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Over the years, I’ve enjoyed comparing notes with friends and colleagues about

what led us to pursue vocations in higher education. Most cite the appeal of

working with students in a campus community or using their “people skills,”

which make it a good fit professionally. Of all these discussions, I can’t recall 

a single one in which someone professed it was a knack for economics or a

fascination with information technology that prompted an interest in college

admissions or even financial aid. And yet, increasingly, higher education

administrators are required to deal with—and be experts on—these pivotal

issues. 

This issue of The Lawlor Review examines the impact of recent market forces

on colleges and universities, and what the experts have to say about the

consequences. We begin by assessing the most recent enrollment cycle in the

article “The Year in Review: Far From Business as Usual.” With candid analysis

from both admission officers and college counselors, veteran TLR writer Andy

Steiner looks at how the pressures of the marketplace, demographic trends and

institutional goals converged in 2004-05. 

This past June’s Summer Seminar, held in Minneapolis and sponsored by 

The Lawlor Group and Hardwick~Day, focused on the challenges facing higher

education today. The two-day symposium offered participants the chance to hear

insights and observations from some of the nation’s top thought leaders in the

fields of economics and technology—not to mention discuss and consider viable

solutions with them. A synopsis of Summer Seminar begins on page 17.

A business’ ability to create value for its customers is the key to its future,

according to Seminar presenter Lewis Carbone, author of “Clued In: How to

Keep Customers Coming Back Again and Again” (Financial Times Prentice

Hall, 2004). His keynote presentation explained the concept of “experience

engineering”—the practice of managing what customers experience and how

they experience it. Read how experience engineering can be applied in higher

education in our extended interview, “Creating Value for Customers, One Clue

at a Time.”

As autumn begins and a new academic year commences, I hope this issue of

The Lawlor Review helps you to reflect on the past enrollment season with a sense

of perspective and prepares you well for the months to come. 

Virginia R. Buege
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Riding the Bubble
For Laura Sellers, college

counselor at Cary Academy in Cary,
North Carolina, there’s a clear sign
that indicates when one of her
students is getting carried away by
all the chatter over competitive
college admissions. 

“If we are asked to send
transcripts out to 10 schools we
figure something’s up,” she says.
“When that happens, I’ll call and
talk to both the family and the
student. I’ll say something like,
‘What’s happening? Why are you
applying to so many schools?’
Usually it’s fear or anxiety. It’s my
hope that we can get them to calm
down and feel more comfortable
with the apps they are sending out. 
We hope they’ll do their research on 
the front end and feel comfortable that
there is a college out there for them,
that they’ll get into a good school. But
sometimes they let their insecurities get
the better of them.”

The race to get into the most
competitive colleges and universities
has always been stressful, but in recent
years with the avalanche of applications,
even some “safety” schools have started
feeling less than safe. Students at prep
schools like Cary Academy seem the

most prone to application
overachieving, and many counselors
report that last year’s low yield rates
only served to raise stress levels
nationwide. 

“Every year I speak to parents
and every year I see that they are
shocked all over again at how
difficult things have become,” says
Jane Schoenfeld Shropshire, an
independent educational consultant
with Shropshire Educational
Consulting, L.L.C. in Lexington,
Kentucky. “Schools that previously
had a reputation for easier
admission have become more
competitive. I explain to parents
that they need to revise their
thinking and not continue to view

schools as they were 25 years ago.” 
Rusty Haynes, director of college

counseling at Colorado Springs School
in Colorado Springs, Colorado, has been
involved with college admissions, on
both sides of the proverbial desk, for
more than 20 years. When viewed from

© The Lawlor Review Fall 2005

Everyone agrees that until the current demographic bubble bursts, most

colleges and universities will have more applicants than they can shake a

stick at, and even top students will need to worry about getting into their

first-choice schools. And, as long as admission offices managed to stay on 

top of their mountains of applications, last year should have been fairly

predictable, right? Wrong. Strong interest in higher education has created an

unpredictable environment for everyone, from college admission officers to

high school guidance counselors to the students and parents they serve.

Record yields, out-of-control waitlists and hyper-stressed students stand out

among the top admission issues in 2004-05. 

THE YEAR IN REVIEW
F a r  F r o m  B u s i n e s s  a s  U s u a l

by Andy Steiner
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an historical vantage point like his, 
the admission race looks all the more
competitive. 

“It wasn’t that many years ago that
Princeton was in the teens, maybe 23
percent accept rate,” Haynes says. 
“This year Pepperdine was at a 23
percent accept rate. That really puts
things in perspective.”

Lately, Haynes has felt like he
needed to adjust the advice he gives 
to increase his students’ odds of
having a number of good schools
admit them. 

“Traditionally I’ve
recommended that my students
apply to only five or six colleges,”
Haynes says. “I’d suggest a couple
of 50/50s, a couple of long shots
and a couple of safeties. In recent
years I’ve been giving them the
option of filling out seven or eight
apps. That number may go back
down in 2008 or 2011, depending
on demographics.”

In many ways, all this
brouhaha works in the favor of
admission staffs. Many officers
reported that in the last year they
continued to be overwhelmed with
interest in their institutions. They
boasted about record application rates
and basked in the opportunities the
flood of applications offered them. 

“In the last two years we’ve had
record numbers of apps,” says Jonathan
Stroud, vice president for enrollment 
at Cornell College in Mount Vernon,
Iowa. “We’ve had the two academically
strongest first-year classes in the
college’s history.”

But increased interest comes with 
its own kind of stress, says William 
M. Shain, dean of undergraduate
admissions at Vanderbilt University in
Nashville, Tennessee. “It’s not just that
we’re turning down more kids but that
our average applicant is much better,”
he says. “The measurable quality of the
app pool has shot up over the past years,
and so it’s harder than ever to make a
decision.”

That’s not good news for guidance
counselors and their students. 

“As the competition has heightened,
students have been filing more
applications,” Shropshire says. “The
anxiety level is higher. I’ve been trying
to open families’ eyes to the wonders of
lesser-known colleges that can do a
wonderful job with their children, but
some days I feel like I’m swimming
against the current.”

Bye-Bye Paper?
It used to be that going through the

college search process meant getting
buried in a pile of paper. College and
university viewbooks, catalogues,
guidebooks and introductory letters
started appearing in a family’s mailbox
years before a student even started
seriously thinking about going to
college. That’s still the case, and it
probably will be for years, but recently
some forward-thinking admission
offices have started talking about doing
away with one key piece of paper: the
application form.

“This year we talked about whether
we were going to get rid of our paper
app completely,” says Michael Beseda,
vice president for college communications
at St. Mary’s College of California in
Moraga, California. “Almost three
quarters of our apps come online now.
We really would like to go away from

the paper application except in extreme
cases. This year, we’re not even going to
bind it into our viewbook. Next cycle
we’ll be an online-only school.”

Since so many students are already
checking out his school on the web,
Beseda figures they might as well seal
the deal there, too. “We’re experiencing
an increased level of activity on our web
site,” he says, adding that St. Mary’s
isn’t ready to forgo printed brochures

completely. “Once they get serious
about our school, students still 
ask for printed materials, but
when they’re to the point that
they really want to explore an
institution, they usually dive into
the web site and spend a lot of
time there hunting around.”

Going online-only may not be
as radical as it sounds: Guidance
counselors say that most students
prefer electronic applications to
paper ones. 

Cyndy Brault, college/career
advisor for Palos Verdes High
School in Palos Verdes, California,

says losing a paper application option
isn’t likely to cause confusion among
her students. “For apps, online is pretty
standard,” she says. “Most of the kids
feel comfortable with it, and it seems
like they usually prefer typing on the
computer to writing on a piece of
paper.”

Cary Academy’s Sellers predicts 
that there’s one group that may feel
uncomfortable with an online-only
application process. “Parents want
paper materials,” she says, “but our kids
are so computer savvy. That’s the world
they’ve grown up in. At a minimum,
three-quarters of our students are
already applying online.” 

Most of Shropshire’s students apply
online, too, but from her point of view,
it’s the parents who really get the most
out of colleges’ virtual publications.

“I am seeing parents being far more
web savvy than the kids,” she says. “The
kids do a lot of e-mailing and IMing

© The Lawlor Review Fall 2005

“It’s not just that we’re turning
down more kids but that our

average applicant is much better.
The measurable quality of the app
pool has shot up over the past years,

and so it’s harder than ever to
make a decision.”
—WILLIAM M. SHAIN

Dean of Undergraduate Admissions 
at Vanderbilt University 
(Nashville, Tennessee)
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with their friends, but they view the
web as a research tool more tentatively.
On the other hand, parents really know
how to dig into the sites and do their
research.” 

Paper-free may be the wave of the
future, but don’t expect 2005 to be the
year that most schools follow St. Mary’s
example and unbind the application
from their publications. While
most admission officers say they
can see the industry trending in
that direction, few can imagine
doing away with paper
applications just yet.

“We get about half of our apps
online,” Cornell’s Stroud says.
“That number has been going up
about 10 percent a year for the last
four years. We keep waiting for it
to jump more dramatically. Since
about half of our students still
elected to file a paper application
last year, I don’t think we’re ready
to do away with it completely. We
need to have a significant majority
before we go to a web-based-only
system.” 

What Students Want
Cable hookups? High-speed

Internet? Climbing walls? Higher
education might be a sellers’ market,
but talk is that the sellers (i.e., colleges
and universities) are still going out 
of their way to make the buyers (i.e.,
prospective students) take a second
look. And it seems as if doing so 
might be a necessity, given that at 
least some of tomorrow’s first-years 
will come equipped with a hefty set 
of expectations. 

