 Award recognizes the 100 
fastest-growing companies in Northeast Ohio based on 
their sales from 2004-2008. Ohio Technical College had a 
91 percent growth rate this year, placing 66th out of 100 
companies on the list. 

>>>outlookS
universal technical institute receives 
unofficial three-year cohort default rates  
from the Department of Education
Universal Technical Institute Inc., the leading provider of 
automotive technician training, reported that it received the 
Department of Education's (ED) unofficial three-year co-
hort default rates (CDRs) for the federal fiscal years end-
ing Sept. 30, 2007, 2006 and 2005. The three-year CDRs 
will replace the current two-year CDRs for purposes of de-
termining a school's eligibility to participate in Title IV pro-
grams beginning with the federal fiscal year ending Sept. 
30, 2009, which are expected to be calculated and issued 
by ED in 2012 and will be the basis for measurement of 
compliance in 2014. 

>>>MiSCEllAnEouS
Devry university tells high school girls  
across the country to dream big through  
its HerWorld program 
DeVry University is helping high school women in cities 
across the country learn about in-demand careers of the 
21st century. Their nationwide HerWorld program aims to 
empower more high school girls to explore science, tech-
nology, engineering and math careers (STEM). Now in its 
12th year, the program provides an opportunity for stu-
dents to participate in educational and confidence-building 
workshops, listen to female leaders discuss their careers 
and how they managed to get where they are today, and 
gain inspiration toward their future endeavors. 

More than 500 local high school girls attended the HerWorld 
event in New York City on Dec. 11, where they heard from 
speakers such as Debra Kral, NASA’s Vehicle Launch Man-
ager and worked together building miniature robots. At the 
end of the event, students walked away with new inspiration 
and the knowledge that no career dream is out of reach. 

CdI College helps fight hunger
In 2009, close to 1 million Canadians were expected 

to turn to their local food banks in order to meet one of 
their most basic needs. In British Columbia, the number 
of people looking for help has risen by 15 percent over 
the last year. With such staggering numbers of British 
Columbians struggling to make ends meet, CDI College 
participated in the Hunger Awareness Campaign to in-
crease food bank donations. 

The campaign saw close to 200 TV commercials on local 
stations throughout the province during the month of De-
cember, as well as ads in TV Week magazine. The cam-
paign reached 2.6 million British Columbians and sent 
the message that hunger has no age limit – 31 percent of 
all food bank users in the province are children. 

everest launches mobile web site to 
enhance user experience
Now mobile visitors to Everest's web site can access 
campus and course information or begin the enrollment 
process  from virtually any web-enabled cell phone, 
smart phone or other mobile Internet device. 

With the launch of its mobile-optimized version of the web 
site, M.Everest.edu, visitors can locate a nearby campus 
complete with map links and directions, review career 
training programs, check out online classes, see finan-
cial aid options, view frequently asked questions and re-
quest more information, as well as learn about student 
services, student resources, accreditation information, 
and the admissions and enrollment processes. There’s 
even a call now option that integrates the mobile browser 
with the phone's dialer, allowing for easy, safe dialing. 

new motion capture lab opens at 
The Art Institute of Atlanta
The Art Institute of Atlanta welcomed students, staff, 
faculty, and members of the media arts animation pro-
gram advisory committee (PAC) to the opening of its 
new motion capture lab on November 12. The event 
included demonstrations during which student James 
Reid donned a special suit to make him an animated fig-
ure, and a formal presentation for employers and PAC 
members. 

The lab is the only one of its kind in a Georgia college 
or university to use this technology and, provides the Art 
Institute animation students the opportunity to work with 
industry-related equipment and techniques. It houses 
and provides usage space for an inertial (camera-free) 
motion capture system used for transferring actual hu-
man kinetic motion to a computer-generated character. 
The lab also includes laser sculpture scanners that gen-
erate computer 3-D models from physical sculptures and 
incorporates a mini-cyclorama wall or "green screen" for 
capturing color-keyed digital video for compositing live 
action, effects and animation. ■
– Press releases compiled by Jenni Valentino, Associate Editor
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ince 1969, Vatterott Educational Centers, 
in conjunction with their brands of L’Ecole 
Culinaire and The Court Reporting 
Institutes, have trained thousands of 
Americans to take a step forward in their 

communities. Clearly, staying involved in the well-
being of their communities workforces is a top priority 
at Vatterott, but what about their communities’ not-for-
profit and volunteer forces?

For years, individual Vatterott campuses and students 
have participated in Walks for the Cure, walkathons, 
bake sales and Toys for Tots, but the corporation was 
looking for something more – closer engagements with 
the volunteer organizations in their communities. Over 
time, a fresh, more connected vision of involvement 
emerged: that of corporate partner.

Believing that the long-term success of their school 
group depended largely on building a trusting and long-
lasting relationship with the people and organizations 
in their communities, Vatterott Educational Centers 
set out to make a difference. As a corporation full of 
individuals skilled enough to contribute to a variety of 
causes, Vatterott looked closely at how the fields they 
taught might be of service to their communities and how 
students, faculty and staff might play a role in helping 
to create change. 

“It helps to recognize the challenges faced by others 
and the small role we all can play in helping others to 
overcome obstacles. We hope our students emerge 
with a more enriched experience by becoming 
contributing members of their communities as they 
grow into professionals in their field of training,” said 
Le Van, Vatterott’s Executive Director of Marketing and 
Business Development.

When Pamela Bell became CEO and President of 
Vatterott Education Centers in 2007, she began her 
effort toward the initiative by asking what could be done 
to keep the doors of their culinary schools open on 
the weekends. With this initiative, Vatterott developed 

S

Be the Change you Want to see
 Jenni Valentino    |    associate editor

a series of public cooking classes on the weekends 
called Kitchens with a Mission. The classes are fun 
and engaging, and a percentage of the proceeds go 
to a predetermined charity of the chef’s choice. The 
success of this first program inspired Vatterott to look to 
their other schools to see what they might be inspired  
to do. 

“We make every effort to align ourselves with 
organizations that are in direct alignment with our 
curriculum – for instance repairing and restoring 
computers for Parkersburg, Iowa, and collecting room 
air conditioners for our Cool Down St. Louis partners to 
distribute,” Le Van said. “Habitat for Humanity is a natural 
fit for us, being a trade school as well. Our cosmetology 
schools are deeply committed to philanthropic work and 
have many charitable partnerships, particularly with 
supporting those undergoing cancer treatments and 
families and individuals in transitions. Our veterinary 
technician program works with the Humane Society. 

“We carefully select charities that would truly benefit 
from our partnership. For the Kitchens with a Mission 
programs at these schools, our chef instructors 
teaching the classes choose the charitable beneficiary 
(with some limitation).  Historically, these are usually 
children’s, health or food-related charities, such as 
food banks, and on occasion, animal rescue charities 
as well. We ask potential charitable partners in our 
location communities to submit a letter of request to our 
marketing mailbox for consideration.”

With 22 locations in nine states, each of the Vatterott 
campuses makes it a personal corporate goal to become 
a more responsible, engaged member of the community 
in which it operates. Vatterott's far reach across the 
Midwest has provided a great amount of opportunities to 
give back to those in need. Each campus is encouraged 
to make an impact on their surrounding community 
by participating in public events and donating to local 
charitable organizations. 

For an educational company fairly new to philanthropy 

Vatterott educational Centers build partnerships with local charities
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and charitable partnerships, Vatterott is proud of the 
work their campuses have done to reach out to their 
communities.

“There is a quote from Mahatma Gandhi which says, ‘Be 
the change you want to see in the world.’ As we move 

“If you have ever given your time, support or expertise to something you believed in,  
you will know a very deep sense of satisfaction that little else can bring.” 

• Albert Pujols Foundation
•  Alton Brown-Ethical 

Society
• American Cancer Society
•  American Culinary 

Federation
•  American Diabetes 

Association
•  American Lung Association
• American Red Cross

through our professional training, I think it is important to 
establish a tradition of giving back to the communities in 
which we live,” says Le Van. “If you have ever given your 
time, support or expertise to something you believed in, you 
will know a very deep sense of satisfaction that little else  
can bring.” 

Jenni Valentino is a 2006 graduate of the University 
of Kansas. She began her career as a freelance 
journalist for Career College Central and a 
copywriter in the career college industry. Her interest 
and involvement in the sector led to an Associate 
Editor position at Career College Central. Jenni can 
be reached at jenniferz@careercollegecentral.com. 

