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Marketing Higher Education:
Past, Present and Future

Sandra L. Schmide

Before the 1970s, marketing was of little perceived imporiance to
mast colleges and universities, & many administrators considered it
appropriate for businesses but not for institutions of higher educa-

tion. A general perceplion existed thal the marketing o igher-edu-
cation institutions would be inappropriate. Much of this attitude can
Be attributed to the narrow definition of marketing held by many
college and university administrators. As in many professional ser.
vices where mainienance of standards is very important, marketing
had a negative, i.e., unprofessional, image. To many, the word
“marketing” brought to mind images of a high-pressure salesman
uSing any awihb%mma‘m&ﬁﬁﬁnﬂs to push a product on an
unwilling consumer. The process of markeling cerfainly is nof new
to_higher education. There are traces of its various %mmnﬁ as
early as the IB(05 when curricilums were modified To ACCOMMO-

te a change in consumeérs” (students”] needs with the addition of
agriculiure and business schools, However, the change from a
seller’s market to a buyer's market and the lack of formal stratepic
planning have led many universitics 1o turn to marketing,

FAST

From the twelfth ceatury (when the three major universities were
in Rome, Paris, and Oxford) until about the [ 880, institutions were
manned entirely by academics: no professional administrators were
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present, Examinations served as the sdmissions selection screen,
Since few people attended {and/or completed) high school, let alone
college, the applicant pool was small. As well, financial aid did not
exisl, and thus (basically) only the wealthy and elite had the oppor-
tunity to attend college (Miller and Eddy 1983).

The period between the 1880s and World War | witnessed the
first introduction of the position of ““Bursar as a nonacademic
professional of high standing. For example, Stanford University
hired a professional, second in standing only 1o the President of the
university, for the role of Bursar when it opened its doors in 1891,
Primary duties of most bursars at the time included the recruitment
and selection of students. Certificates from high schools were used
for the first time, as partial proof of academic ability, Stll, univer-
sities and colleges catered 1o the rich elite, as they were tRe only
market segment with the funds available to pay for higher education
(Miller y .

The creation of Admissions Officers occurred after World War L.
It appeared that one of the principle responsibilines of these officers
entailed implementing selective policies geared toward anti-Semi-
tism. Ironically, geographic selection procedures proved to be one
of the most effective methods of screening Jewish applicants: Jew-
ish people tended to live in well-defined areas of the country. Thus,
while many people today believe that geographic selection methods
ensure diversity within 2 college or university; instead, these poli-
cies tended to promote homogeneity rather than diversity. The ra-
tionalization for this selection method included the fear that if cer-
tain highly able (Jewish) students entered these select institutions,
the sons of alumni would have 2 decreased chance of admission 1o
these colleges (Veysey 1980,

By the late fifties, however, things began to change. The concept
of & meritocracy came into being: a ““meritocracy™ rewards those
with the highest merits rather than rewarding those who had the best
connections or the best femilies. Now widely held as the primary
selection method in today’s college admission process, the notion
of meritocracy approached the radical at the time (Veysey 1980).

It was not until the early and mid-sixties, however, that meritoe-

racy translated from a™1C€E 10 @ really. Surprisingly, the college
course catalog, developed in the fifties, helped schools 1o adopt thiz
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novel concept. ective students the same oppartu-
mity as received by students with connections io see an objeciive
representation of college courses without the nduced bias of some-
one who did not want certain students to atiend his/her university,
the ' [ Y Opportunities. And, the catalog re-

duced dramatically the cost to consumers of searching amongst col-
leges, 5o that even those families and individuals of a modest in-

come_could now, 1o some degree, investigate any instiiution in the
lang {Blackburn 1980, Veysey 1980).
Naturally, the catalog did not solve the discrimination problem,

but it did help to alleviate it. In some sense as well, the course
catalog marked the beginning of the marketing era for colleges and
universities in the United States. Schools for the first fime at-
templed to recruit students, and though this attempt was not fully or
even partially planned, it did mark the commencement of a new
period in college admissions.