“Most students of this generation 
are surprised at the small size of dorm
rooms,” Sellers says. “If they visit a
school where they feel the facilities
aren’t up to par, I hear about it when
they get back.” 

Shropshire’s students also expect
their home-away-from-home to
resemble their real homes. “They look
for creature comforts in the dorms,” she
says. “They want rooms that don’t look

like sardine cans. I’ve even had kids
come back from places that I thought
were great matches for them and say,
‘There is no way I can live in the dorms
that that college offers.’ They also
expect a wireless network and a sound
tech system. Today’s kids expect a lot
more from the living environment and
that’s driving costs up.” 

But not all students expect their
residence halls to feel like four-star
hotels. Haynes says that he encourages
the students at his school to look
beyond amenities when they go on a
campus tour. 

“I’ve never heard a student come
back from a visit and say, ‘I’m not going
to that school because their dorms are
dumpy,’ ” he says. “I have heard them
say something like, ‘I’m not going there
because they don’t have the kind of
science program I’m looking for.’ ”

College administrators agree that
among prospective students certain
perks—especially easy access to reliable
technology—are now considered
standard, but few administrators believe
that a campus has to have the look and
feel of a resort in order to attract top
students. 

“Being electronically up-to-date is
one feature young people are definitely
interested in,” Vanderbilt’s Shain says.
“As far as other amenities go, I think
students look at what is available on
campus and figure out if they like it and

if they can live with it rather than
ruling out all campuses that don’t have
x. I don’t find students more demanding
these days. I actually find them more
sensitive to intangible values.” 

Doug Scrima, director of admissions
at The Evergreen State College in
Olympia, Washington, says that
students who apply to his school tend 

to be more interested in academic
quality, social opportunity and
political activism—interests
remarkably similar to students
who attended his school when it
opened its doors in 1969. 

“I’ve been doing this for 25
years,” Scrima says, “and although
I see students who are more
technologically savvy and want a
school that will be able to support
that, I don’t see students who
expect their dorms to have all the
touch points of The Ritz-Carlton.
Most students here just want a
good school that matches their
idea of what a college should feel

like. We work hard to provide that.” 
Sometimes it takes less than an

impressive list of perks to attract
students to a school. Susan Tree,
director of college counseling at
Westtown School in Westtown,
Pennsylvania, says that in recent years
she’s become disappointed with the way
college recruiters are making their pitch
to her students. 

“What’s missing is a sense of how 
to make teenagers feel like they are
individuals and that you aren’t there
just to do a slam-dunk marketing
pitch,” she explains. “A good recruiter
will look kids in the eye and say, ‘Tell
me who you are. Tell me what you
value. Tell me what your experiences
have been like. Now let me tell you
what your life would be like at my
college.’ I hate to see admission
representatives not portray a school in a
way that makes kids want to get on the
next bus and make a visit. It doesn’t
cost anything to do that, but it can
make all the difference in the world.” 
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“A good recruiter will look kids in
the eye and say, ‘Tell me who you

are. Tell me what you value. 
Tell me what your experiences 
have been like. Now let me tell 

you what your life would be like 
at my college.’”

—SUSAN TREE

Director of College Counseling 
at Westtown School 

(Westtown, Pennsylvania)
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Look Out for Helicopters
It’s not just students that colleges

have to work hard to satisfy. Parents are
now playing an increasingly influential
role in their children’s higher education
decisions, attending orientation
sessions, peppering admission officers
with questions and even asking to sit in
on interviews. Some administrators see
this involvement as a positive step;
others are concerned that too much
parental influence may lead to students
selecting a school that is a better match
for their parents than it is for them. 

Cornell College’s Stroud says that at
a recent staff retreat, members of the
student affairs staff had a name for
hyper-involved parents: “They’re known
as ‘helicopter parents,’ ” he says,
“because they hover around their kids.
I’ve heard that it’s pretty crazy at some
schools. We haven’t seen parental
involvement becoming especially

intense here yet, though I do think we
are seeing more parents who are driving
the list of colleges which their students
are applying to.”

Karen Parker, director of admissions
at Hampshire College in Amherst,
Massachusetts, said that this year they
developed a brochure specifically for
parents of admitted students for the 
first time. “It’s structured in a Q & A
format,” she says. “Parents are more
involved in helping their kids make
college decisions now. This mailing
helps explain more about how things
work at Hampshire—and it helps
reinforce that they’ve made a good
choice to send their kid here.”

Beseda says that at St. Mary’s parent
involvement has reached an all-time
high. Most of the time—except for the
few instances he’s detected a parent
filling out the application for a
student—he thinks that’s a good thing. 

“We’ve been inviting parents to
come to our orientation program for a
few years now,” he says. “The proportion
of students whose parents are participating
grows every year. Last year, 80 to 85
percent of parents participated. When 
I started in this business 25 years ago,
students wanted their parents out of the
process. Now it seems like they want
their parents with them every step of
the way.” 

No Room at the Inn
Karen Parker of Hampshire College

knows she should be happy, but
heightened interest in her institution
has her stressed out. 

“We’re seeing a pretty steady
increase in apps over the last decade,”
she says. “This year we saw a 7 percent
increase in apps.”

Hampshire’s yield is also up, Parker
says, and for a small college like hers,

Blame it on a competitive higher-education market,
parental pressure to succeed or even on the teenage

association of status with name brands. Whatever the
reason, students at some of the country’s top high schools
will do anything to get into the “hottest” colleges. What
many are finding out once they get there is that the big-
name colleges and universities might not be the best fit 
for them. 

Ask Marc Janes, director of college counseling at
Charles Wright Academy in Tacoma, Washington. He says
that in the current competitive environment he’s noticed
that too many college-bound students and their families
are thinking about name first and fit second. 

“So much attention is paid to the ‘getting in’ part,”
Janes says. “Not enough people are paying attention to
whether the school is a good match for the student or 
not. What if you put all your energy into getting into
Princeton and then you get there and realize that Princeton
is not the school for you? That’s a waste of time and money.
Nobody wants that.” 

At Charles Wright, Janes says: “We’re all about fit. 
It doesn’t matter if it’s a big-name school or not. We just
want our students to find the right school for them.”

Cyndy Brault, college/career advisor for Palos Verdes
High School in Palos Verdes, California, blames the media
for a good part of her students’ obsession with a select list
of colleges and universities—schools she doesn’t always
think deserve their national, and international,
reputations. 

“I’m tired of all of the hoopla that takes place around
the fight to get into the most selective schools,” she says.
“The conversation in this country gets centered on the top
schools where it’s always been difficult to get in. If you read
the paper or watch TV that’s all you hear about. But if you
drop down a tier the admission process is not that big of a
deal. As I see it, my job is getting students and parents to
see that there are all these different schools out there, good
schools that may not be getting as much attention. It’s a
process of educating parents and students to rethink things
a little bit and not to be so focused on the name brands. 

P e r s o n a l  S t y l e
A d m i s s i o n  E x p e r t s  S t r e s s  F i t  O v e r  N a m e  B r a n d

by Andy Steiner
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even a handful of extra students on the
rolls means that they’ll have to do some
serious shuffling. Other schools might
be happy for the extra income an
increased class size brings, but
Hampshire, which restricts most
students to on-campus housing and
boasts of small class sizes with
impressive student-to-faculty ratios,
two dozen new students means putting
students up in lounges and offering
selected seniors the opportunity to
move off campus. 

“We’re looking at 425 new students,
and our target was 400,” Parker
explains. “This will be our third class
coming in at more than 400 students.
We can’t afford to do that. We’re
committed to a residential education,
yet we don’t have any more residential
space on campus. I’m afraid with
numbers like that we will exceed the
faculty’s ability to teach effectively.

Every year we try to get it right. This
year the yield was much larger than we
expected. We didn’t accept anybody
from the waitlist.”

Beseda says that St. Mary’s is also
exceeding its enrollment goal—in his
case by 50 students—though a larger
school like his will have less trouble
making room for a few extra bodies.
Other schools like Cornell in Iowa are
actively working to increase the size of
their first-year class class. “We thought
we were perhaps a bit too small,” Stroud
explains. “So over the last three years we
have increased from 1,000 to 1,200
students.” 

The Waiting Game
In higher education circles, it’s a

dirty little secret. College and
university waitlists have become
remarkably long, and since yields are up
again, it practically takes a miracle for a

student to be admitted from one. As
hard as that reality is, few waitlisted
students understand that their odds of
admission are lower than winning the
lottery. College counselors believe that
admission offices should make that clear
from the beginning.

“This whole waitlist thing has
gotten completely out of hand,” says
Brault from Palos Verdes High School.
“I have students who are put on a
waitlist and then they get accepted to
other schools and they are sitting there
not knowing how to reply to those
schools because they haven’t yet heard
from their waitlist schools. I try to tell
them that the odds of them getting off
the list are incredibly low, but in some
cases they really want to hold on to 
the hope that a miracle will happen 
and they might get in. From my
perspective, it just extends the stress 
of the application process.”

I try to tell them about schools that have the qualities they
are looking for and are less difficult to get into.” 

It’s not easy to get a school’s most driven students to
adjust their dreams to what might be perceived as a less
lofty set of goals. But when college admissions becomes 
so unpredictable, it may be wise to open students’ and
parents’ eyes and examine all the opportunities. 

“Among the top 10 percent of the kids in our school,
they are bound and determined to get into a certain group
of schools,” says Scott White, college guidance counselor at
Montclair High School in Montclair, New Jersey. “It’s been
pretty difficult for them to get in for a number of years
now. They don’t get the same kind of assurance about
getting into their top choices as they once did. I say they
better take their safety schools seriously now, too, because
that may be where they end up going.”