• Lydia’s House
•  Make-A-Wish 

Foundation
• Ready Readers
• Salvation Army

• Soldiers' Angels
•  St. Louis BackStoppers
• Toys for Tots
• USO of St. Louis
• YMCA ■

• Boys and Girls Club
• Cool Down St. Louis
•  Great Rivers 

Greenway District
• Habitat for Humanity
• Houston Food Bank
• Humane Society
• KidSmart
• Leukemia Society
• Locks of Love

Vatterott campuses around the Midwest partner with charities, including:

Tossing pizza dough in a 
Kitchens with a Mission 
(KWAM) pizza-making class. Baking tasty treats during a KWAM weekend class.

Enjoying a night together during 
a KWAM date night.

Learning to make authentic German foods in a KWAM German class.
Vatterott partners with Habitat for Humanity to build a new 
home in Kansas City, Mo.

– Robin Le Van, Director of Marketing and Business Development of Vatterott Educational Centers
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 Heather Bashaw    |    staff Writer

Post-9/11 Gi Bill payments delayed 
for student veterans, emergency 
checks discontinued

JOLT
GI 

A s many as 14,000 students did not receive 
the living stipends they expected from the 
Post-9/11 GI Bill at the beginning of Novem-

ber. Many student veterans have been forced to drop 
out of school for failing to pay tuition fees on time, the 
inability to purchase textbooks causing them to fall 
behind in classes, or needing to find full-time work to 
pay living expenses while waiting for Post-9/11 GI Bill 
payments to arrive.

“My tuition assistance has never been on time. But 
it would normally come by the end of September or 
early October, so that is what I was expecting for the 
new Post-9/11 GI Bill,” Missouri Army National Guard 
veteran Eden Stone said. “I ended up having to get 
student loans and two part-time jobs.”

Stone is a public relations graduate from the Univer-
sity of Central Missouri. She served in the National 
Guard from May 2003 to May 2009 and was deployed 
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in Operation Iraqi Freedom from 2005 to 2007.

The Veterans Affairs office began distributing $3,000 
emergency checks to sustain student veterans until 
the applications could be processed, but as of October 
29, no more emergency payments were granted. The 
57 regional VA offices gave the emergency checks to 
more than 50,000 students who were not paid their GI 
Bill living stipends by October 1. The money will be de-
ducted from future GI Bill payments, which raises some 
concerns about students who received more money in 
the form of emergency funds than they would otherwise 
have received.

Stone did not seek one of the $3,000 emergency checks 
for veterans.

“The closest office was in St. Louis, and I figured it 
would only be a few more weeks until I received money,” 
Stone said. “Little did I know that I would be waiting until 
months after my college graduation.”

VA employees are working overtime to process the 
285,000 applications received for the GI Bill. Of those, 
225,000 were certified, and the student veterans re-
ceived their certificates of eligibility. However, only a 
small percentage of the actual payments has been dis-
tributed. 

Applications for the new GI Bill currently take about one 
month to process. The Iraq and Afghanistan Veterans 
of America (IAVA) organization is pressuring the VA to 
speed up the process and encouraging career colleg-
es and universities to defer tuition and fees for veter-
ans awaiting Post-9/11 GI Bill payments. Many colleges 
have been forced to put special systems in place to help 
veteran students stay enrolled.

The IAVA recommends that, in order to speed up the 
process, veterans should thoroughly fill out the required 
VA form 22-1190, bring a copy of their VA certificate of 
eligibility to their school certifying official, coordinate with 
the certifying official to ensure paperwork gets submitted 
correctly and promptly, fill out the FAFSA as a backup 

source of additional financial aid and report any schools 
that fail to defer payments to the IAVA.

By next year, the Veterans Affairs office hopes to have a 
more streamlined, or even automated, system to process 
applications faster. 

“They should be focusing on their studies, not worrying 
about financial difficulties,” said VA Secretary Eric Shinseki.

The Post-9/11 GI Bill is said to be the most generous 
since the World War II GI Bill. Benefits of the new bill 
include up to 100 percent tuition and fee coverage, a 
monthly living or housing stipend, up to $1,000 per year 
for books and other school supplies, a one-time reloca-
tion allowance, and the option to transfer benefits to fam-
ily members. Some veterans may also be eligible for a 
one-time reimbursement of up to $2,000 for a licensing 
or certification exam or work-study programs and $100 
monthly for tutorial assistance. 

Eligibility for the Post-9/11 GI Bill is determined based 
on the veteran’s length of service since September 11. 
The bill provides housing and book stipends for veterans 
who have served at least three years of active duty, and 
veterans who have served at least 90 days but less than 
three years receive partial benefits depending on their 
length of service. GI benefits are available for 15 years 
following the veteran’s last discharge.

“The good news is that kids are taking advantage of it,” 
Shinseki told the Associated Press. “They’re lining up to 
go to school.”

The Post-9/11 GI Bill was signed into law in July of 2008 
and went into effect on August 1 of this year. The bill is 
expected to cost $62 billion over a 10-year period. ■

“I figured it would only be a few more weeks 
until I received money. Little did I know 

that I would be waiting until months after 
my college graduation.” 

Heather Bashaw is a Kansas City-based freelance 
journalist who has written for publications such as the 
Kansas City Star and Heavy Frequency Magazine. 

– eden stone, national Guard Veteran and university of Central Missouri Graduate
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T his year you may have a stronger focus on 
improving your school’s return on marketing 
and advertising investments. 

As many businesses are facing the prospect of leaner 
budgets, often one of the first areas to be reduced is 
advertising. Unfortunately, reducing the ad budget is 
an unavoidable reality for many, making it all the more 
important to ensure remaining ad dollars are going as 
far as possible. Whether you face reduced budgets or 
not, ensuring your marketing dollars are working hard 
for you is essential. 

  laura noonan    |     telecommunications

seven ideas:

1.  Commit to an advertising campaign that integrates 
several media formats but maintains the same call-
to-action throughout all pieces of the campaign. 

2.  Clearly state a call-to-action. What is it that you want 
people to do? For instance, “Visit our web site to learn 
more about our accelerated culinary programs." "Log 
onto (SPECIFIC URL) and find the program that is 
right for you." "We can offer you specialized programs 
based on your desired career path and offer you a free 

COntriButeD artiCle
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consultation to find the best program for your culinary 
passions." "Acquire new skills to set you on the path 
to success: visit (specific URL) today.”

3.  Use a direct-response tool in all pieces of the cam-
paign that is easy for buyers to remember and easy 
to track, like a toll-free vanity 800 number with call-
tracking services.

4.  Analyze the response rates to your overall adver-
tising efforts by monitoring your campaigns and ac-
cessing call tracking to measure how many calls 
come into your admissions department as a result of 
your ad buys. 

5.  Track the cost-per-lead of your campaigns based 
on the cost of the overall campaign versus the num-
ber of leads the campaign generates. This will show 
which marketing efforts were most effective and 
where you can make adjustments in your spending. 
You can better determine what mediums your leads 
are responding to and perhaps tweak your creative 
approach to reach them.

6.  Build a strong lead database, learn more about your 
prospects and market directly to these contacts. 
Research tells us that people are using more than 
the Internet to research continuing education pro-
grams. A toll-free service with a call-tracking sys-
tem can capture each incoming caller’s name, ad-
dress and demographic profile, including average 
home value and household income, based on the 
caller’s location. 

7.  Stay top-of-mind. Instead of a one-time splash, de-
velop campaigns that keep your name in the mar-
ketplace and in front of people on a regular basis. If 
you have to cut back somewhere, buy smaller news-
paper ads, mail postcards instead of letters, or run 
shorter radio and television spots during non-peak 
hours. Smaller ads and shorter spots allow you to 
stretch budgets and maintain a presence in the me-
dia for a longer period of time. And repetition is the 
key to retention!

Finally, as advertising guru Leo Burnett said, “Make it 
simple. Make it memorable. Make it inviting to look at. 
Make it fun to read.” ■

Laura Noonan has 15 years of experience in the van-
ity number and telecommunications services industry. 
She coaches hundreds of clients each year on using 
toll-free vanity phone numbers as direct-marketing 
tools to increase advertising response rates. Noonan 
can be reached at lnoonan@800response.com or by 
calling 1.800.NEW.SALES.
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 MakinG HeaDlines
proposed rule changes show aggressive 
moves from Department of Education 
One look at the Department of Education’s (DOE) pro-
posed negotiated rulemaking changes sent the stock 
market in a tumble and put career college leaders on 
alert. Initially some industry insiders thought the DOE 
was planning to merely tweak existing regulations that 
affect for-profit colleges and other higher education sec-
tors, but the DOE took another direction entirely on Nov. 
30 when the agency released a draft of proposed revi-
sions to a panel of negotiators. Some career college 
officials were taken aback by the substantial changes 
proposed, with some calling the move "aggressive" and 
"surprisingly strong."