The mid-and late sixties, as 2 time of social unrest and upheaval,

brought with them a new co : ethnic and pender diversity as
well as geographic diversity..Up to this point. it had been almosi
universally the white male who had b:m%t:d from higher eduea-

tion; mow the minority person and the woman (of any race) were
m%ﬁtﬁmfgﬁ'ﬂm 12l abilifies a edge to
the learning process. In an attempl to afiract these students, miiléﬁe:a

had to be even more open to view (ihan £ 5
had made them}. Marketing remained a dirty word, however, be-
cause it still was not seen necessary as a means of § neTeasing reve-
nue: the number of college-age youth dramatically increased as did
the available funds to support these college students, Most colleges
had little difficulty in filling their class rolls (Berry and George
1975; Veysey 1980).

Colleges and universities have been accustomed 1o the high
growth rates of the number of high school graduates of the earlier
decade. On the whole, higher education began a rapid expansion
process fo sccommodate this growing student populace, The num-
ber of higher education institutions in the U.S., including public
and private, two- and four-year schools, rose from 2,556 in 1970-
71 to 3,231 in 1980-81. Not only did the number of schools in-
crease, but enrollment expanded within cach school at a rapid rate
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through the addition of new departments, courses and faculty.
Schools incressed the size of entcring freshmen classes o enroll as
many students as possible. The larger student body put demands on
faculty end administration, creating nceds for additional courses
and departments. Colleges intensified existing departments and cre-
ated a broader range of departments (Grant and Snyder 1983; Keim
and Keim 1981).

o0 PRESENT
\

In recent Eeajﬁ institutions of higjh::ﬂ_r education have been forced
io_take another look at the potential benefits of marketing. Some
administralors are siill reluctant 1o adopt marketing principles; how-
ever, enrollment and revenue shortfalls have caused even the
staunchest critics of mnrk:ﬁn% o m:u%i:m and HEEI‘?{ markesting
principles o higher educalion a TEE ; Blackburn
1980; Engledow and Anderson 1978), In this context, marketi
can be pragmatically defined as those policies and strategies simed
at increasing or sustaining student enrollment, atiracting and retain-
ing mﬂg:mant and superior faculty members, maintaining relation-
stups with legisiators and donors, and improving the overall image
of the institution..

¢ declining number of potential students causes major concern
in most institutions today. Historically, the 18- to 21-year-old group
has been seen as the primary college student pool. *“In 1960, the
18-21 year-old group totaled 9.5 million; by 1970 it was 14.5 mil-
lion and in 1980 it peaked at 17.1 million. In 1985 this group was
down 10 15.4 million and by 1993, is projected to be down to 13
million™" {Ihlanfeldt 1975),

These trends have led to a competitive atmosphere in college and
umiversity student recruiting. Because of the enormous capital in-
vesiments that were necded to accommodate the increased number
of students in the 19705, many institutions are experiencing serious
budget problems in this era-of declining enroliments. Inevitably,
same schools will have 10 cut either the size of their physical plant,
the nember of course offerings, andfor the size of their staff. A
number of schools will probably be forced to close. In an attempt to

3
o
b
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survive, recruiting wars have begun, the results of which will deter-
mine who will have to make cuts and who will not {Hechinger
1980).

Schools continue to expand their resources for two reasons: one,
the need io keep up with advancing technology and two, to continue
to attract studenis. Colleges and universitics, being the center of
educational research and development, are by their very nature sup.
posed to be up-to-date on all of the Jatest technologies or are them-
selves developing new technologies. Keeping current altracls stu-
dents, since students generally look for the best education available.
In addition, it gains attention for the school and frequently aids in
deawing top quality faculty, Whether in computers, chemistry or
architecture, new techniques and research serve to gain recognition
and publicity for the school, and to reinforce or improve its reputa-
teon.