Janes goes a step further and tries to get his students to
lose the concept of “safety” schools altogether and instead
work to find the college that is right for them. He says he
tries to advise his students not to make themselves into the
kind of person that fits a certain school but rather find the
school that fits them. 

“One of my most boring conversations in recent years
was with one of our top students,” Janes says. “At the point
of turning in and sending out college essays, he stopped by
to show me his essay. I read it and began pretty gently by

saying, ‘I don’t hear your voice in this. It’s a serviceable
essay, but I bet this is not as sophisticated as the
competition at the schools you’re applying to.’ I pushed
and pushed and got in his face about it but he didn’t come
up with much. I even said, ‘You are going to come across as
boring and lacking in depth. You aren’t boring or lacking
in depth.’ He didn’t care. He just wanted to say the right
thing—whatever that was—to get into what he thought
was the ‘right’ school. He measured success by the illusion
of fit.”

Jane Schoenfeld Shropshire, an independent educational
consultant with Shropshire Educational Consulting,
L.L.C., in Lexington, Kentucky, says she’s noticed that
many students feel they have to impress friends and family
with their college choice. “The peer pressure has increased
over the years,” she says. “It’s become tougher for students
to blaze their own trail, to say, ‘I’m going to this college,
which is right for me, even if my friends might not have
heard of it.’ I try to work on that process with students.” 

There are days when the stress of getting into the
“right” school can feel overwhelming, but Rusty Haynes,
director of college counseling at the Colorado Springs
School in Colorado Springs, Colorado, says he tries to tell
his students to remember one thing: “There are something
like 4,000 colleges out there. There’s a good place for
everybody.”



[ 8 ]© The Lawlor Review Fall 2005

Shropshire, who worked in college
admissions before becoming an
independent educational consultant,
sees a change in the use of waitlists.
“The incidence of waitlisting has
definitely increased in the nine years
since I left,” she says. “There is a greater
manipulation on colleges’ part of their
yield rates. I think the waitlist is the
primary instrument in that. 
These days it almost seems
indiscriminate, as though colleges
are saying, ‘We don’t even want 
to make a decision about these
students. We’ll just waitlist them.
Students don’t need to know that
last year we only picked 40 out of
a waitlist of 1,400.’ ” 

Marc Janes, director of college
counseling at Charles Wright
Academy in Tacoma, Washington,
says what stuck out for him last
year was the unpredictability of
waitlists. “It was really tough to
guess who was going to get off a
list,” he said. “I used to be able to
guess, but no more. One thing
that became clear was that gender
is becoming an issue as schools
seek to make their male-to-female 
ratio closer to 50:50. Last year, the 
well-rounded standout girl was toast. 
If a girl didn’t have a special talent that
made her stand out from the crowd, 
she was broadly denied at top schools.
Waitlist picks were apt to be boys who
did not have a strong academic area of
interest yet.” 

Understanding that unrealistically
long waitlists have become a source of
stress for students and their families,
some admission officers like Vanderbilt’s
Shain and Scrima from Evergreen are
working hard to reduce the number of
students left hanging in waitlist limbo. 

“This year we reduced the number of
admits to the waitlist by about 200 to
make sure we had a better chance of
taking kids from the waitlist,” Shain
says. “Our goal was to have 50 students
from the waitlist enrolled. Now we’re at
51. Still, I feel terrible for some really

appealing, able, likable students. 
We couldn’t find a place for them.”

Adds Scrima: “With students who
were marginal, we tried to make an
earlier decision whether to admit or
deny them. We decided we didn’t want
to be needlessly cruel and leave them
hanging out there too long. That’s a bad
introduction to the college experience.” 

Money Talks
These days, almost any conversation

about higher education leads to a
discussion about money: College-bound
students and their parents lament the
rising cost of college while university
administrators are more apt to focus on
discount rates and the bottom line. 

“It’s fair to say there isn’t a college
around that isn’t concerned with
revenue,” says Scott Friedhoff, vice
president for enrollment at Allegheny
College in Meadville, Pennsylvania.
“That said, net tuition revenue has
always been on our minds, but we
seemed to have hit an apex.”

Using merit aid to fill seats is
nothing new for higher education, but
increasingly the trend seems to be to
use tuition discounts to enhance a
college’s academic profile by “buying”
highly sought-after students. The
College Board’s annual “College Pricing

and Student Aid” report reveals that
this issue is present in all sectors now—
four-year privates, land-grant publics
and even community colleges—and
increasingly college administrators and
high school counselors are questioning
whether merit aid has grown beyond
the bounds of fairness. 

While noting that “the level and
amount of scholarships and merit
aid to students at my school didn’t
change a lot in the last year,” Marc
Janes of Charles Wright Academy
agrees that some colleges do seem
to be shifting their financial
resources from need-based to
merit-based awards.

“A lot of money that went to
students who needed it has now
been put in the merit-aid pocket,”
he explains. “In my opinion, the
money is being used to purchase
talent. It’s not always about merit.
It’s about tuition discounting.
They want to make the sale to a
certain type of kid.”

“Schools that use discounting
aren’t ‘bad’ places,” Friedhoff
contends. “Colleges have

enrollment goals—net tuition revenue,
number of students in each class,
academic profile, diversity profile and
providing access to all qualified students.

“[Discounting] does not attract
students who are way out of the usual
profile range—just at the upper end of
it,” he says. “But, the evidence shows
fairly dramatic growth in the allocation
of aid distributed to students who don’t
need it and little-to-no growth in
institutional aid to those who do need it.”

The redistribution of need-based aid
to non-need aid has consequences: As
the number of merit awards increase, 
so do expectations that all students—
regardless of financial circumstances—
should have their tuition discounted.
“In the last year or so, we have had a big
increase in the number of families 
with incomes of over $600,000 a year
applying for aid,” says St. Mary’s
Beseda. “Everyone thinks they deserve 
a little something.”

“There is a greater manipulation
on colleges’ part of their yield rates.
I think the waitlist is the primary
instrument in that. These days it
almost seems indiscriminate, as
though colleges are saying, ‘We

don’t even want to make a decision
about these students. We’ll just

waitlist them.”
—JANE SCHOENFELD SHROPSHIRE

Independent Educational Consultant at
Shropshire Educational Consulting, L.L.C.

(Lexington, Kentucky)
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But does everyone deserve something?
Historically, Beseda’s school has had a
commitment to serving lower-income
students, and college administrators
have pledged to keep that commitment.
“Despite what’s going on in other
schools, our discount rate is going to go
down,” Beseda says. “We have a long-
term commitment to serving the poor.
We put 95 percent of our money into
need-based aid. We will continue to put
very little into merit aid.”

More and more institutions are
calling for a truce, but breaking the
cycle won’t be easy. “This is the classic
arms race, where private colleges—and
now the publics, too—are trying to
improve their academic profiles,” 
says Friedhoff. “It’s going to require 
a commitment to halt and reduce
discounting. And, some of us have
started that by reducing merit (or 
non-need aid) and simply improving
marketability.” 

Jonathan Stroud, like Friedhoff, says
administrators at Cornell have decided
to go against the merit-aid current and
turn the increased interest in their
college to the advantage of financially
strapped students. “As the numbers of
applications have increased, we have
been able to cut back on the number of
merit scholarships that we’re awarding,”
he says. “We’ve been able to focus more
on need-based aid. I do think that bucks
the national trend. Nationally, we’re
seeing more institutions raising their
merit scholarship programs to attract
well-off kids. We’re trying not to get
caught up in that strategy and we hope
more schools will try to do that, too.”

What’s Next?
Given the unpredictability of the

2004-05 enrollment cycle, knowing
what lies ahead, and preparing for it,
seems impossible. What will be
memorable about 2005-06? A few
things seem certain: the number of
applicants to college will continue to
grow, which undoubtedly means many
admission offices will continue to deal
with more prospects and more parents.

Capital improvements to campus
physical plants are bound to continue,
too. And, despite the consequences of
redistributing aid from those who need
it to those who don’t, most experts
predict that the use of merit aid to meet
enrollment goals is here to stay. 

Will next year be the time when
schools start preparing for the not-so-
distant future when the demographic
bubble bursts and the market shifts
back to the buyers? Will more schools 

start dropping their testing
requirements and work on better ways
to accommodate students with learning
differences? Will online learning
become more of a norm, even on
traditional, residential campuses? 

No one really knows, but everyone
agrees that the year will be an exciting
one, filled with new developments,
challenges and innovations. So
remember: fasten your seatbelt. 
It’s going to be a bumpy ride.

ACHIEVING RESULTS
THROUGH INTELLIGENT

SOLUTIONS
ADMISSION AUDITS • BRAND IDENTITY • DIRECT MARKETING • INTEGRATED MARKETING

COMMUNICATIONS • MARKET RESEARCH • PROJECT CONSULTATION • SITUATION ANALYSIS

STRATEGIC BRAND MANAGEMENT • WEB DEVELOPMENT & IMPLEMENTATION
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Lewis P. Carbone is the author of “Clued In: How to Keep Customers Coming Back
Again and Again” (Financial Times Prentice Hall, 2004). Marketing guru 

Dr. Philip Kotler says of his book: “Carbone not only makes a compelling case for
Customer Experience Management, but provides a complete toolkit for designing

memorable customer experiences.” Widely held as the thought leader who launched 
the “experience” movement, Mr. Carbone is to customer experience what 

W. Edwards Deming was to the quality movement. 

The underlying premise behind experience engineering is the idea
that customers cannot not have an experience. The question

becomes, how random or managed will the experience be? With
experience engineering, organizations can work to diligently

manage the “clues”—or the sensory information that customers
pick up consciously or otherwise in an experience—to ensure that
the customer’s experience is not haphazard but rather what they
expect. The result is a total cohesive experience for customers, the

quality of which is increasingly recognized as the new
differentiator for a business’ success. 