Comprised of members that include federal officials and 
representatives of institutions and associations affected 
by the regulations, the panel was charged with re-exam-
ining 14 rules in a process known as negotiated rule mak-
ing. By far, the DOE's biggest proposed change involved 
eliminating the 12 safe harbors adopted in 2002 to clarify 
a ban on incentive compensation for student recruiters. 
These safe harbors specify types of compensation plans 
that do not violate the ban.

Representatives from traditional colleges, including con-
sumer advocates and admissions officers, have urged the 
DOE to do away with the safe harbors. They have argued 
that the exemptions, which allow colleges to pay enroll-
ment-based commissions under certain circumstances, 
encourage recruiters to sign unqualified students. Career 
college officials and lobbyists favor keeping the safe har-
bors because they say they provide much-needed clarity 
on whether specific types of payments are in compliance 
with the law.

Other suggested changes dealt with assuring the integ-
rity of ability to benefit testing procedures, defining a high 
school diploma and determining how institutions ensure 
gainful employment for their students.

synopsis of: "Officials of For-Profit Colleges See De-
partment's Proposed Rule Changes as 'Aggressive'"
source: The Chronicle of Higher Education
date: Dec. 1, 2009

Following proposed rule changes, 
education stocks drop
Shortly after the government released draft rules that 
would restrict how college recruiters are paid, education 
stocks summarily dropped on Nov. 30. The companies 

affected by the announcement included Apollo Group 
Inc., which operates the largest U.S. for-profit university.
After the U.S. Department of Education said it may stop 
allowing schools to compensate recruiters based on the 
number of students they enroll, Apollo Group shares fell 
2.2 percent in NASDAQ stock market composite trading.  
Another education stock – Bridgepoint Education Inc., 
based in San Diego – fell 4.2 percent, and Phoenix-based 
Grand Canyon Education Inc. fell 3 percent.

Set in place in 1992, a law now bans U.S. colleges from 
giving incentive payments to recruiters based on their 
success in securing enrollments. The Education Depart-
ment draft seeks to scrap a 2002 Bush administration rule 
allowing exceptions, known as safe harbors. The safe 
harbor provisions permit companies to compensate re-
cruiters based on the number of new enrollees in certain 
instances.

Career educators can continue to enroll new students 
without the safe harbors. Companies such as Strayer 
Education Inc., based in Arlington, Virginia, pay recruiters 
flat salaries and continue to enroll students.

synopsis of: "Education Companies Drop on Draft Re-
cruitment Rules"
source: Bloomberg.com
date: Dec. 1, 2009

university of phoenix releases second 
academic annual report
Last year, University of Phoenix released its first aca-
demic annual report, which was designed to respond to 
growing calls for higher education accountability and to 
provide a look behind the curtain at the outcomes for stu-
dents at the country's largest postsecondary institution. 
Criticism came from those who questioned the legitimacy 
of some of UoF's data, but the university generally earned 
kudos for putting out some unflattering information with-
out having been forced to do so.

The university released its second annual academic re-
port, and the same basic dynamic applies. Some of it is 
straightforward, while some is presented in ways that are 
either incomplete or, in one case, misleading – failing to 
make clear that it is using a different formula for the com-
pletion rates of its students than for the graduation rates 
of public two-year and four-year students with which it 
compares them.

The big challenge for UoP and its peers in for-profit higher 
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education is the perceived need to measure themselves 
not against one another, but against the traditional insti-
tutions – largely community colleges and open-access 
public institutions – with which they compete for students. 
With UoP and its peers charging significantly higher tu-
ition than most public institutions, for-profit colleges are 
feeling pressure from regulators more than consumers, 
at least so far, to prove that the education they are deliv-
ering is worth the higher price.

synopsis of: "A For-Profit Accountability System?"
source: Inside Higher Education
date: Dec. 8, 2009

Enrollment numbers surge in career colleges 
as economy looks to recover
Career education might be the hinge by which the 
economy completes its swing to recovery. Data provided 
by the Accrediting Council for Independent Colleges and 
Schools (ACICS) showed that enrollment for colleges 
and schools providing workforce education has surged. 
The growth was attributed to unemployed professionals  
hoping to refocus their career training or seek secondary 
training for future employment opportunities. 

The ACICS also announced that it reached two important 
milestones in November: The council now accredits 780 
colleges and schools in 11 countries, with a combined 
enrollment of those institutions exceeding 700,000 
students. The organization had its own surge to report 
as the number of applicants seeking an initial grant of 
accreditation through the ACICS is on the rise. About 60 
institutions have applied for an initial grant evaluation in 
the next year. According to a recent annual institutional 
report, those schools boast an average enrollment 
of nearly 1,000 students per institution, and average 
retention and placement rates that exceed ACICS 
standards.

The ACICS is recognized by the U.S. Department 
of Education and the Council for Higher Education 
Accreditation (CHEA) for accreditation of professional, 
technical and occupational career education programs.

synopsis of: "Workforce Education is Bridge to 
Economic Recovery"
source: The Hill
date: Dec. 1, 2009

Dated technology slows some  
gi bill checks
The Department of Veterans Affairs was unable to pro-
cess two categories of Gi Bill claims from outdated soft-
ware. The cases simply were set aside until a software 
upgrade occurred. Impacted students and schools, it 
appeared, never received a letter to explain why pay-

ments were frozen. Some students and some universities 
still have not received any GI Bill money to cover tuition, 
housing or other costs.

These complications hit students whose Post-9/11 GI Bill 
award levels needed adjusting after the semester began, 
usually because the student added or dropped a course. 
But it also impacted students who had changed campus-
es or schools, and therefore created overlapping terms 
that the old GI Bill software couldn’t handle, said Keith 
Wilson, Director of the VA’s education service.

As of Dec. 1, the VA had received 340,000 applications 
for Post-9/11 GI Bill eligibility determinations. Action has 
been completed on 276,000 of those.

synopsis of: "Old Technology Impeding Some GI Bill 
Payments"
source: Stars and Stripes
date: Dec. 4, 2009

colleges lagging on completing obama’s 
degree completion goals
American colleges have increased the number of sub-
Baccalaureate degrees they award – but not nearly 
enough to approach the aggressive college completion 
goals that President Obama and others have set for the 
country.

The Education Department's National Center for Educa-
tion Statistics published a report that zeroes in on Associ-
ate degrees, certificates and other credentials below the 
Bachelor's degree – credentials that often get shorted in 
discussions of higher education policy, and are increas-
ingly seen as crucial to the country's ability to produce not 
only a skilled workforce, but an educated citizenry.

Countries such as Canada, for instance, have raced past 
the United States in international rankings of postsecond-
ary attainment, in large part because they've successfully 
drawn significant numbers of their citizens into sub-Bac-
calaureate programs. President Obama has set a goal of 
having the country back in the top of the college attain-
ment rankings by 2020.

Jacqueline E. King, Assistant Vice President of the Ameri-
can Council on Education's Center for Policy Analysis, said 
that the "rapid" rise in certificates and Associate degrees 
from 2002 to 2007 was noteworthy, given recent analyses 
by labor economists showing that 45 percent of jobs over 
the next five to 10 years will be in "middle skill" positions 
that require these sorts of sub-Baccalaureate credentials.

synopsis of: "Movement, But Miles to Go"
source: Inside Higher Education
date: Dec. 3, 2009 ■
Headlines compiled by Christopher Roswell
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t
GrOuP learninG

Pinnacle Career institute’s eddie Colon proves a 
community approach is best for training students

-shirts tacked to a corkboard in the Pinnacle Ca-
reer Institute Kansas City campus’ modest book-
store are as traditional as the school’s history. The 
lettering on the heather gray cotton is anchored by 
the phrase “Founded 1953.” Since then, like other 

career colleges with a rich past, the school has at times 
thrived and survived according to the economic climates 
while adapting to the ever-changing job market. Through 
the years, the school has graduated students in every 
needed career field, but primarily in business and technol-
ogy.