In this way, schools can try to attract students, the second reason
for continued expansion, The primary goal behind keeping up with
ad'-ran-:a'ngﬁ n:chnuluF( is to-affract students. It is the goal of amy
school and the job of markefiag 16 match students’ needs with insti-
tutional strengths. The expansion of departments and curricula
opens up new sepments of the student populace. '

Yet each of these expansions, designed o attract students, in-
creascs operating costs which must then be absorbed throegh stae
funding, private donations and cndowments, additional studenis or
tuition hikes. Tension exists between continued expansion and
available resources. On the one hand, for many schools diminishing
applicant pools draw down resources. On the other hand, greater
respurces are needed 10 improve or add courses and facilities to
attract those very same students, but more of them. Colleges as a
whole are facing an over-supply of facilities because of the decreas-
g size of traditional applicant pools, Another consequence of past
expansion in the face of dwindling applicants, is the financing of
the construction of the previous decade. The costs of construction
and expansion cannot be applied to fewer students; it is necessary to
keep enrollments up, The disparity of the number of incoming
freshmen and the number of institutions exhibits the excess capacity
which our higher education system is carrying.
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The high inflation of the 19705 and 1980s compounded the finan-
cial crunch experienced by many institutions, As the cost of opera-
tions for colleges and universitics rose, administrators had to decide
between increasing enrollment or significantly Increasing tuition
Costs in an effort to remain financially viable. Either choice re-
quired o more aggressive and effective marketing effort. Tncreased
enrollments meant that the institution would have to Iook for new
matkets from which it could attract new students; higher fuition
cosis required convincing the current market that attending the insti-
tution warranted the extra expense (Bowen 1985}

Viewing the decline of the traditional student pool with trepida-
tion, many institetions have turned their recruiting efforts to other
markets. Businesses have known for years thal tapping new markel
segments requires extensive marketing efforts and planning; col-
leges and universitics are beginning to realize that many of the same
principles can and should be applied to their particular situation
(Berry and George 1975).

Although the number of 18- to 21-year-clds is diminishing, over-
all college enrollments have increased, indicating 8 major shift in
the makeup of college applicants or higher participation rate. In
fall, 1972, 9.2 million people enrolled in colleges and universities
including private, public, two and four year institutions. This com-
pares o 12.4 million by the fall of 1982 (Grant and Soyder 1983).

Shifts in student characteristics coupled with most projections of
student growth. statistics indicate that the traditional college-going
proportion of the population looms close to a saturation level. The
slow growth trends of the traditional segments of the market indi-
cate their saturation (Hechinger 1980).

In particular, participation rates for males, whites and 18- to 21-
year-olds, and full-time students show a most stable market. In con-
trast, participation by women and non-while minorities is still sub-
stantially growing and is not near saturation. These two subgroups
of the market are currenily catching up to the other segments which
hawe always had relatively limitless opportunities to attend college.
This catch-up trend will continue as more minorities enter the work-
place and college degrees become more of a norm than an exception
(Hechinger 1980).
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FUTURE

As competition for students increases and excess classroom space
becomes more and more available, more schools vie for the same
students. The big question to answer is: ““Who will get these new
students?"” Colleges need to recognize the slow growth segments
and the potentially high growth segments of the market. Traditional
segments and their needs should not be ignored, but new needs
should be met as well {Keim and Keim 1981), Schools with the best
marketing program seem to be in the best position. With an active
marketing program, schools can easily identify the rapid growth
segmenis and tailor their programming to fit the additional distinc-
trve needs of new segments. The mission and the goals of the school
form the criteria of acceptance or rejection for marketing strategies
and guide new programming and the targeting of new markets (Gra-
bowski 1981).

Planning for higher education is inherently difficult. Universities
tend to be rather inflexible because of tenure, research-based pro-
motion decisions, individual school’s autonomy, and decisions on
how planning should be done apart from the budget. Thus, institu-
tions must identify their options for increasing enrollments by un-
derstanding their present and possible markets, and knowing their
present performance as a basis for policy and program develop-
ment,

Interestingly, admission standards were raised when college
classroom space was at a premium and the number of students ex.-
cecded the number of spaces available. Now colleges face the re-
verse problem and many schools are considering relaxing their strict
aifmission standards in order to fill their classrooms. Many schools
are faced with deciding how to attract quality students without low-
ering standards.