Mr. Carbone first began understanding the value of experience as an advertising executive
with major agencies in New York, Detroit and Minneapolis. In 1992, he founded and

now currently serves as Chief Experience Officer of Experience Engineering, Inc., an
experience value optimization consulting firm whose clients include IBM, General

Motors, Audi, Office Depot and many other leading organizations.

Lewis Carbone was a keynote speaker during this past June’s Summer Seminar in
Minneapolis. Afterwards, he sat down to speak at greater length with The Lawlor
Review about experience engineering, particularly as it relates to higher education. 

C r e at i n g  Va l u e  f o r  C u s t o m e r s ,
O n e  C l u e  at  a  Ti m e

by Virginia R. Buege



[ 1 1 ]© The Lawlor Review Fall 2005

In your book, “Clued In:
How to Keep Customers
Coming Back Again and
Again,” you describe the
practice of “experience
engineering.” What is this
exactly and how did you
arrive at the concept?

What I mean by “experience
engineering” is that with rigor and with
science you can actually help manage
what the customer experiences are and
how they experience them, and help
provide those clues that have them feel
what they expect to feel—or what you
would like them to feel—in an
experience versus just having it happen.

Eighteen or so years ago, as I
watched what the Disneys of the world
were doing and what the Howard
Johnsons of the world weren’t doing, I
realized that experience could actually
be engineered. I began to realize that
the experience was the value that the
company created.

At most companies, we spend a great
deal of time engineering a product. We
use science and rigor to make sure that
it performs the way it’s supposed to, yet
we don’t add any of that rigor to ensure
that the whole experience performs the
way the customer wants it to perform.
But, the truth is, those things that are
thought to be the softer side of the 
value proposition—the customer
experience—can actually be created. In
essence, it’s all about systems thinking,
which is understanding the outcome
you want and learning how to snap
together all the capabilities that come
together to create that outcome. That
was the genesis of really thinking more
about engineering the experience. 

Eighteen years ago … did
the idea catch on right
away? 

Oh, no. I was warned it was a bad
idea at the time. Here I was talking
about experience engineering, when
everyone else was talking about business
re-engineering—a concept that was

going out of favor because everyone was
focusing on cost-cutting at the time. My
perspective was that the reason it was
about cost-cutting was because we never
engineered the experience to begin
with. So, re-engineering something that
was never engineered to begin with and
never had any systems around it was
virtually impossible.

When I first started talking about
experience as a value proposition, people
would look at me like I was crazy. It 
was like, “What’s this all about?” Their
immediate response was to tell me 
that customers were very rational, and
buying decisions were all about price.

It’s catching on more now. 

Why does the concept
resonate now?

Businesses are finally acknowledging
that all the cost-cutting over the years
has failed to create customer value in
them or their product. After a while,
you can only cost-cut your way to
profitability for so long. And, then
before you know it, you’re eating your
own flesh. I think this is what we see
happening at the airlines. 

And, that’s what I saw happen 
at Howard Johnson’s, which helped
pioneer the emotion-laden travel
experience. Back then, their orange 
roof was a distinctive clue for comfort,
cleanliness and consistency. Regardless
of where you were, if you were a weary
traveler, you knew you’d find what you
needed at a Howard Johnson’s. 

But, as gas prices rose and road
travel declined in the ’70s, the Howard
Johnson organization began looking to
cut costs … by taking a fraction of an
inch off a straw or reducing the number
of ice cream flavors from 28 to 16. 
What they did in the name of finances
didn’t make any sense experientially 
for customers, so they continued to 
lose them. 

It’s what happens when any
organization becomes more focused on
things rather than on determining 
what customers need and responding
appropriately. 

What should a company
with financial challenges
do instead?

They should be a Disney: Their
“imagineers” are committed to thinking
up anything that might impact the
experience they were committed to
providing to customers. Corners are not
cut; to the contrary, incredible attention
to detail is given to every aspect of the
customer experience. 

Imagine Howard Johnson’s cutting
its celebrated 28 flavors of ice cream to
half as many flavors to save money—and
telling families who ordered them they were
“out.” Meanwhile, the folks at Disney
were obsessing about the temperature at
which their ice cream would be served.
They weren’t concerned with just the
flavor, or the serving size, or any cost
efficiencies that could be gained by
negotiating with a supplier—just the
temperature, to ensure that visitors
didn’t have their Disney experience
ruined by sticky hands or dirty shirts.

In your book, you define
“clues” as all the sensations
that we absorb—consciously
or otherwise—in any
experience. Managing clues
seems to be a key component
of experience engineering.
Tell me more about how
businesses can manage clues.

Clues can fall into three categories:
functional, humanic and mechanic. 

Functional clues are the easiest ones
to recognize since they address the
functionality of the good or service:
Does the razor cut? Are the credits
transferable? Is the coffee hot? These
clues are fairly easy to pick up and
notice. Colleges provide clues about
their basic function—education—with
teachers who show up on time for class,
classrooms that can accommodate the
students, etc.

The humanic and mechanic clues,
which address our emotions, often 
are overlooked or undervalued by
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institutions. Humanic clues are the
human side of the business. They
involve stimuli produced by people,
such as body language, the tone of voice
or the enthusiasm. Mechanic clues come
from physical
things intimately
woven into the
experience: sights,
smells, sounds,
textures, etc.

If you approach
a business as 
an experiential
opportunity to
create loyal customers, it’s imperative 
to consider the humanic and mechanic
clues, too. If I’m College ABC and my
goal is to get Lou Carbone to tell
everybody they should be going here, 
I set up every experience to convert 
him into an advocate for the college. 
I need to set up clues so that Lou
Carbone’s perception and experience is
exactly what he expects. And, that’s how
he’ll recollect it, which fuels how he will
perceive it in the future. If Lou Carbone
perceives it in a positive way for years to
come, then others around him will have
that perception, and it feeds itself. 

Making customers into “owners”
should be the objective of every business. 

In your book, you endorse a
“customer-back” approach.
Is that what a Disney does—
focuses on customer service?

“Customer-back” goes beyond that.
There are a lot of people who talk 
about being customer-centric and who
literally say they are customer-focused.
But, what they’re really talking about 
is more of a shift of at least hearing the
customer, which many of them didn’t
even do before. 

But, when you design with a
customer-back approach, you get inside
the customer and look at the experience
from a very different perspective. You’re
not asking a customer to react to what
you’re offering. What you’re doing is

trying to understand the customer in
ways that we’ve never been able to
understand them before: to see the
constructs and to see the way that they
view the experience, which is much

more complex than the way that we
usually think of being customer-centric.

When I say it’s complex, it’s because
it is a new way of thinking. Designing a
business with a sensitivity to customers
is really designing it from inside the
customer’s head—understanding what
they feel, what they sense, what they
create in terms of bonds and preferences,
and why they create them. So, when a
business is customer-back focused, they
are designing value back from the
customer. 

Compared with the
marketplace 20 or 50 years
ago, is there something
about this time period that
makes it easier to engineer
experiences? 

Definitely. One thing is all the data
and information we now have about
brain science and psychology—what 
we know about how customers think.
There are also more channels for
reaching customers, too, which means
the marketplace is no longer straight-
forward. The old manufacturing mode
only required that I make a product and
put it out there on the shelves for people
to buy it. That’s “make-and-sell”—a
term coined by Stephan Haeckel in his
book, “Adaptive Enterprise: Creating
and Leading Send-and-Respond
Organizations”—and it’s impossible 
to continue doing business today in a
manufacturing mode. 

“Make-and-Sell”?
There’s a great story about bus

drivers, which are the ultimate in make-
and-sell. Their job is to take people
between points A and B. 

Bus drivers 
in London are
assigned a route,
and their
compensation is
based on making 
it through their
routes on time.
And, there was this
one bus driver who

could make it through a certain route 
on time when every other driver was
overtime. For two years, they couldn’t
figure out how he could do it (and get
his bonus) when none of the other
drivers could.

So, they investigated how this
happened, and what they learned was
that if he was running behind, the
driver would cut out the last three stops.
This driver was very make-and-sell. He
thought, “I’ve got this service, I go from
point A and point B. I’ve done my job.”

Today’s businesses must operate as
“sense-and-respond”—another Stephan
Haeckel phrase. 

A taxi driver is the ultimate in
sense-and-respond. If I’m a taxi driver,
you get in my car, we agree to a price,
you tell me what your goal is, and I snap
together how I get you there. 

So often businesses don’t even know
where they are going to go, so they
don’t know what they’re going to create.
With sense-and-respond, businesses
should be thinking about what the
customer wants and expects, preparing
that experience and then deciding what
the customer will pay for those
emotions and feelings. Then, you snap
together all the things that create the
value proposition. That’s the difference.

What exactly is the 
“value proposition”? 

Value proposition is what the

Designing a business with a sensitivity to customers is
really designing it from inside the customer’s head—
understanding what they feel, what they sense, what

they create in terms of bonds and preferences, and 
why they create them.
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customer values. And, more often 
than not, they value the experience, 
not the product. 