By all measures, the school is successful – a solid career 
college with roots connect-
ing it to a simpler America 
when houses were just 
beginning to boast black-
and-white TVs. And yet, 
like many career colleges, 
PCI had never managed 
to become familiar to any-
one outside its graduates 
and faculty. The name 
might be recognizable to 
drivers who passed by the 
sign on the nearby inter-
state exit, but what people 
knew about the programs 
the school provided and its 
impact on the community 
for the last half-century 
was nowhere near match-
ing its actual contributions. 

Then, last summer, PCI hired Eddie Colon as Vice Presi-
dent of Operations.

In less than a year’s time, more than a half-dozen state 
and local officials have walked the halls of PCI’s campus-
es in Kansas City and Lawrence. They’ve visited class-
rooms, looked at technology, shook hands with instruc-
tors and held conversations with students. They all came 
through Colon’s efforts to encourage faculty and staff 
to think about their own community connections … and 
make a few calls.

Last summer, local television crews visited a local football 

field to see students in PCI’s Personal Trainer program as-
sist former Kansas City Chief Kimble Anders with strength 
and conditioning training for the high school football team 
he coaches. And at the school’s campus in Lawrence, 
Kan., more than 300 people showed up for a job fair event. 
The turnout was not entirely due to the economy, either. In 
a college town where the University of Kansas is by far the 
most popular educational option, Colon encouraged PCI 
campus directors to call reporters to promote the event for 
publication in career and education sections.

While some might see the external value in inviting local 
elected officials and news media to school events – a wise 

PR move for putting the 
school’s name in news-
papers – some school 
operators might over-
look the internal value 
in such a move. Having 
recognizable faces take 
an interest in a school, 
its students and its aca-
demic mission changes 
the attitudes of everyone 
involved at the campus 
level.

“For one person to come 
into a school and bring 
about the impact that 
he’s made isn’t com-
mon,” said Jeff Free-
man, co-owner and CEO 
of PCI. “What makes his 

approach work is what he believes is important. He be-
lieves a school has to be an influential part of the commu-
nity, and in order to earn that role, you have to know who 
you are. You need to do things that influence. You need 
to be sure you serve the community in ways that provide 
more than just professionals with career skills.”

Colon is much more than a PR man. He’s a combination of 
the messages on the bottom of every motivational poster 
that hangs on corporate office walls, a philosopher on the 
types of subjects that get covered in business books that 
some execs save for in-flight reading. But Colon takes 
those concepts and winds them into his own philosophy.

 kevin kuzma    |    editor

Eddie Colon, Vice President of Operations, Pinnacle Career Institute
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Freeman said that he knew Co-
lon was committed when he hired 
him almost a year ago. Seeing his 
abilities take shape and his unusual 
dedication, though, have been a 
pleasure to watch, he said.

“He’s taken it on himself,” Freeman 
said. “We didn’t realize how much 
he would do or what a great impact 
he would have on the morale of the 
students or the ability for placement. 
We saw it as, ‘Hey, it’s nice he has 
these abilities,’ but he saw it for 
what it did for students and faculty. 
I’ve heard many schools say that if 
it’s worth doing something, it’s worth 
doing it proudly. Every school says 
it, but how many do it?”

Colon is a 1977 Purdue University 
graduate. He was born and raised in 
northern Indiana where he worked 
in steel mills during the summers.  
He became a teacher and taught in 
Grand Junction, Colo., in 1978 and 
went on to work for the University 
of Colorado in Boulder. He met his 
wife Que Que there and moved to 
Kansas City with her and worked for 
Electronics Institute, the founding in-
stitute of PCI, where he spent nine 
years in admissions and marketing. 
He then became Director of Vatterott 
College in St. Joseph, Mo., and then 
in Kansas City. Six years later, he 
was promoted to Regional Director 
of Vatterott, overseeing eight cam-
puses in the Midwest. From there, 
he went on to work at ITT Techni-
cal Institute as the Director of ITT’s 
Kansas City campus where he won 
District Director of the Year awards 
in 2006, 2007 and 2008, and Na-
tional Director of the Year in 2007.

“Everyone is a representative of the 
school, including students,” Colon 
said. “You can see a culture on the 
faces of the people in the school. 
But first you have to develop a vi-
sion, a mission. You have to include 
people, get buy-in, review your 
goals and empower people to pur-
sue them. Then you have to rec-
ognize the accomplishments. You 

have to celebrate and acknowledge 
personal and team achievements.”

Colon’s latest project is helping lo-
cal youth and high school students 
recognize their potential, self-worth 
and responsibility to their futures. 
Last year, PCI was approved by the 
Kansas City School District to be-
gin a mentorship program for high 
school students. Pinnacle will begin 
facilitating The Pacific Institute’s 
PX2 program to a select group at 
Central High School. The title might 
sound like a video game console – 
which, given its audience, would be 
entirely appropriate – but it is actu-
ally an innovative new concept that 
draws career educators closer to a 
community’s roots.  PX2 was devel-
oped by The Pacific Institute to help 
give youth the tools to make the 
transition from childhood to adult-
hood easier and set them on a path 
to a successful, purposeful life.

The curriculum is taught through 12 
modules that focus on experiential 
exercise, personal reflection, and 
intentional visualization and goal 
setting, including “How My Mind 
Works,” “Changing My Attitudes 
and Beliefs,” and “Taking Charge of 
My Life.”

“The program is focused on helping 
young people change the way they 
think about life and their future,” Co-
lon said. “It opens their eyes to neg-
ativity and their choices, like who 
they hang with.  It exposes them 
to changing their thinking or other 
programs that might be available to 
them. It’s also a way that future high 
school graduates might choose us.”  

Under Colon’s influence, PCI is fi-
nally achieving awareness for its 
contributions to the community. Co-
lon’s goal to bring influential people 
in has paid off in improved attitudes 
among students and faculty, as well 
as academic output. Training peo-
ple has become a community initia-
tive at PCI. A new – more colorful 
– tradition is underway. ■

 kevin kuzma    |    editor

Several Missouri State Representatives visited 
PCI’s campus in Kansas City – North. Here, 

Jason Grill, center, poses with PCI faculty and 
administration.

Cathy Jolly, middle, joins students in PCI’s 
Personal Trainer program.

 Jerry Nolte, center, poses with students in PCI’s 
Medical Assistant program.

Students in PCI’s Personal Trainer program 
gather around Jason Holsman, middle.

Leonard Hughes, center, stands with school 
administrators and faculty.
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the President’s new initiative removes banks, 
lenders from student loan equation

egislative observers say the American 
Graduation Initiative, President Obama’s 
proposal to improve graduation rates and 
increase federal funding for community 

colleges, is in line behind healthcare reform 
awaiting Senate action.

“We think it’s going to be in the queue behind 
healthcare (legislation),” said Norma Kent, Com-
munications Officer for the American Association 
of Community Colleges in Washington, D.C.  “It’s 
passed the House, and we were hoping it would 
get to the Senate before Christmas, but now it 
looks like after the first of the year.”

The initiative, a component of H.R. 3221, the 
Student Aid and Fiscal Responsibility Act of 2009, 
passed the House of Representatives on Sept. 17 
by a 253 to 171 margin. Cast largely along party lines 
– just six Republicans supported the bill and only four 
Democrats opposed it – the vote means the bill is now 
on the docket of the Senate’s Health, Education, Labor and 
Pensions Committee.

David Baime, Vice President of Government Relations for the 
American Association of Community Colleges, said he doesn’t 
know when the subcommittee or, ultimately, the full Senate 
could begin deliberations on the Senate version of H.R. 
3221. But it is likely, he said, that action would come 
sooner rather than later and be determined by po-
litical timing.

COntriButeD artiCle
Obama’s New 
Student Lending

L

  David knopf    |     Contributing Writer
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postsecondary degree, certificate or industry-recog-
nized credential leading to a skilled occupation in a 
high-demand industry.”

•  Modification of student aid provisions, including a grad-
ual increase of the Pell Grant maximum loan amount 
to $6,900 by FY 2019; elimination of the bank-funded 
Federal Family Education Loan Program, which would 
be replaced by federally funded direct loans; restructur-
ing of the Perkins Loan Program, which would become 
a campus-based, unsubsidized direct loan program 
and could provide an additional $5 million in Perkins 
Loans; and modification of Stafford Loans from fixed to 
variable interest rates

•  $2.5 billion in guaranteed funding for historically black 
colleges and universities and Hispanic serving institu-
tions from FY 2010 to FY 2019

•  Competitive grants for the creation of “freely available 
online training and high school and postsecondary 
education courses.” The bill would provide $50 million 
annually from 2010-2019

Terry Zaleski, Executive Director and Counsel for the Co-
alition of New York State Career Schools, is familiar with 
the bill. He said that Senate passage wouldn’t be likely 
to create new enrollment competition between commu-
nity colleges and career schools. That’s the case, Za-
leski said, because career schools have a niche based 
on high completion and placement rates.