Schools with a strong reputation and public image are less af-
fected by this dilemma; they are not impervious to these problems
but are clearly less affected, A strong marketing program can per-
petuate a school’s good reputation and heighten public knowledge
of that school's offerings.

Marketing programs can also be used 1o make the public aware of
the need for a college degree in the workplace and what can be
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achieved by atiending a certain college and receiving a degree from
that school. Many schools have changed the direction of their mar-
keting from making the public aware of the availability of courses
1o promoting the need for a college education, An effective market-
ing program caa reach both the potential traditional and nontradi-
tional students and can assure & school a constant pool of appli-
cants.

Strategic planning and apgressive marketing promotions activ-
itics are becoming essential 1o colleges and universitics in meeting
the changing student needs and then making the potential student
aware of how the institution can meet these needs. This approach is
also very applicable to the retention of current students. In the past
ten years we have seen a number of students actually filing law
suits, against the institutions that they attended, on the grounds that
they did not receive an adequate education for the price they paid.
This is solid evidence that students have become very involved con-
sumers. To avoid this type of dissension, colleges and universities
realize they must employ marketing principles to enable them to
better conform their product to student needs and also to decrease

t-purchese dissonance. For many years, busincsses have real-
ized the importance of reinforcing the consumer’s purchase deci-
sion. The strategies which will decrease the post-purchase disso-
nance can be very different from those used to attract new students.
The idea hehind these strategies is to promote & favorable image
outside the immediate educational community. Alumni can be very
effective advertising for new students; however, the alumni must
continue to be satisfied with the institution that they attended. Much
of this satisfaction will come from how society and, more specifi-
cally, the business community views the college or university. In
this instance, thé*marketing efforts will take the form of public rela-
tions and promotions efforts,

DEVELOPING A STRATEGIC
MARKETING PERSPECTIVE

History often repeats itself. The situation universities found in
the 1960s and early 1970s may once again occur in the late 1990s o
2000, The baby boomers segment, of which marketers are now



Sandra L, Schmidr )

keenly aware, are of prime childbearing years, producing what pop-
ulation experts call an echo effect: a jump in the number of births,

Even though marketing managers” responsibilities may change
from stimulating demand to demand modification or reduction,
there is still a need for marketing. In trying 1o cope with a con-
stantly changing environment, institutions of higher education must
look to marketing and its strategic planning orientation to help en-
sure their future. Strategic planning is the process of developing and
maintaining a fit between the organization and its changing oppor-
tunitics. See Figure 1 for this process.

Successfully identifying profitable marketing opportunities de-
pends on the ability to evaluate and track changes in the marketing
environment. Competitive, economic, social, legal, and demand
conditions are likely to change over time. Universities must he
attuned to current environmental changes and attempt to predict fu-
turc changes. In addition, each school must evaluate its current situ-
ation. This involves a resource audit, an examination of organiza-
tional strengths and weaknesses, and a basic analysis of where the
institution stands. This leads, 1o the development of a statement
about where the university should be headed —that is, its strategic
direction. With its environmental analysis and resource analysis
completed, a school may define its goals and objectives. Objectives
are specific guidelines for opportunity identification and strategy
develjopment. These should be identified on both a short and long
term basis.

Strategy formulation is perhaps the most critical element of the
overall marketing plan, for strategy encompasses a school’s thrust,
focus, direction, and position. Without a strategy, the marketing
plan lacks purpose. The university must fully understand its current
and potential markets as well as the strengths and weaknesses of the
service it provides. Strategy formulation involves developing a
competitively effective marketing mix strategy.