It’s very interesting when you look at
business that way, considering the value
proposition. That’s what marketing
really should be … instead marketing in
most organizations has become purely
communications. And yet, if you really
started to understand the experiences
that would make people feel the way
they want to feel and design pieces 
that are really distinctive around that
experience, you would create demand
and people would pay a premium. 

To do this, we must get inside the
customer’s head and look at their
experience. For example, customers
don’t just want a cup of coffee; they
want a coffee experience. They want 
the look, the smell, the sounds—the
multisensory experience of an Italian
espresso bar. Think Starbucks: they 
are the poster child for experience
engineering. They have taken a
commodity that costs pennies per
serving and transformed it into an
experience that millions of customers
happily pay $2 or more for per cup. 

So, it’s the Starbucks
EXPERIENCE we’re paying for,
not the COFFEE?

Exactly! Because those same
customers complain when the
franchised chain restaurant down the
street charges them appreciably less for
an endless cup of something-less-than-
gourmet brew. This homogeneity of
experiences is the other thing that is so
different in today’s marketplace. 

We went through a period of
everybody doing “best practices” and
this and that and the other. What we
ended up with were similar, rather than
defined and characteristic, experiences.
You know what I’m talking about …
think about all those restaurants that are
the same. If you blindfold someone and
let them go to one of these generic
restaurants, they wouldn’t know if they

were in Restaurant ABC or XYZ. 
And, we’ve taken these experiences 
and simply rolled them across the
countryside. 

What’s scary is that colleges have
begun to do the same thing. 

Are you saying colleges
have created “franchised”
experiences?

To a great extent, yes. I think for a
lot of customers, it feels like colleges
have the same campus tour, the same
internship programs and so forth. And
most colleges end up doing all of these
things half-baked and not truly
effectively. 

So, what should a college
or business do to define its
experience for customers?

They have to do things differently
from the way everybody else does it.
Otherwise everyone looks and feels the
same. For example, a lot of colleges seem
to have decided to focus on their on-
campus experience, and any one of them
will have a web site that basically says
this is what their point of difference is. 

But, from the customer’s
perspective, they all seem to offer the
same 24-hour campus visit program.
Instead, maybe some college should
decide to hold two full weekend
immersion programs each year and
invite students to really experience 
on-campus life. 

For everyone, the real challenge is
deciding what you want the experience
to be, based on your customer. 

The Harvard Business School is a
good example. Instead of asking current
students what the ideal business
education is, Harvard asks those already
in the business world. After all, that’s
the experience their prospective and
current students are going there for.
(Harvard’s reputation is just the entrée
into the business world, but, emotionally
and unconsciously, the real value

proposition for students is the fast track
into jobs and for starting businesses.)

Any school can do this, once they
realize that students come for this, this
and this. When they understand what
their value proposition is, they can then
leverage it and really attract the right
customers to their institution. 

So, businesses need to do
what they do best, and not
try to do everything?

It’s almost a “to thine own self be
true” situation. When you do this, you’re
giving people what they really want. 

I think we’re seeing more of this
happening in technical schools and in
online education. They are really
providing the experiences that today’s
students want. Whereas traditional
colleges and universities—I kind of liken
them to Dunkin’ Donuts—are suffering
from a syndrome where they don’t really
know how to leverage the assets they
have or understand the audience they
have or the feelings that audience has.

The Dunkin’ Donuts story is
interesting. When they got beat out 
by Krispy Kreme Donuts in the
marketplace a year and a half ago,
people were saying, “What happened?
These people had one of the best coffee
products.” It’s still rated as one of the
best coffees—and yet they still get beat
by Starbucks … and with donuts they
get beat by Krispy Kreme. 

How did that happen? Rather than
understanding the donut experience and
the coffee experience and really creating
what that was about, Dunkin’ Donuts
went into product extensions. They
went into bagels and started selling
Baskin-Robbins ice cream … because
they lost sight of the value proposition.
They didn’t understand the emotional
connections and expectations from
customers and they diluted the
customer experience. Customers walk in
and don’t know if it’s a donut place or an
ice cream place. 
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Dunkin’ Donuts has new leadership,
and they are making some big changes.
They understand what the coffee
experience is about—what the rituals
are. Here is a situation where best
practices are great
to learn from but 
not to emulate.
Dunkin’ Donuts
can see what works
at Starbucks and reincorporate it into
the Dunkin’ Donuts experience. 

How do you know when 
you should follow best
practices?

If you just assume they’re always
great for you and your customer, you’re
making a mistake. If you just go out
and say, “We need to have a blog
because everyone else has a blog,” you
might be making a mistake. Maybe
your campus and your experience can’t
be captured on a blog. Or, if that’s all
you have and your audience wants
something else, you’re in trouble. 

What identifies your campus from
every other one? Maybe for somebody it
makes sense to have a blog, but that’s
what each organization has to sort out:
What is it your customers want to
experience? You have to ask, “How do
we promote our school to these people?”

You have to remember the unique
nature of each organization—and its
customers.

Unlike the experience of
getting a cup of coffee at
Starbucks, which takes just
a few minutes, a college
experience takes years to
complete. In this case, is
there one experience to be
engineered or is it really a
series of experiences? 

Absolutely, it is a series of
experiences. Every experience can be
broken down into sub-experiences. 
I look at it this way: There’s a main
experience which gets you from A to Z,

and you may have very top, high-level
clues that are embedded in that
experience. Then you have these sub-
experiences and you have to design
those sub-experiences, because again the

key is systems thinking—how the
pieces come together versus any one
individual piece. So it’s the integration
of those individual pieces, the sub-
experiences, that makes the difference.

The key becomes that the
organization begins to do that more
organically. So what you have to do is
educate an organization to become more
clue-conscious. You have to educate an
organization to understand that the
experience is the value proposition. The
organization then begins to work more
intuitively with new tools, new ways of
thinking and new ways of organizing
their experiences to create the overall
experience for the customer.

Most organizations don’t look at
things like this holistically. They just
add on and plug it into the rest so you
end up with a bunch of bolt-on pieces,
like the Beverly Hillbilly’s truck, where
you bolt this on here and bolt this on
there. There’s no understanding of what
that feels like for the customer. What it
feels like is a hodgepodge of all these
pieces put together, and it’s up to the
consumer to sort it out. And, it’s hard to
sort out and have feelings about it. They
have this feeling over here and that feeling
over there, and there’s no one managing
how the whole thing comes together.

So, is it impossible to create
a great experience if all the
systems in an organization
aren’t on board? If, for
example, a college has 
a great admission and
financial aid experience and
a student’s introduction 

to the college goes well,
but then the student’s
experience in the classroom
falls short of the
expectation. Does one bad

experience
doom the
overall
college
experience?

I would say it’s more difficult when
the systems aren’t integrated. What you
have to do is create experiences around
those pieces and still have continuity for
the customer so that their overall feeling
is positive.

I just had an experience on a campus
where a math professor said to me,
“There’s no way I want to think about
the student as a customer. They are here
to learn from me and they’re paying for
that privilege. I want their respect for
the amount of time I went to school.”

I think that thinking is going to go
away. That’s almost a medieval method
of education, and the world has
changed. That was the make-and-sell
attitude: I’ll make a class and sell it to
you. That’s got to go by the wayside,
and there needs to be a mutual respect. 

Is the customer always
right?

No, I’m not saying that the
customer is always right. I am not
saying you bend over and do whatever
the customer wants. What I am saying
is that you need to understand how the
customer thinks. And, if you do that,
you can work with that to achieve a
balance. 

That’s the distinction between
customer service and customer
experience. With customer service,
there’s this feeling that the customer is
paying and the customer is always right.
That’s the difference from “customer-
back”: If I understand what your needs
are, we enter into an agreement that 
I am going to supply those needs. 

You have to educate an organization to understand that
the experience is the value proposition.
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Colleges and universities
work to appeal to multiple
customers—primarily
parents and students. 
How can you engineer
experiences for both?

They really have more customers
than that. They have the staff, the
faculty, the students and their parents.
There are the stakeholders, too, like a
board of trustees. And, for some colleges,
that board might represent a church
group, and you have to understand what
they want to experience in their role as 
a stakeholder, too.

What you end up with is true for
every experience as a value proposition—
multiple experiences that come together.

On the one hand, the value
proposition is creating self-sufficient,
intelligent citizens for the work force.
Then there’s the alumni association
wondering, “How do I engage them?”
And, this goes beyond getting their
money to name a building after them.
That’s just “building the factory.” If
you’re creating value, you need to
understand how to get Joe Alumnus to
feel good about what he’s doing so he’ll
want to remain a part of the institution
and will help build the factory, if that’s
the case. 

How do colleges do this?
Get them into what’s meaningful 

for them. It might be that it would be
more valuable for alumni to help get
students into jobs or internships, rather
than having them guarantee donations
for a new building. This is all stuff that
is hypotheses on my part, without
doing the research and without setting
up a design. But, I can tell you that
we’re doing research with some
online—learning clients and with some
technical schools. Each school has a very
different population with its own set 
of expectations. You need to know
intuitively and instinctively what your
customer base is and what they want,
and then understand if the market is
large enough to support your endeavors.

In your book, you say
experiences do not have a
beginning or an end. You
call this the “experience
ribbon.” 

This is pretty fascinating and 
it’s underleveraged, particularly at
institutions of higher learning. 

Basically, experiences are a
continuum. Even if you’ve never been
somewhere before, your experience
begins with the way you perceive it. For
example, you say to me, “Texas A&M
University.” I think: out in the country,
lots of cows, central Texas, and a bunch
of people studying agriculture,
engineering and stuff like that. That’s
my perception. When I visit, I expect to
see clues like cowboy hats and gun racks
and kids who are interested in going
out to “whoop it up.”