“I don’t believe that it will be (a competitive threat) be-
cause of the nature of our institutions,” said Zaleski, 
whose association represents the interests of around 
100 non-degree-granting schools. “We know the statis-
tics are in our favor. Our schools by and large will have 
around a 75 percent completion rate or higher within the 
normal time frame. Of that 75 percent, what the statis-
tics have shown is that 75 percent are placed in the job 
market.”

If there’s a concern, Zaleski said, it’s that the legislation 
benefits community colleges and provides little for the 
for-profit sector. The only direct benefit to career colleg-
es would be the increase in Pell Grant limits for students.

“They (community colleges) do perform a valuable ser-
vice,” Zaleski said. “But what the legislation should’ve 
looked at is, ‘How do we best serve our population?’ If 
you’ve got something that’s working (career colleges), 
why not include it?”

Zaleski echoed a sentiment expressed by Career Col-

“It’s a lower priority than healthcare, but it is a high prior-
ity,” said Baime, who authored a summary of the bill’s 
community college provisions. The summary is posted 
at www.AACC.edu, as is other news on the Obama pro-
posal. 

Senate timing may be up in air, but Baime thinks the 
outcome for the Obama bill is all but decided.

"It’s pretty clear that they have (the) 51 votes (needed for 
passage),” he said. 

As part of a budget-reconciliation bill, the Student Aid 
and Fiscal Responsibility Act of 2009 needs only a sim-
ple majority for passage. 

“This is basically an expedited approach,” Baime said.

If there’s a bump in the road, it could come from lobbyists 
who oppose a provision that removes banks and other 
private lenders from the student loan equation. Among 
the legislation’s financial aid provisions is the phase out 
of the Federal Family Education Loan Program, in which 
student loans are directly funded by banks.

Under the Obama plan, colleges would be required to 
participate in the federally funded Direct Loan Program. 
According to Baime’s legislative summary, a limited 
number of private lenders will be allowed to service, but 
not originate, the loans.

“Lenders are big employers in local communities,”  said 
Baime, who expects Senate lobbying to focus on the 
public vs. private lending issue. Even so, he sees little 
chance that pressure from banking interests will result in 
any significant Senate modifications to the bill.

“I think the Democrats want to do this and have the votes 
to do it,” he said.

If a version of H.R. 3221 becomes law as proposed, it 
would provide the following:

•  $2.5 billion to fund state grants that would facilitate 
community college construction, renovation, modern-
ization and repairs.  The grants would be intended to 
reduce the cost of financing the projects, not directly 
pay for them

•  $630 million to fund grants to help community colleges 
improve their graduation rates. According to Bairne's 
survey, the colleges would be required to match the 
grants that would provide a minimum of $750,000 to 
support programs that “lead to the completion of a 
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lege Association President Harris Miller. In a statement 
issued in July, Miller congratulated the proposed Obama 
bill goal of “stimulating workforce development through 
strategic national investments in professional, career 
and technical education. But he also included a direct 
plug for career colleges’ track record.

“We salute the President’s efforts, and we urge him 
to rely on the full panoply of options when it comes to 
reaching his 2020 goals, including schools that have al-
ready demonstrated a great return on investment: ca-
reer colleges,” Miller said.

To help give those sentiments greater traction with law-
makers, CCA recently hired former Virginia gubernato-
rial candidate Brian Moran to serve as its Executive Vice 
President for Government Affairs.  Under the Influence, 
a national journal web site that tracks lobbying and is-
sue advocacy in Washington, reported that as of Nov. 16 
CCA had spent $167,000 in 2009 on federal lobbying.

However, lobbying to convince lawmakers of career 
schools’ value ultimately may not be as important as 
convincing students, Zaleski said.

“A school in the private sector, specifically the career col-
lege sector, has to convince students why they should 
come there,” he said. “We won’t be in existence if we 
don’t meet the needs of the marketplace.”

Career schools have accomplished that, Zaleski said, 

As noted by American Association of Community 
Colleges Government Liaison David Baime, the 
House version of the Student Aid and Financial 
Responsibility Act — a bill now merged with the 
American Graduation Initiative — increases the 
maximum Pell Grant from $5,500 in 2010 to $6,900 
in 2019. According to Bob Cohen, spokesman for the 
Career College Association, the bill contains other 
benefits for career college students. An expanded 
and reorganized Federal Direct Perkins Loan 
program will be an improvement, Cohen says, as 
will mandatory variable interest rates for subsidized 

WHat tHe Bill WOulD Mean fOr Career COlleGes

with their “close linkage to the job markets and getting 
(students) through the program in the time frame that 
they’re supposed to be there.”

Mike Rizzo, a University of Rochester lecturer who stud-
ies the economics of higher education, agrees that H.R. 
3221 poses no obvious threat to career colleges. Rizzo 
said he believes that career and community colleges 
serve different segments of the population. What helps 
one may not hurt the other.

For example, Rizzo said a student who wants to sample 
different fields of study, undertake a broad liberal arts 
education or augment his or her current knowledge may 
find the relatively low cost of a community college attrac-
tive. In contrast, Rizzo believes career college students 
enroll with a narrower vision of the end product – a job.

“If you were thinking about retraining or a mid-career 
change, those might choose a career college,” he said. 
“There would be a minimal threat (from passage of a 
combined House-Senate version of H.R. 3122) because 
the student bodies are different.”

Economists tend to take a longer view when judging 
the ultimate success or failure of programs such as the 
American Graduation Initiative, Rizzo said. From that 
perspective, the community college bill is likely to bring 
more political benefit to Obama and the traditional Demo-
cratic constituency, he says, than any long-term changes 
in the educational landscape.

federal student loans in 2012. The proposed simplification 
of the FAFSA financial aid form will also help students’ 
families, Cohen said.

A private, not-for-profit four-year college charges an 
average of $26,273 annually for tuition.

 CCA acknowledges the high cost of postsecondary 
education, Cohen says, and favors limits on what a student 
can borrow. “For some time, CCA has advocated limiting 
amounts students may borrow to cover tuition and fees, 
keeping the focus of student loans on school costs and not 
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“I don’t think it’s going to change much, but that’s pure 
speculation,” Rizzo said. “Look at this program 20 years 
from now, and there’s not going to be any impact. But 
that’s the way things tend to work.”

The most significant component of the legislation may 
be in the provisions for financial aid, Rizzo said. For 
one thing, if interest rates for direct loans are lower than 
bank-funded loans, students will save money. And, if the 
cost of financing an education declines – or even holds 
steady – colleges, both community and career, may ben-
efit in enrollment. If the loans are repaid, even the gov-
ernment stands to profit from the interest.

Improving community college retention and completion 
rates is a laudable goal, Rizzo said, as is shoring up 
the schools’ physical plants and programs. But in his 
view, the most significant change likely to arrive with 
the American Graduation Initiative is where financial aid 
originates.

“That’s the major change,” Rizzo said, referring to finan-
cial aid issues addressed by the legislation. “That’s what 
the bill is all about. It doesn’t seem to me this is a huge 
amount of money once it filters down.” ■

David Knopf, a freelance writer from Kansas City, has reported for 
and edited newspapers that include The Tulsa World, The Kansas 
City Star, Liberty Tribune and the Jenks Journal. Contact Knopf at 
davidk@careercollegecentral.org

other types of non-school related expenses,” Cohen said.

Cohen says his organization supports the Obama bill and 
has encouraged its career college members to back it.

According to College Board figures, the average tuition 
for career college students in 2009-10 is $14,174. That 
compares to $2,544 for two-year public community 
colleges, which are taxpayer-supported. Cohen 
said CCA has calculated that taxpayers subsidize 
community college students by a factor of 7 to 1 over 
career college students.
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a closer look at the process for making the rules by which 
career colleges must abide   Jenni Valentino    |     associate editor

Rulemaking

Demystifying
Negotiated
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ince Sept. 9, 2009, when the Department of 
Education (DOE) first published a notice in 
the Federal Register announcing its intent 
to establish negotiated rulemaking commit-

tees to discuss proposed regulations under Title IV of 
the Higher Education Act of 1965, the career college 
sector has been on the edges of our seats. Waiting 
to see what the outcome of the negotiations would 
mean for our sector has been scary, stressful and, at  
times, frustrating. 