Hawving established goals and objectives and strategy formula-
tion, a strategic marketing plan next develops specific action plans,
Marketing strategy must be made into a set of specific actions (i.c.,
tactics] for accomplishing the marketing poals. This action plan
may be changed during the year as new problems and opportunities
arise, bul it serves as a general framework which enables appropri.
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ate administrators to move the unmiversity in 8 particular strategic
direction,

The last section of the plan provides the controls to be applied 1o
monitor progress. Controls are best established by specilying stan-
dards and designing a system for having deviations brought to the
attention of appropriate operatons personnel. This is sometimes
called "“management by exception.” The university then deter-
mines the causes of any deviations in performance and decides on
the corrective action needed fo align goals and performance. (For an
excellent reference on strategic planning, see Aaker 1984.)

Properly employed marketing methods can help institutions es-
tablish (or rebuild) their image, expand the total market for higher
education, fill existing capacity, help identify fruitful offerings, and
maost importantly, meet the needs of an ever-changing environment.
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Matthew Hartley
1 Christopher C. Morphew

What's Being Sold and To What End?
A Content Analysis of College Viewbooks

“Fretend thar every single persan vou meet has. a dagn around his or her neck tha

suys, “Make me feel important”
—Mary Kay Ash, Founder of Mary Kay Cosmetics

"I’z all aboar you.”
—Slogan in o 2006-2007 College viewbook

Introduction

Viewbooks—the glossy multi-page brochures that colleges and uni-
versities send to tens of thousands of prospective students each year—
are an important medium by which institutions of higher learning entice
students to matriculate. Well into the age of the Internet and the egse of
interactive virual college tours, students and parents report that college
viewbooks' continue to play an important role in the initial courtship be-
tween student and campus (Lipman Hearne, 2001: Jaschik, 2005}, In-
deed, an entire industry exists to aid institutions in the design and pro-
duction of these publications and college and university admissions and
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Maikew Harley ir Axsociate Pressar af Educarion at the University of Peansyiva.
'y gradiate sohool of edecanion. His researeh Jocuser on academle governance and
exdmines how arademic commanities define their educational purpases. Cheiiraphe
Morphew is Associate Prafessor of Nigher Edvearion af the Iewtinwre of Higher Educe-
Fowr od the Ueiversite af Georgia, His research Faruies enr frsaes af sterte pelicy and -
stilutional dversity, (nclwding how dimincrive votleges mmd universities marksy ikem-
ERTVET 0 PFasdchive stiideniis.

The Foyeny ghey Edvention, Yol 79, No. & (Movensher Deceisher 20083
Copyright @ 2008 bef The Ohia State nivessify



672  The Journal of Higher Education

public relations professionals spend a significant amount of time
and meney fashioning viewbooks in order to entice swdents 1o apply.
But what are the messages conveyed in these viewbooks? Whal do in-
stitutions say in one of their first communications with prospective stu-
dents? Although coliege viewbooks have been a fixture of American
higher education for decades; there has heen precious little attention paid
10 the explicit (and implicit) messages in their glossy pages. Here we
affer the first empirically-based, theoretically-puided work on the subjact
of viewbooks, Qur investigation was informed by three simple Questions:

1. What content themes are found in college viewboaks?

2. Do content themes vary by institutional type and contro]?

3. What messages (if any) are communicated to students ahaut the
academic purposes of higher education?

The patterns that emerged from our analysis reveal a greal deal about
the messages colleges and universities convey 1o prospective students
and raise important questions about how a college education is described
At a critical juncture in the college decision making process,