When you visit that place, you’ll
have another dimension of the
experience. When I arrive at A&M, I 
see cadets out playing taps at 6:00 p.m.
And there’s this whole other college
campus around the cadets. There is
agriculture, and I see cows like I had
expected to, so I process them, along
with all the other rich traditions I learn
about when I go to my first A&M
basketball game. All the fans are really
united … they’ve got this thing they do
with their hands and there’s this strong
kind of fraternal feeling, which is
unexpected. There are yell leaders,
dressed in white, and no cheerleaders.
It’s almost cultish, in a good way. And,
these are all clues.

And later, when you’ve left, you’ll
have the recollection of the experience
that lingers with you. When I leave 
A&M and all these rich traditions, I
construct my memories around them. 

Later, when I’m reminded about
Texas A&M, all those memories come
back. This happened to me, when I
went on a trip to Cancun where there
was a veterinarian conference taking
place. I’m in Cancun, wearing a Texas 
A&M hat, and I must have had 15

people come up to me and want to give
me some Aggie handshake, even though
I’m not an Aggie. 

For those people, seeing the Aggie
hat brought back all their memories.
Just the words, “Are you an Aggie?”
brings up a whole set of feelings for
them that reconnects them with the
emotional bond they have for the
institution.

So, if I begin to understand what
that’s all about, and I reconstruct those
experiences that lead to those memories,
that becomes a very powerful tool for
understanding how people feel. Most
often, if it happens it’s by happenstance
and we really don’t leverage it. Some
schools do and others don’t.

So, creating a strong
alumni base—or a loyal
customer base—really
takes a lot of time. 

The more time you spend
somewhere, the more you’re absorbing
clues and the more embedded those
clues become in your memory. It’s
actually more important in a hospital
setting to focus on those clues than it is
in a retail setting. It’s more incumbent
on the hospital organization to be 
more experientially oriented, more
experientially substantive, and yet they
tend not to be. 

You say that the deeper 
the clues are embedded, 
the deeper the memory. 
But, does time change our
memories? Don’t customers
have different feelings at
the conclusion of a
transaction than they do
four days or 20 years later? 

Yes, and organizations must manage
the new experiences, building on
memories and feelings and expectations. 

I hadn’t been back to my own alma
mater in years, and when I went back
recently, I basically got hustled. I would
loved to have reconnected in a different
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way, but I got pulled in for an author’s
breakfast and into the president’s box
during the football game and all of this
stuff. The clues I was receiving were
fund-raising clues, and they didn’t
architect any of my re-connecting clues.
I probably would have been more apt 
to feel a deeper connection and make a
generous donation had they connected
with me in a different way, rather than
giving me some VIP-type of treatment. 

My alma mater should have
understood that our relationship didn’t
end when I graduated. Schools are in 
a position to continue building my
experience any time they send me
something that reinforces the value of
my liberal arts education because it
serves to reinforce the value of my
experience. Instead, most universities
produce silly kinds of publications
about who donates what. Annual
reports like that are fund-raising
experiences—not the experiences I
necessarily want to remember. 

But see, you have to decide what
experience you want people to have and
remember. If it’s fund-raising, then keep
showing what everybody gives. But, I
think colleges need to understand what
does what: if they’re trying to build an
alumni base that goes out and talks
positively about their institution, which
is probably more valuable than some
monetary gift, they need to clarify what
they’re trying to do instead of trying to
do everything with all kinds of pieces. 

From the customer’s perspective,
receiving college fund-raising material
is no different than being hustled by the
hospital board. If the college thought 
of itself as being in the business of
making Lou Carbone in the business 
of promoting the college, they would
provide so many clues to make my
memories so positive, I’d be a walking
advertisement for the school. 

To a great degree, today’s
teen generation is defined
by their experience with

technology and with the
Internet. So much of what
they experience happens
virtually. Can we engineer
a virtual experience? 

I work with some distance education
providers, and we’re beginning to
understand what a genuine experience
is in the online education world—and
what is missing in it. It’s a more
difficult experience to manage. 

There’s such a complexity of 
choices, virtually and otherwise, that
I’m not sure we fully recognize the
psychological impact of it. The
biological effect of how we adapt is way
behind the curve. It takes hundreds of
years for the human body to adapt to 
its changing physical needs. Since our
thoughts and feelings are chemically
driven, they adapt more quickly, but,
who knows if human systems are
biologically adapted to handle all these
changes brought on by technology! We
don’t know, and that’s what’s absolutely
so exciting about it. But, if we just
accept it at this surface level and don’t
try to understand it at a deeper level—
at an experiential level—we’re just
going to skim across the top of the
water and never see what’s below. 

Given the characteristics
of today’s teenagers, is it
more or less difficult to
engineer their experiences?

Kids today are very, very different.
They don’t buy the idea that just
because the system is there, that’s the
way it has to work. I thought my
generation, with the Vietnam war and
everything, was anti-establishment.
But, this generation has a whole
different set of emotional expectations
and needs, a whole different sense of
independence, and it’s as reactionary as
the anti-establishment of the past, and
more. It’s just very different.

The idea of instant gratification and
immediate response is engrained with

this generation. These kids multitask
like no one else in history, and out of
that there are all kinds of psychological
ramifications that we don’t even
understand yet.

Barry Schwartz, who is a psychology
professor at Swarthmore College
(Swarthmore, Pennsylvania) and author
of “Paradox of Choice: Why Less Is
More,” feels that this is the most
depressed generation ever because they
have so many choices. With every
choice there is a sense of loss. If we go
out and buy a pair of jeans today, we
leave and we’re not really comfortable
that this was the right pair of jeans,
because there were so many choices. 
We leave wondering if we’ve made the
right choice or if we should have gotten
the boot cut, or the low-rise, or the
loose-fit and so on. In the past there
were two styles of jeans and only two
companies that made jeans: The choice
was easy. 

So, it’s a very different set of
dynamics teens are dealing with today.
That’s why getting into the hearts and
minds and souls of customers is so
important. 

Can we do that?
The people who are experiencing

this generation before anyone else are
the schools, colleges and universities. 
So if they don’t get more adept at
working with teens’ expectations and
understanding these students in a way
that is really powerful—performing just
as make-and-sell rather than as sense-
and-respond—we’ll see the collapse of
the education system. 

The impact of this generation going
out into the work force will be real
different from anything else in the past,
so I’m hoping higher education becomes
a real advocate for understanding
experience engineering so it can prepare
the rest of the world for the way 
these students will affect civilization. 
It’s a real challenge for colleges and
universities. 
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Aligning Market
and Mission
by Christine Stern

With the best of intentions,
financial decision makers in

nearly every office on campus are
locking themselves inside a prison that
is largely of their own making. They are
trapped, said Jon McGee, by a “view of
mission and market that is too narrow
and not strategic enough, and by a
competitive environment that seems to
force us to sacrifice forward-looking
thinking in favor of the demands of the
day.” This perspective is hard to escape,
and there’s a high price to pay for
shortsighted thinking.

Jon McGee, once a budget analyst
for the Minnesota Department of
Finance, is vice president for institutional
planning, research and communication at
the College of Saint Benedict (St. Joseph,
Minnesota) and Saint John’s University
(Collegeville, Minnesota). He has years
of experience analyzing how dollars

come and go. At this symposium, he
shared his latest insights on “Market,
Mission and the Changing Economics of
Private Higher Education.”

Studies prove that geography is
destiny in higher education. “Location
matters,” he said, “… and it significantly
influences our opportunity and our risk.”
Last year 49 percent of all private-, four-
year-college students traveled less than
100 miles to college, and only 18
percent of all students in this cohort
traveled farther than 500 miles. “If you

can’t establish a strong local or regional
market presence,” said McGee, “you
can’t survive.”

While the attributes of location
usually remain constant, the
demographic profile of U.S. high-school
graduates is changing dramatically.
Nationally, the number of white high-
school graduates will fall by 10.7
percent between 2005 and 2015, while
the number of graduates of color will
increase by 28 percent, and that pattern
will be repeated in every region of the
country. By 2015, 42 percent of all
high-school graduates nationally will 
be young people of color, and that
percentage will be even greater in 
the West and South. “That change
represents an enormous opportunity for
us,” said McGee, “… but there are
enormous gaps in family incomes by
race and ethnicity.” He said that by
2015, Black and Hispanic young people
will together make up 80 percent of all
high-school graduates of color, “and
they are the least likely to be able to

A  S y m p o s i u m  O f f e r i n g  P e r s p e c t i v e s  A b o u t  E c o n o m i c
a n d  T e c h n o l o g y  I s s u e s  F a c i n g  H i g h e r  E d u c a t i o n

In Minneapolis this past June, Hardwick~Day and The Lawlor Group

sponsored their annual Summer Seminar, during which some of the most

distinguished thought leaders in the United States shared their perspectives

and predictions about key economic and technology issues facing higher

education today. A synopsis of their presentations follows in this report.

Jon McGee



[ 1 8 ]© The Lawlor Review Fall 2005

afford college at almost any price
without substantial assistance.”

McGee questioned how colleges 
are reacting to intense marketplace
competition. Over the past five years,
spending—exclusive of financial aid—
has risen by 37 percent at Council of
Independent Colleges institutions.
More faculty and staff are hired, more
amenities are put in place and more
“stuff” is purchased—typically, in 
the unsubstantiated belief that money 
buys quality. 