Even with the understanding that DOE recommenda-
tions are often softened during the negotiated rule-
making sessions, we’ve been understandably anx-
ious. Just three of the negotiated rulemaking panel’s 
28 spots were allotted to representatives of private, 
for-profit institutions, and the proposed issues, includ-
ing incentive compensation and gainful employment, 
have the potential to severely alter the way we run  
our schools. 

At the time of publication, the second round of negoti-
ated rulemaking dealing with program integrity issues 
had just taken place on Dec. 7-11, 2009. The negotia-
tors of this session discussed incentive compensation, 
gainful employment, the definition of a credit hour, the 
timing of aid disbursement and other issues. They be-
gan fine-tuning the draft regulations and offered sug-
gestions, changes and complete counter-proposals to 
the DOE’s proposed language.

Because it’s still unknown exactly what will come of the 
discussions, as a final negotiated rulemaking session 
is slated for Jan. 25-29, 2010, Career College Central 
has taken this time in limbo to peek beyond the veil 
of negotiated rulemaking. We’ve compiled information 
from the DOE to try to remove some of the mystery 
from the negotiated rulemaking process. 

When and why is negotiated rulemaking used?
Usually, the DOE develops its regulations without pub-
lic input and then publishes them in the Federal Regis-
ter for comment by the public. The published document 
is known as a notice of proposed rulemaking or NPRM. 

However, when developing NPRMs for programs au-
thorized under Title IV of the Higher Education Act of 
1965, the DOE is required by law to use negotiated 
rulemaking, unless the Secretary of Education deter-
mines that doing so is impracticable, unnecessary or 
contrary to the public interest. 

Under negotiated rulemaking, the DOE meets to de-
velop an NPRM in association with representatives of 

S

Demystifying
Negotiated

the parties who will be most affected by the proposed 
regulations. Through a series of meetings facilitated by 
a neutral third-party, these representatives (referred to 
as negotiators) work with the DOE to come to a con-
sensus on the proposed regulations.

How are the issues up for negotiation determined?
The issues up for negotiation are determined by newly 
enacted laws, the DOE and the public. Because ne-
gotiated rulemaking is required for the development of 
NPRMs for Title IV programs, newly enacted statutory 
provisions for which Title IV regulations are needed are 
automatically included on an agenda for negotiated 
rulemaking. Other issues for negotiated rulemaking 
are identified when the DOE determines that existing 
regulations need to be amended.

Once the DOE determines that negotiated rulemaking 
will take place, it publishes a notice in the Federal Reg-
ister that announces its intent to conduct negotiated 
rulemaking and identifies the areas in which it intends 
to develop or amend regulations. This notice announc-
es a public meeting (or meetings) to obtain advice and 
recommendations on the issues to be negotiated. The 
DOE may also solicit written submissions of advice and 
recommendations.

After consideration of this public input, the DOE devel-
ops a list of the issues that the negotiating committees 
are likely to address and publishes the list in another 
notice in the Federal Register. When the negotiating 
committee first meets, members may suggest addition-
al issues that may be added to the agenda, subject to 
the full committee’s approval.

Who are the negotiators, and how are they 
selected?
Committees for negotiated rulemaking are nomi-
nated by the public and chosen by the DOE. Addi-
tionally, each committee includes at least one DOE  
representative. 

In the same Federal Register notice that declares the 
DOE’s intent to conduct negotiated rulemaking, the 
DOE solicits nominations for negotiators to represent 
the community expected to be significantly affected by 
the proposed regulations. 

The DOE then selects the negotiators to provide rep-
resentation for the affected groups, while keeping the 
size of the committee under a certain size. By law, 
a committee must be limited to 25 members, unless 
the agency head determines that a greater number of 
members is necessary. Usually, the DOE assembles 
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committees of 12 to 15 negotiators, plus alternates, 
and at least one DOE representative.

After the committee members have been select-
ed, the Department publishes another notice in the 
Federal Register announcing the committee and  
its negotiators. 

How is the negotiated rulemaking process struc-
tured?
Traditionally, the negotiating committee meets for three 
three-day sessions, scheduled with approximately a 
month between each. The number of sessions, meet-
ings in a session, length of the session meetings and 
the time between sessions may vary depending on the 
issues up for negotiation.

The DOE representative begins each session by go-
ing over the agenda and protocols for the session. 
Once the agenda and protocols are finalized and 
agreed upon, the committee begins its negotiations of  
the issues. 

In the lapses between sessions, the DOE drafts and 
amends the proposed regulatory language based on 
committee negotiations and makes note of any tenta-
tive agreements the committee members may have 
reached. Then, the DOE provides this draft of the 
regulatory language to the negotiators prior to the  
following session. 

How does a negotiating committee define 
"consensus"?
In negotiated rulemaking, a consensus means that 
there is no dissent by any member of the committee. 
Decisions have to be unanimous, and no member can 
be outvoted. However, the absence or silence of a 
member at the time the final consensus vote is taken is 
equivalent to not dissenting. Still, agreements reached 
during the negotiations are assumed to be tentative 
agreements until members of the committee consider 
all of the issues included on the agenda and vote on 
the entire proposed regulatory language at the end of 
the final session of the negotiated rulemaking.  Once 
a concluding consensus is achieved, committee mem-
bers cannot change their votes. Then, the DOE will use 
the agreed-upon regulatory language in its NPRM. 

Is negotiated rulemaking open to the public?
Individuals who are not on the negotiating committee 
are allowed to observe negotiated rulemaking ses-
sions, but they are not allowed to speak unless they 
are recognized by the committee. At the end of each 
meeting, the committee opens the floor for public com-
ments and questions.

Printed materials used by the negotiators are avail-
able to the public on the DOE's negotiated rulemak-
ing web site. Visit www.Ed.Gov/Policy/HigherEd/Reg/
HEARuleMaking/2009/NegReg-SummerFall.html for  
more information. ■

 “When developing notices of proposed 
rulemaking for programs authorized under title 
iV of the Higher education act of 1965, the DOe 
is required by law to use negotiated rulemaking, 
unless the secretary of education determines 
that doing so is impracticable, unnecessary or 
contrary to the public interest.”
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One of the most fatal missteps in a ca-
reer is going to work for the wrong com-
pany; a company that doesn't provide 
reasonable prospects for stability, suc-
cess and integrity. Too often people pur-
sue an ad, a recruiter, or a referral from 
an acquaintance, without really knowing 
much about the prospective employer. 
Much may be learned by researching a 
company in advance via Hoover, Dunn 
and Bradstreet, stock research, if pub-
lic, or maybe simply Googling the com-
pany for example.

It can also pay off to talk to a person 
knowledgeable about the industry to find 
out about the history and track record of 
the company, future plans, financial situ-
ation, compliance history, management 
stability, corporate culture and potential 
career growth opportunity. A knowledge-
able, ethical and experienced recruiter 
is a good resource for insight into com-
panies, not to mention respected friends 
who have gone to work for companies 
you may be considering. If you can 
talk to the staff while interviewing you 
have another valuable window into your 
new professional home. You also need 
to ask good questions in an interview, 
which should be a two way street for 
exchange of information. If you do your 
homework, your chances of success in-
crease tremendously.

brad Jones, 
"You Can't Hit the Target Unless You 
Aim For the Right Employer" ■

Are you having challenges in engaging 
your instructors in your faculty develop-
ment program?

Most career college instructors are 
highly motivated because they are pas-
sionate about their students. As career 
educators, they are driven by the goal of 
providing an excellent education to their 
students and helping them succeed in 
their life and career. These instructors 
are always looking for opportunities to 
enhance their teaching skills to better 
serve their students.

However, some instructors genuinely 
feel that they don don’t need to be taught 
how to teach. Some know their subject 
matter so well that they believe that 
makes them an expert instructor. Some 
have taught for years and believe that 
that there is nothing more to learn about 
teaching a class. What I have learned 
is that instructors will not benefit from a 
faculty development program if they feel 
they are being forced to participate. So 
how do you engage these instructors in 
your faculty development program?

If you have a sound training program in 
place at your institution, it must include 
meaningful interactions among the par-
ticipants. Let your resistant instructors 
know that the program provides oppor-
tunities for discussions and knowledge 
sharing. Empower them to participate 
in the program and help others. This 
will motivate them to get engaged in the 
program and once they get involved with 
the training they will start to appreciate 
the learning opportunity!