Conymunicating in a crowded marketplace

In the past two decades, many colleges and universities have altered
their activitics in response o an increasingly competitive market for stu-
denis (Zemsky, Shaman, & Shapiro, 2001). This is evident, for example,
In the dramatic expansion of professional programs of study {Brint,
202} as students increasingly seek higher education 1o “get a good job"™
(Astin, 1398). It is also apparent in how institutions represent them-
selves to key external constilvencies (Morphew & Ha rtley, 2006). Today,
many colleges and universities use images and symbols to project Their
institutignal identitigs, “Branding,” a marketing term long familiar 1o
The Gap but virtually unheard of among higher education institutions
until two decades ago, is now commonly used on American campuses
{Toma, Dubtow, & Harley, 2005). Despite the legitimate concems that
have been raised about the capacity of a market meneality (o diston aca-
demic purposes (Bok, 2003; Grubb & Lazerson, 2005), the fact remains
that college and universities are apgressively employing marketing tac-
les. Consuliants and “strategists” bombard college admissions and pub-
lic relations offices with offers 1o assist in developing a brand and moni-
toring how il is perceived by prospective and current students {Frank,
2000, Litten & Brodigan, 1982 Sevier & Sickler, 2006; Schwartz,
18993}, Their message is simple: image is everything. What images vari-
ous institutions choose [0 assert, however, remains largely unexplored.
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Although the college choice process is highly complex and precludes
the formulation of simple models, Hossler, Schmit, and Vesper (1999)
argue that at its core, the process consists of “informaticn gathering and
information-processing” (p. 153), One of the most commen means of
communicating institetional information to students in the re-adrmis-
SI0N process is the college viewbook. The very limited research that ex-
1515 0N viewhooks 15 cursory in (ts methodology and conceptualization.
It consists of (a) com parisons between the descriptions of viewhooks
and the perceptions of prospective students {Durgin, 1998); (b} docu-
mentation {i.e. counting) of the percentage of viewbooks that imention
financial aid or contain pictures describing student life (Hite & Year-
wood, 2001} (c) in-depth analysis of visual images in & small nomber of
viewbooks (Klassen, 2001} and (d) examination of viewbooks in the
context of a particular student life issue {Grimes, 2001 1. There is no em-
pirical study that analyzes a large sample of viewbooks qualitatively,
with the benefit of a conceptual framewaork within which the findings
can be understood,

We believe that it is important to pay atlention o what institutions of
higher learning say o prospective students. The words, images, and
symbols included in the condensed space of & viewhook constiluie the
busis on which institutions choose to begin forming a relationship with
their students. More importantly, perhaps, these words and symbols play
a substuntial role in shaping how students think about the college expe-
rience during the early “altentive search™ stage of the college chodce
process. Viewbooks also play a significant role during the latter slages of
this provess. Hossler, Schmit, and Vesper (1999) report that, when they
surveyed a groop of 12th graders about the information they used to
learn more about the colleges they were considering, students runked
“publications and written information sent 1o you by colleges™ (p. 107)
45 MOosT important.

Some studies have examined how instinutions communicate to exter-
nal audiences through the use of mission statements {Lang &
Lopers-Sweetman, 1991; Lenning & Micek, |976; Schwerin, 1980; Car.
ruthers & Lott, 19815 Davies, 1986; Keller, 1983, Newsom & Hayes,
1991; Morphew & Hartley, 2006). But unlike mission slatements, which
have various internal and external sudiences {e.g, rustees, alumni, Fac-
ulty, community leaders), viewbooks are directed at prospective sludents
at the genesis of their college careers, They are a unigque and pirticularly
important institutional artifact becayss these messages inform the initial
expectations students have about their postsccondary experience.

In addition to identifying predominant themes, we were particularly
interested in examining the ways in which institutions convey their aca-
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demic purposes. To that end we turned to the conceptual work of David
Labaree {1997} who has eloquently described the persistent strugple
over the goals of American educational institutions. He posits threa dis-
linct purposes that educational institurions explicitly or implicitly em-
brace: democratic equality, social efficiency. and social mobility. The
first two goals are closely associated with notions of public good.
Schooling should prepare students to he engaged citizens and also eco-
nomically productive members of society (and thus contributors o the
general welfare as taxpayers). Social mobility, by contrast, is linked 1o
notions of education as a private good—the desire to personally benefi)
from a college education and to use the credentisl to ge1 ahead finan-
cially and socially.