Instead of learning to manage
expenses better, colleges tend to view
raising revenue as the solution to all their
problems. “Just print more money, and
we’ll be fine,” said McGee. “That’s the
path of least resistance.” When faced with
budget challenges, most colleges will
attempt these measures, in this order: 1)
raising tuition; 2) soliciting income from
private or endowed sources; 3) starting
new programs designed to produce
revenue—thereby admitting that current
programs can’t pay for themselves; 4)
reallocating existing resources—usually 
a highly unpleasant and unpopular
strategy; and 5) radically restructuring
operations—an option almost always
associated with failure. “So, to spend
money is good, to restructure or cut
money is bad. I think that’s a horrible
approach to budgeting that locks us 
into a future that’s not really sustainable,”
he declared.

McGee said these “extraordinarily
difficult issues … live at the
confluence—and really, the collision—
of marketplace change and institutional
culture and practice.” He maintained
that all financial decisions must be
aligned consciously with the articulated
mission of the institution. Colleges
ought to be able to define clearly who
they are, what they value, and how they
are positioned among their competitors.
As the population changes and issues of
affordability and access become more
immediate, colleges will need to
continue to attend to their priorities. 

“We compete ferociously,” he said,
“not only on our core learning
experiences, but on the kinds of
students we seek to enroll, the
amenities we offer and our net prices.”
Most often, “you don’t get all four
simultaneously, so the issue becomes
where you are going to make your
tradeoffs. What do you value most?”

Public Policy and
Private Colleges:
Losing Sight of
Students
by Amy Foster

When Sandy Baum looks at the
private college sector in relation

to public policy, she worries. 
The most glaring issue is the

persistently rising cost of tuition. “It’s
not clear that we can keep going up, up,
up at the rate we’ve been going up,”
said Baum, a professor of economics at
Skidmore College (Saratoga Springs,
New York) and a senior policy analyst 
at the College Board specializing in
financial aid.

Her presentation, “The State of
Private Colleges,” also painted a bleak
picture for federal student aid, which
Baum said is “approaching a crisis.”
With Pell Grant funding in constant
danger of being eliminated and policy
shifting toward providing education tax
credits instead of direct aid to students,
colleges are being required to fill the
gap with institutional grant aid.

What’s more, federal officials are
pushing for more accountability from
colleges with regard to outcomes and
value: “They seem to think schools
aren’t policing themselves,” said Baum.
As a result, she believes politicians are
becoming more effective in making an
argument to the general public that 
the government should step in with
measures such as tuition caps.

This convergence of national 
trends in pricing and discounting,

governmental policy, and public
opinion is potential cause for alarm, but
Baum warned that private colleges
themselves are contributing to the
problem with another emerging trend:
competition for the same students via
merit-based institutional financial aid.

With regard to pricing, the normal
tuition increases over the past few years
have been 2 to 4 percent above inflation.
Yet “you’d think, listening to the public
conversation, that something drastic 
has happened in the last decade with
tuition increases,” said Baum. “That’s
just not true.” She advised colleges to
work to help people better understand
the difference between the published
price and the net price, because the net
price always increases at a smaller
percentage than the published price.

Colleges have increased their
reliance on institutional grant aid,
which now makes up approximately 
19 percent of all sources of student aid.
Even more disturbing to Baum is the
extent to which student aid relies on
non-federal loans (9 percent) and
education tax benefits (6 percent),
especially since the latter could have
more effectively gone toward Pell
Grants, in Baum’s opinion. 

The rise in institutional grant 
aid turns problematic when “it’s
increasingly based on something other
than need,” as is currently the case. For
example, 73 percent of institutional
grant aid was need-based in 1992-93,

Sandy Baum
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but only 64 percent was in 1999-2000.
This means “we are increasingly
meeting the need of the higher income
students,” explained Baum. 

When institutional grant aid
exceeds need for affluent students, while
unmet need increases for lower-income
students, colleges fail to serve those
who need financial aid the most—the
very students the federal government is
abandoning, as well. Yet media reports
on access to higher education focus on
financially needy students “who aren’t
being fought over,” Baum reminded the
audience. 

“So maybe we need to stop and
think about who we’re fighting for
here,” advised Baum. “We need to do
more to be appealing to the most
appropriate student body … instead we
are focusing on increasing our
selectivity through merit-based aid.” 

With a recommendation that
campuses become more involved with
influencing public policy, first by
building credibility, Baum concluded
by saying, “It is harder for us to lobby
federal officials if we ourselves aren’t
focusing on need-based aid.”
Strategically, this means colleges must
worry about equitable treatment and
enroll more low-income students. After
all, the current competition for the
same students via merit-based aid is not
sustainable, and the federal government
is unlikely to contribute to a solution. 

Global Trends a
Boon to Higher
Education
by Mary Heer-Forsberg 

Globalization is having a significant
impact on U.S. higher education today.
According to economist Chris Farrell,
our colleges and universities are facing
the situation that U.S. corporations
found themselves in 30 years ago as
they encountered increasing global
competition. 

Farrell is chief economics
correspondent for Minnesota Public
Radio, is a co-host of the nationally
syndicated radio call-in program Sound
Money, and is a contributing economics
editor at Business Week magazine.
Summer Seminar participants were
privy to his perspective as it relates 
to higher education during his
presentation, “Economics of Private
Colleges and American and Global
Economic Trends.”

“The rest of the world has decided
that a strong university system is a good
way to fuel their economies,” Farrell
said. “Around the world, the curriculum
is much the same and the talent is much
the same,” he said. And though there are
obvious cultural differences, Farrell sees
K-through-Ph.D. education evolving
into a global model. 

Growth opportunities for U.S.
colleges and universities exist, thanks 
to these global trends. One million
undergraduates from foreign countries
come to the United States to pursue
a college education each year;
additionally, one in five university
students speaks a language at home
other than English. “Though it’s
become more difficult for overseas
students to get into the U.S. since
9/11,” said Farrell, “colleges and
universities are working hard to
streamline the process to help maintain
our great export of higher education.” 

What defines this wave of
globalization, explained Farrell, and

what makes it different from those that
followed both world wars, is that 
“today the talent is all over the world.
Innovation and ideas are coming from
places like China and India. Those
countries in particular are moving 
into innovation, and by and large it’s 
a tremendous thing for the global
economy.” 

Here in the U.S., “it’s easy to spin a
tale of woe after 9/11, recession and the
war,” said Farrell, but he thinks “the
gloom is way overdone.” Farrell sees
optimistic economic signs such as
increasing technological innovation,
strengthening of trade ties, a growing
number of college-educated workers,
and the increasing efficiency of U.S.
companies. Additionally, in the past
decade companies have increased
spending on research and development.
That’s the innovation Farrell sees as
essential for a strong economic future. 

When it comes to economic growth,
Farrell believes this type of innovation
is most important. “We’re on the cusp
of the Age of Innovation,” he said, “And
colleges are the key lynchpins in this
wave of innovation.” 

He pointed to reconsidering the
delivery of science education as an
example of potential change in higher
education: Rather than turning out a
target number of physicists, biologists
and pre-med students through their
“weeding out systems,” colleges and
universities should set a broader goal of
developing more graduates who are
scientifically literate, whether or not
they are science majors. 

While colleges and universities are
still considered the “crown jewel of the
American economy,” Farrell noted that
a certain amount of resentment is being
generated primarily because tuition is
rising at a remarkable rate in relation 
to the overall rate of inflation. A
“disconnect” exists for consumers
because, unlike new technologies—
which improve annually and cost 
less each year—the price of higher

Chris Farrell
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education continues to rise despite the
fact that there are few, if any, changes 
to its “product.” As a result, the public
is less sure what it’s paying for. More
and more, consumers ask, “Is it really
worth it?” 

Most economists agree that 
a college education is the best
investment. “Employers still value a
college education,” Farrell reassured 
the audience. But, in order to take
advantage of the opportunity for growth
in the global economy, colleges and
universities must begin tackling any
obstacles for growth, including pricing.
Globalization has already had a major
impact on the pricing of products and
services. Farrell predicts it will have a
similar impact on the price of higher
education. 

Getting Wise to the
Wired World
by Cynthia Miller 

No doubt about it: teens and
parents are increasingly wired and

tech-savvy. If your instinct is that online
communications are essential for
connecting with young prospects and
their families, you’re two-thirds right,
according to Senior Research Specialist
Amanda Lenhart. 

Armed with the latest data from the
Pew Internet & American Life Project
in her presentation, “Colleges,
Universities & Technology: How
Prospective Students, Parents and
Faculty Use Technology,” Lenhart
indicated that Internet use continues to
increase. About 133 million American
adults go online today, and 80 percent
of them are parents. Teens, ages 12-17,
are accessing the Net in droves, too.
At first glance, the numbers look
staggering, with 21 million teens
online.

But—and this is a big but—not 
all of those teens access the Internet
regularly. For various reasons, 27

percent of all teens use the Internet
“rarely” or “not at all.” That’s a
substantial group that can’t be reached
with online marketing. 

However, for those teens who are
frequently online, the Internet is
seamlessly integrated into their lives.
“What’s emerged … is that we’re seeing
the lines between the online and offline
world blur,” said Lenhart. As teens use
the Internet for communication, for
school, for fun, and for doing research
about big decisions like college, it
becomes their multipurpose tool—the
technological equivalent of a Swiss
Army knife in the back pocket. 

What’s more, the Pew research
contradicts the stereotype of kids with
glazed eyes in front of computer screens.
Teens who spend the most time online
also report the most extracurricular
activities and the largest social
networks. They’re on the Net primarily
at home, but also at school, the library
and friends’ houses. Many teens are
going wireless with cell phones that are
web-enabled, and increasingly, they
expect constant access.