Also, regardless of their level of motiva-
tion, instructors are human beings and 
the “what’s in it for me” factor plays an 
important role in their professional de-
velopment plan. Your program should 
provide a certificate of completion and 
continuing education credits for comple-
tion of each training course.

dr. Amir Moghadan, 
"Faculty Development - The Incentive 
Side of the Equation"

The negativity is abundant. Suddenly, it’s 
everywhere. It creates the impression that 
career education is in real trouble. And, 
that’s exactly the problem. There’s too 
much negativity … isn’t there? The journal-
ists who’ve created these reports – and you 
can read through them all, if you like – of-
fer nothing definite about what’s going to 
become of career education. That tells me 
we’re at the beginning of a process rather 
than the end. 

What’s underling all the negativity is the 
sector’s success. If our schools weren’t 
achieving too-good-to-be-true revenue fig-
ures, the SEC would be nosing someplace 
else. When the economy is down, people 
turn to education … and not the kind that 
takes four years and $50k plus. Is the sec-
tor perfect? Nah. Neither are traditional col-
leges and universities. 

So, what’s going to happen? If you use his-
tory as an example, it’s clear: career colleg-
es are going to end up with more regulation 
and stricter reporting standards. Isn’t that 
how it always turns out? Some schools are 
playing a little loose – or worse – under in 
the present regulatory environment. They 
need to revamp their approaches. But in no 
way do those schools represent the entire 
sector. Yet, because of the for-profit label, 
we’re all made to suffer. 

Eventually, with new regulations in place, 
the market will stabilize, investors will go 
back to anticipating enrollment figures, and 
private equity guys will go back to lining the 
backs of conference rooms and scribbling 
down the names of potential buyers with 
hotel ink pens that barely write. 

Career education is deeply imbedded in 
supplying this country’s workforce with 
much needed jobs. Career education is not 
a want, it’s a need. Let’s cut to the chase. 
Give us the new, stricter standards to abide 
by so we can surprise you once again by 
overachieving. That’s something we have 
in common with the people we serve. 

Kevin Kuzma,
"Give Us Stricter Regulations and Let's 
Move On"

www.CareerCollegeCentral.org

to read more blog posts, 
visit us online at:
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traininG fOr PerfOrManCe
Dr. Amir Moghadam is Founder and CEO of MaxKnowledge, the leading 
training company for the career college sector of higher education. Mogh-
adam has 20 years of experience in career education, serving in many 
capacities including Professor, Director of Education, Academic Dean, Di-
rector of Student Affairs, Campus Director, College President/Owner, and 

Amir Moghadam
Founder and CEO 

MaxKnowledge

basic leadership functions can be learned through effective 
training.  You’ve probably heard the statement: “Leadership is 
a rare skill.”  Well, that may be true, but the reason is simply 
because of the lack of training and coaching required to de-
velop leadership skills.

Another reason leadership may have become a rare skill is 
because of our perceptions of what a good leader should look 
like. These perceptions affect our ability to identify and train 
potential leaders for our organizations.  In developing effec-
tive leaders for your organization, take the following popular 
myths and facts into consideration.

Myth: Leadership exists only at the top of an organization. 
Fact: Leadership roles exist at all levels of the organization.

Myth: Leaders are charismatic. 
Fact: Most leaders are all-too-human, flawed and have no 
particular charm.

Myth: Leaders don't need to be concerned with details 
– they only need to be concerned with the big picture.  
Fact: This style of leadership won't cut it in our sector. An 
awareness of details is required to effectively stay on top of 
things. The key is separating details that provide meaningful 
information from those that are unimportant. Leaders need to 
know the details, but they don't necessarily need to manage 
the details.

Myth: Leaders need to carefully orchestrate everything in ad-
vance and then sit back, occasionally responding to unfore-
seeable exceptions. 
Fact: It is unrealistic to expect an organization to run as 
smoothly as a well-oiled machine. Even the most effective 
leaders cannot possibly anticipate all the consequences of 
the actions they take.

The key to leadership development is effective and continual 
training and coaching. Everyone has leadership ability. ■

Leadership is an ageless topic that has been studied from 
many different viewpoints. In simple terms, leadership 
can be seen as the process of helping to direct and mo-
bilize people and/or their ideas to achieve a shared vision. 
The outputs produced by leadership are movement and 
change. 

Throughout the ages, individuals seen as leaders have 
produced movement and change, sometimes for the bet-
ter and sometimes not. They have done so in a variety of 
ways, though their actions always seem to boil down to es-
tablishing where a group of people should go, getting the 
group lined up in that direction and committed to move-
ment, and then energizing the group to overcome the inevi-
table obstacles it will encounter along the way.

What constitutes good leadership has been a subject of 
debate for centuries. We usually label leadership "good" or 
"effective" when it moves people to a place in which both 
they and those who depend upon them are genuinely bet-
ter off. Good leaders accomplish this without stepping on 
the rights of others. To produce movement and change, 
leaders perform three basic functions:

•  establishing direction – Developing a vision of the fu-
ture and establishing strategies for producing the change 
needed to achieve the vision

•  Aligning people – Communicating the direction and cre-
ating coalitions of people who understand the vision and 
are committed to its achievement

•  Motivating and inspiring – Keeping people moving in 
the right direction despite political, bureaucratic and re-
source barriers. This is done by appealing to very basic, 
but often untapped, human needs, values and emotions

A widely believed myth is that leaders are born, not made. 
But the fact is that the skills required to perform the above 

International Training Consultant. He earned his Ph.D. in Engineering 
from the University of Cambridge, and his accomplishments have been 
recognized in Who’s Who in American Education and Who’s Who in 
the World. Moghadam can be reached at amirm@maxknowledge.com.


Myths and facts
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sources. Require students to complete these tasks and give 
them a weekly checklist. Meet with students to determine 
what additional training they need. Ask instructors to assist. 
You can also pair students with grads or employers to pro-
vide special coaching. If your grads are entering a shrinking 
job market, they have to be the best.

Improve employer and community relations
An important part of career services director’s job is to stay 
in touch with employers and establish relationships with new 
ones. When there are job openings, you want local employ-
ers to think of your grads first. This can only happen when 
employer relationships are developed and sustained. And 
that takes communication – in person, by email, by phone or 
by mail. Start by asking your grads for employer names and 
contact information. (You’ll need permission to contact these 
employers.) Ask how your grad is doing, what suggestions 
they have to improve curriculum, and what their concept is 
of a work-ready employee. If you don’t have a full-time di-

pen any newspaper and there is bound to be an arti-
cle about unemployment. High unemployment rates 
don’t have to be depressing news to your students 

or staff. You can use the current state of the economy to en-
hance your career services department, improve employer 
and community relations, build a bank of job openings, and 
assess the need for your programs in the workplace.

enhance your career services department
Meeting challenges in the job market may require changes 
in your career services department. Is there a dedicated di-
rector for the department? The director needs to meet with 
each student early in his or her training. Employment skills 
and confidence building take time and are not tasks that can 
be completed on the last day of class. Don’t have a full-time 
director? Set up career services computer workstations. 
These are Internet-accessible terminals where students can 
complete required career skill-building tasks. You can create 
online activities, buy them from publishers or use Internet re-

the dwindling job pool doesn’t have to shrink opportunities for your grads

o
 Dr. susan f. schulz    |    susan f. schulz & associates inc. 

BlOGGer COluMn 

unshrinking
yoUr School
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Dr. Susan Schulz has more than 20 years of experience 
consulting with postsecondary career colleges and 
traditional colleges and universities. Her areas of 
expertise include compliance, school development, 
retention, marketing, placement strategies, and 
mergers and acquisitions. Her Doctoral dissertation 
research project involved determining what factors 
influenced attrition at a massage therapy school. She 

is also an adjunct faculty member for MaxKnowledge.

Visit my blog posts weekly on the Women’s Leadership, Mergers & Acquisitions, and various other 
sections of www.CareerCollegeCentral.org.

rector, you can still reach out to your community. Ask your 
grads about job openings where they work. (It’s always a 
good idea to keep in touch with your alumni.) Encourage 
your staff to participate in community organizations such 
as Rotary and Lions Clubs. Give them tools to talk about 
your school and placement services. You’ll increase your 
job bank and community awareness of your school as the 
resource for training.

build a large bank of job openings
There are many ways a career school is measured: enroll-
ment numbers, retention and graduation rates, and more. 
Now is the time to set job bank goals. Everyone on staff can 
be given this challenge. If your programs are high-quality, if 
your students have great employment skills and if you reach 
into the community, this should be easy.  Ask each employ-
ee how many people they know who make hiring decisions. 
Challenge them to bring in as many job openings that they 
can. It’s amazing how many hiring decision makers your staff 
knows and how a challenge can bring out amazing results.