Colleges send messages to key constituent groups that can be linked
to each of Labaree's (1997) three goals, though there is variation across
institutional type and control. Our earlier anal ¥ais of mission statements
shows that private colleges and universities tend to profess themes of de.
moctalic equality (e.g. preparing civic leaders), while public colleges
and universities emphasize service to the local or regional economy and
preparation for the workforce (Morphew & Hanley, 2006}, Labaree
would argue that these constructs reflect institutional comumitment o so-
cial efficiency as well as social mobility (that is, the benefits of higher
education are primarily economic though there is both 3 public and pri-
vile benefit). This paper extends this analysis 1o viewhooks and com-
pares the disparate purposes that are reflected in the images and text of
the viewbooks across a range of instintional types.

Methods

Far this study we employed content analysis as a means of systemati-
cally identifying, classifying. and tabulating the symbols, images, and
messages from the viewbooks of 48 four-year colleges and universities
across the United States, Content analysis is an empirically srounded
method of examining text and images in order identify messages and
meaning (Krippendortf, 2004). Berelson {1952) describes content analy-
515 a5 "“a research technique for the objective. systematic, and quantita-
tive deseription of the manifest content of communication” (p. 18). Con-
tent analysis involves not only describing what is said but involves
drawing inferences about the meanings in the messages (Holst, 1969),
Thus, a picture of smiling students is an imsge found in nearly all col-
lege viewhooks. The meaning that can be inferred from these messages
is that college is pleasant or fun.
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Content analysis embraces both qualitative and quantitative data. Not
only are particolar themes identified, but the frequency of themes pro-
vides additional information about the primacy of messages being con-
veyed. The method entails analyzing visual media through a structured
series of activities, all of which were followed for this study (Krippen-
dorff, 2004);

* Sampling: Establishing clear criteria for selecting the media ana-
lyzed {e.g. random, stratified):

Unitizing: ldentifying a set of discrete themes:

Reduction: Systematically tabulating and summarizing data;
Making énferences; Intergreting the patterns that emerge from the
identified themes.

Content analysis has been used in the social and psychological sciences
for decades, especially by linguists, anthropologists, and sociologizts in-
terested in communications research. Because viewbooks are vehicles of
communication that employ the use of language, images, and symbols,
content anilysis is methodology ideally suited 1o their analysis,

The sample analyred for this study contained viewbooks from 24
public institutions and 24 private institutions, including 15 research uni-
versities, 16 comprehensive universities, and 17 baccalaureate collepes,

The 48 viewbooks were gathered from colleges and yniversities from
all regions of the country and include & range of institutional types in-
cluding HBCUs, elite baccalaureate colleges, and research universifies,
as well as lesser-known public and private colleges. The institutions
sampled reflected the diversity of missions among higher education in-
stitutions as well, including members of the Council for Christion Cols
leges and Universities, Council on Public Liberal Arts Colleges, 568
Presidents’ Group, and Association of Americun Universities, In all, 23

TABLE |

Distribution of Viewbooks Analyzed, by Type and Comiral

InEtdainn Type Humber {pahlic, privaiwi
Buccsleureaes College 17 115
Camprihensive Lniversdy 16§ 14y &
Besegrch Liniversiry 15 (B, 73

frathily M 724, 24)
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states are represented, from Maine to California and Florida to Idaha,
The researchers purposively chose a diverse sample of viewbooks with
the expectation that different messages will have more or less res0oHance
hased on the region in which the collegs or university is located, That is,
kiven the prevalence of liberal ans colleges in the Northeasi—and their
popularity with students—institutions from thal region may emphasize
this selling point more than comparable colleges and universities located
in the South

In addition, we drew a sample of 15 viewbooks fram colleges and uni-
versitics identified by extemal agents as heing committed to a larger public
purpose either by virtue of their being recipients of the Camegie Founda-
tion for the Advancement of Teaching’s new COmMmMUNilY engagement clas-
sification® (5) or selected a5 a “Colleges with a Conscience” by the Prince-
ton Review guide (11).% (Four institutions appeared in both listings.) Our
mlent was o see whether the messuges conveved by this group’s view-
books differed substantially from other institutions in the sample,