While adults are hooked on e-mail,
teens prefer Instant Messaging (IM) for
their communication. IM is how they
stay in touch with friends and for them
it’s equivalent to conversation. It is also
the backbone of multitasking: They 
can IM while watching TV, doing
homework, and, with the volume
turned down, parents don’t even have 
to know about it. 

Teens do turn to e-mail when
talking to institutions, such as colleges
and universities, and to “old people,”
like coaches, recruiters and admission
professionals. So, while a prospective
student may prefer to IM with their
friends, they e-mail with colleges,
understanding that communicating
with an institution is different than
communicating with a best friend,
explained Lenhart.

Some colleges have set up chat
times, when prospects can IM with an
admission professional. If you opt for
this, beware of sliding into the IM-
lingo that teens use, cautioned Lenhart.
Teens see right through it, and it
jeopardizes your authenticity. 

Blogging is another online
communications tool that attracts teens,
who love creating content. Blogs are
beginning to enter the classroom, and
institutions like Amherst College
(Amherst, Massachusetts) and Williams
College (Williamstown, Massachusetts)
are posting alumni blogs. When these
blogs are perceived as being authentic,
casual, friendly, and able to give people
a real sense of what’s going on, they win
over today’s teens.

The Pew research confirms that over
half of online teens use the Internet to
search for colleges or other schools. In
addition, five million adults use the
Internet to search for college information
every day. Given these high numbers,
Pew decided to laser in on those who
reported using the Net to make a
decision about colleges, asking them
exactly what they were looking for. 

As it turned out, these decision
makers were reaching out, not simply
for information, but to people who 
were sources of information. They
wanted advice and support, as well 
as information and opinions. More 
than half reported finding “all the
information they needed,” while only a
small group complained about receiving
bad information or advice.

Amanda Lenhart
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Given the latest data and
information, Lenhart offered colleges
and universities suggestions for
maximizing the use of technology in
enrollment efforts: 
• Know your audience. 
• Be information rich. 
• Take advantage of the technology,

but selectively. 
• Consider facilitating an alumni blog. 
• And, remember that 30 percent of

adult Americans and 27 percent of
teens are not online or have
indifferent access, so keep printing
paper communications. 

Transforming
Education With
Technology
by Melanie A. Boulay Becker

The challenge for most colleges and
universities lies in how money is

spent on technology, not in how much
is spent, according to Dennis Trinkle,
associate vice president for academic
affairs, chief information officer and
Tenzer Professor in Instructional
Technology at DePauw University
(Greencastle, Indiana). “We just haven’t
figured out how to embrace technology
and talk and think strategically about
it,” he explained.

Trinkle directs DePauw’s successful
361° Initiatives Program (funded by a
Lilly Endowment grant), which has
made the university a national model of
how technology can transform the
educational process. Sharing lessons
learned from DePauw’s own endeavors,
Trinkle presented “Using Technology to
Improve the Quality of the Educational
Experience.” According to Trinkle,
rather than on technology per se,
DePauw focuses on systemic
transformation of the teaching and
learning process by following best
practices, fostering collaboration (such
as between staff and students, staff and
alumni, etc.) and through continuous
improvement.

He described 10 lessons from
DePauw’s 361° Initiatives to help
institutions confirm they are spending
money wisely, adequately supporting
faculty members and preparing students
effectively:

1.  Technology Fluency is the
New Liberal Art. Thinking about
technology as a liberal art raises three
important issues. First, technology
needs to be approached at the critical
thinking and reasoning level: With
everyone suffering from information
overload, students need to learn best
practices so they can cull information
to make it applicable to everyday
challenges. Second, technology needs to
be broadly integrated into the college
experience and curriculum. Third,
schools must embrace and incorporate
technology into their mission for
shaping the whole person—body, 
mind and spirit. 

2.  Put Learning First. Technology-
related decisions should reinforce
learning, which is the fundamental
objective of education. Avoid letting
other factors—the “coolness” factor,
having the latest technology, or
instructor or staff convenience, for
instance—drive technology-related
decisions. 

3.  It is About People, Not
Technology. An institution’s
multimedia has to be only good enough
to communicate clearly and effectively,
so do not compete with Disney. Focus
on cutting-edge use instead of cutting-
edge tools. Plan to spend 30-40 percent

on the technology itself and 60-70
percent on the people supporting it.

4.  Information Technology 
Must Align With an Organization’s
Institutional Mission and Culture.
Think about the institution first. Make
technology decisions based on what is
important to an institution’s mission
and culture.

5.  “Brand U” is What You Do.
If you say you are innovative, make sure
you are or students will see through it.
Random acts of progress will not lead 
to excellence and distinction; rather,
develop a planning process that assures
that you implement the technologies.
Execute clearly and assess regularly.

6.  The Web is Central. The web
is key to communication and how
students find you. Invest heavily in your
online presence.

7.  Get Students Actively
Involved. Take advantage of student
talent, even though technical staff 
may be wary. You’ll find students are
roughly as reliable as the average
professional staff member.

8.  You Cannot Imagine All
Problems or Possibilities. Do not 
let “analysis paralysis” stop you. Take
calculated risks. Quickly develop a
small, contained prototype, and test it
where the water is two feet deep instead
of 10. When comfortable, scale up.

9.  The Invisibility Principle: 
Use Technology to Remove Barriers.
Discuss the issue at hand, not the
technology. Technology is simply a 
tool to get you from A to B.

10.  Design Space to Enhance
Teaching and to Build Community.
At DePauw, the renovated Julian
Science and Mathematics Center houses
the 361° Initiatives’ new technology
center. Redesigned to encourage
collaboration, it features areas that
foster small group meetings.

According to Trinkle, students 
have a natural propensity toward
collaboration. This, more than greater
intelligence, is what allows them to

Dennis Trinkle
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master technology quickly. “It’s because
they spend a lot more time in small
groups every day as part of their
routine: sharing ideas, the latest
technology, the latest trick they’ve
used,” he said. 

Trinkle reminded the audience 
that technology is here to stay. 
“Today, students come to colleges and
universities expecting to live in a
technology-rich environment.” Once
colleges and universities begin to
approach technology more intelligently
and strategically, they will begin to
transform the teaching and learning
enterprise.

Recruiting
Millennials Online,
One Story at a Time
by Amy Foster

To connect with the Millennial
generation, the web is the most

important tool, and stories are the most
powerful method, according to Kari
Chisholm, president of Mandate Media
and a senior strategist for mStoner.

In his presentation, “Web Site
Strategies for the Millennial
Generation,” Chisholm, who served as
senior web analyst for Lewis & Clark
College (Portland, Oregon) for six years,
stated that colleges communicate most
effectively with today’s prospective
students when they answer questions
clearly, tell authentic stories and build 
a sense of community early.

The first thing students want to
know are answers to questions about
rational, mission-critical issues: majors,
classes, faculty, facilities and cost. The
best way for colleges to answer these
questions is with the unvarnished truth,
Chisholm said.

“Their BS detectors are very well-
tuned,” he explained. For example,
television advertising has stopped
working for these students because they
are more “hype-sensitive,” meaning

they can detect when someone is
spinning something too much.
Chisholm showcased a few web sites
that answer students’ questions
truthfully and clearly, including
Muhlenberg College’s (Allentown,
Pennsylvania) financial aid web page.
Titled “The Real Deal on Financial
Aid,” it gives the college “tremendously
more credibility now, because they’ve
told the truth about how it works for
students,” stated Chisholm.

After the Millennials determine
whether enrolling at a college is
feasible, they then ask more emotional
questions, such as “Will I be happy
there?” Chisholm said. Prospective
students are concerned about fitting 
in, so they want to know what the
residence halls look like, what the city
or town is like and what the current
students are like.

Chisholm stressed that schools
should always tell stories about real
people—make sure they are current
students and be sure to include their
photos, real names and contact
information. He said the tone should 
be informal and personal, “with warts
and all.”

Macalester College (St. Paul,
Minnesota) succeeds, in his opinion,
with a sprinkling of feature stories
about real people on their home page,
and they also link to the stories from
any relevant department’s web page.
“Every page for every department is a

recruiting tool,” Chisholm reminded
Seminar participants.

Another key web strategy is letting
the audience speak. Chisholm said
prospective students often ask, “Can 
I talk to a real student?” because they
appreciate being able to relate to the
endorser, and they feel the most credible
voices are “people like me.” So
Chisholm advised empowering students
to talk with each other. “You want to
start building a sense that they are part
of the [campus] community.”

Yet, just as students want to know
whether there are “people like me,” they
also ask, “Are there people completely
unlike me?” Chisholm suggests this is
because, as a much more diverse
generation, these students have come 
to value difference. So he recommended
that colleges pick a diverse mix of
students and let them talk about their
lives in all their complexity, since “the
goal is to give students a true picture of
what others there are like.”

As an example, he noted Furman
University’s (Greenville, South
Carolina) use of freshman diaries. He
warned against censoring such “blogs”
but advised that colleges should pick
students who know how to write well,
who lead interesting lives and who are
clear about what is appropriate content.
Chisholm also showed a Wharton MBA
web site that allows student-to-student
message boards for prospective students
to talk with each other. 

Web sites with personalized stories
and mechanisms for feedback are a
“tremendous community building and
yield tool,” Chisholm concluded. He
advised integrating the URLs of stories
and blogs in all marketing
communications for strategic brand
management purposes, even in print
pieces and in person: “Be an evangelist!
Be the person who is beating the drum,
be obsessive about it, and hammer away
on the importance of having a good web
site every day.”

Kari Chisholm
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