Assess your programs
At one time, there were schools that trained people to 

shoe horses. There aren’t many (if any) farrier schools left 
because there’s not a high demand. Do you have any pro-
grams that are training people for a dying career or for jobs 
that have been saturated in your community?  If yes, then 
it’s time to make some decisions. Should these programs be 
eliminated? Combined with others to make the grad more 
employable? Or updated to meet the demands of the work 
place? Right now, programs where grads have little place-
ment opportunity could be draining your resources.

The shrinking job pool can mean an opportunity for your 
school. This is the time your placement department can be 
revamped to better meet student needs. It’s a time to reach 
out to the community and a way to challenge your staff to 
contribute to your school job bank and success. ■
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 WHere are tHey nOW

Gold Sponsor of the Imagine America scholarship and award 
programs. 

Where do you reside now? What are your professional in-
volvements now; Feel free to mention any new business 
dealings, company formations, etc.

We continue to reside in the Chicago area. As much as I’ve 
enjoyed traveling over the years, I still think Chicago is one of 
the greatest cities, and I’m always glad to be home. 

I am currently President of a private consulting and investment 
firm focused on the education sector. Our investments to date 
have been in domestic and international educational entities.

I also serve on the advisory board of the entrepreneurship pro-
gram at the University of California at Berkeley. 
 
do you still follow the career education sector today? If 
so, how do you believe it’s changed since your involve-
ment?

I continue to follow the sector closely. What happens in edu-
cation will affect not only millions of individuals today, but 
also the global economy and the quality of life for future 
generations. 

hat year did you effectively depart the career 
college industry? At that time, what contrib-
uted to your departure?

I retired from Career Education Corporation in 2006 and 
am now engaged in other education-related business op-
portunities domestically and internationally as an investor 
and advisor.
 
What was your title when you left the sector and for 
what organization did you work?

I have been Chairman Emeritus of Career Education Cor-
poration since 2006. I founded the company in 1994, and 
served as its President, CEO and Chairman of the Board 
through 2006. 

do you still maintain any professional ties to the ca-
reer education sector? Please explain.
 
Yes. I am an investor in and board member of several do-
mestic and international companies in the postsecondary 
and K-12 education sector. I also remain committed to 
advancing the mission of the Imagine America Founda-
tion and am one of the founders of its Spirit of America 
endowment.  I continue to serve as an advisor and annual 

Their names and contributions are familiar to those who 
have been involved in the career education sector. They 
are executives who led individual career colleges or 
school conglomerates and departed the business – ei-
ther entirely or in large part – when the career education 
sector began its expansion. Career College Central has 
tracked them down to find out what their latest projects 
are and what they’ve done since their initial achieve-
ments in career education. 

  erica Carter   |   Massage therapist

W

Career Col lege Central 
catches up with former 
sector leaders

jack larson
Founder and Former President/CeO of 
Career education Corporation
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Certainly the economy has been a major factor in the chang-
es we’ve seen over the last one to two years. But there have 
been so many changes in higher education, both public and 
private, since we started Career Ed that I probably only have 
room to mention a few.

•  Obviously, in a down economy, you have many people 
returning to school. So we’ve seen a lot of growth in the 
sector. While we know this kind of growth isn’t sustainable, 
the good news is that the career college sector will have 
played a major role in getting people back to work. The 
sector has never been more relevant in assisting people to 
return to the workforce with marketable skills.

•  Although marketing and admissions spending is more ef-
ficient in the current economic climate, by the same token, 
there will need to be greater investment in career services. 
Moreover, there should be more emphasis on and invest-
ment in program development in fields that demonstrate 
long-term growth and are predicted to offer substantial em-
ployment opportunities over the next decade. 

•  There are more Title IV funds available for students to-
day, giving more students more access to education. At 
the same time, of course, institutions that never had 90/10 
issues are now facing this challenge.

•  Public and nonprofit institutions are much more competi-
tive today in traditional career college areas – both on-site 
and online. Career schools are still ahead in their ability 
to develop and deliver sophisticated and effective online 
learning, but that is changing as the publics and nonprofits 
recognize the increasing demand for online education. 

What do you miss about your time/experience in the career 
education field or do you?

While I certainly miss operating a company in the dynamic 
atmosphere of postsecondary education, I have to say that 
I also miss the earlier parts of my career when I was con-
sistently closer to the students. I think it’s important for any 
operator to experience what it’s like on a campus and to 
be able to see individual students through from admission 
to graduation and employment. That is, after all, what it’s 
all about. 

Where would you like to see career education go in the fu-
ture; In other words, what goals/objectives would you like to 

see it achieve?

I think our primary goal must always be to effectively serve 
an increasingly diverse student base with quality education 
and opportunities to learn highly marketable job skills. If we 
do that, and we do it well, we will continue to enhance our po-
sition, reputation and relevance in modern higher education 
across the globe. I see the following as some of the basic, yet 
critical strategies necessary to meet that objective: 
 
•  Develop more individualized learning models to better meet 

students where they are, keeping them engaged and ac-
tive through graduation. Student retention continues to be 
a major issue.

•  Lower tuition and fees, making education more affordable 
for more students. 

•  Utilize new and innovative technology to support students 
and keep them engaged in and out of the classroom.

•  Stay career-focused. The need is growing, and this sector 
can deliver.

•  Expand into international markets. Many international 
markets are underserved, with students looking for brand 
names and unique educational programs. Moreover, edu-
cation is an increasingly global experience both in the K-12 
and the postsecondary markets. International partnerships 
will be more and more important to facilitating a diverse, 
interconnected learning experience.

What has your experience in career education meant to you?

I’m grateful to have been able to work with an outstanding 
team at Career Education Corporation in building one of the 
world’s most successful systems of colleges, schools and 
universities. I am very proud of CEC’s almost 440,000 gradu-
ates. Empowering others through access to quality education 
is both one of my proudest achievements and my greatest 
learning experience.   

I started my career in this industry 34 years ago. I knew we 
could make a great difference for a diverse and seriously un-
derserved market, but the significance of career education to-
day is really unprecedented. The transition to a service econ-
omy, a highly competitive job market, and both geographic 
and career mobility have advanced career education to a 
unique and increasingly critical position in higher education. 
I am honored to be part of a sector that continues to provide 
literally millions of students with a chance to get an education 
and improve their lives. ■



JANUARY 2010    |   76

aDVertisinG 
inDex

800 Response ....................................................46

Ambassador College Bookstores .....................IFC 

Becker Media .....................................................19

Blackboard .........................................................25

Career College Central .......................................69

Campus Management Group .............................15

Capstone Education Marketing ..............................1

Cash-Flow Solutions ...........................................11

CUnet ..................................................................7

Ed Exec ..............................................................18

Elite Consultants ................................................43

EMB Medical ......................................................49

FA Experts ..........................................................18

Keiser University ................................................19 

Lightpoint ............................................................57

MaxKnowledge ...................................................76

McGraw-Hill ........................................................35

MDT Direct .........................................................65

NCCT .............................................................OBC

NHA ....................................................................20

Northstar Learning ..............................................21

PlattForm ......................................................34, 47

Susan F. Schulz ..................................................15

TFC ....................................................................15 

Today's Campus .................................................73

TopSchool ........................................................IBC



ACBKS-80003 • Job# 8003 •  FP 4C • 8.5" W x 11" H • Bleed AD •  EGC Group 516.935.4944

Your Partner in Premier Bookstore Solutions

AMBASSADOR
REDEFINES, REINVENTS AND REDIRECTS

160 Finn Court, Farmingdale, New York 11735  
800-431-8913  •  www.ambassadorbookstores.com

Outsource Your Bookstore Requirements to Ambassador

SourceOne
Proprietary supply chain software

designed to manage student transactions

Turnkey Bookstore Solutions
• Brick-and-mortar bookstores
• Virtual, online bookstores
• Auto-fill services

Enhance Your 
Brand’s Image

Improve
Efficiency

Lower
Costs

Generate
Revenue

Move beyond traditional Student 
Information Systems.

It’s time for student lifecycle management. 
The TopSchool Student Lifecycle Management system is a simple,  
on-demand system that empowers student-centric institutions to drive 
growth, reduce costs, and meet accountability requirements.

Portal     •     CrM     •     FinanCial aid     •     SiS     •     rePorting & analytiCS

Visit the TopSchool website today to  
learn more www.topshooolinc.com
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