Consisternt with good practice in content analysis, we began by devis-
g a common clussification procedure to ensure we were coding text
and images in a similar faghion (Weber, 1990). Each of us independently
reviewed several viewbaoks from each institutional type. This yielded
an initial list of 92 distinct themes. To ensure intercoder relighility, we
then independently coded a set of ten viewbnoks using these themes
(Lombard et al, 2002). Subsequent comparison of coding patterns
demonstraled the establishment of a shared interpretation of the mean-
ing of pictures and words in the viewbooks. We also discovered that a
number of our initial themes were so closely related that distinguishing
between them in our coding was unnecessary. We therefore combined
terms {thus, “clubs™ and “activities” were subsumed under the broader
category of “co-curricular/non-athletic activities”), We thereby reduced
the total number of themes to 52,

Mindful that pictures and words might be used differcntly by colleges
and universities in their construction of messages L prospective students,
we codad words and pictures separately. This allowed for an analveis of
how distinctive content themes were more or less likely to be associated
with words rather than pictures and vice versa. We also paid particular at-
tention (0 what viewbooks emphasized. Thus, we indicated in our coding
what messages were contained in the first page of text, We also identified
themes that were particularly stressed (ones that were either repeitedty
mentioned in the viewbook or ook up several piragraphs of text or half a
pege or more of space). Finally, we entered entire passages of text or de-
seriptions of pictures in our electronic coding sheet in order to Facilitate
cross-institutional comparison of rhetoric around particular themes.
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It should be noted that any interpretive act, including content analy-
sis, requires a measure of judgment, The anal y4is that follows is baged
on our reading of the data. It is possible that other researchers mighr
produce alternative interpretations. Thal said, the rigor of content
analysis as a method, the consistency in coding between the re-
searchers, the presence of two researchers of diverse backgrounds, and
the fairty bold and clear messages imparted in the viewbooks give us a
measure of confidence in the following analysis.

Fingings

Diéie Vo All Over Again: Viewbooks as a Genre

Though viewbooks differ somewhat in length (from a minimum of
four-pages 1o upwards of seventy), all of the viewbooks we analyzed
were full-calor, glossy, multipage To€uments Tilled with (et and
splashy piciures representing college life, If prospective students were
0 defina c{rﬁtgc.r. and universities salely by what APPEATs in view-
Books they would quickly conclude that campuses are idyllic havens.
They are proximate cither to exciting cosmopohtan centers or the
wholesome great American outdoors. They are filled with happy and
healthy students (in only a few instanges were The presence of a healil
or counseling center mentioned). Undergraduates are a racially diverse
ind a generully attractive group—all are in their laie teens or eurly
twenties, There are no disabled, obese, or depressed students. Every-
one befongs. There are unparallelcd opportunines Tor siudens to
participate in a range of stimulating (if not outright “fun™) activities
inside the classroom (with smiling. attentive taculty members at
hand) not 10 mention a myriad of co-curricular options. Classes tend to
be small.? The facalty are a mixture of Marie Curie, Mr. Chips, and
Mr. Rogers, notable for their international scholarly reputations, com-
mitment to teaching and nurturing atientiveness to each “special”
student in the scademic neighborhood. Happily. all colleges and uni-
versities have a range of financial aid options—especially schelar-
ships—that render postsecondary education “affordable™ {50 much so
that many viewbooks don't need feel the need to trouble the reader
with petty details such as how much tuition 151 In sum, viewbooks
pamt a hopelul, idealized and somewhat unrealistic portrait of under-
graduate Ife,

Looking underneath this Eeneric utopian ideal, content analysis re-
veals the presence of six thematic areas that featured preminently in
the viewhooks we FTH LT
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TAHLE 2
Eiz Theenatic Arens and Examples

Thigine Frmmples

Enstittinesi] coniextheampus fescsings, 1"":’--1_'»;1.:;1-_I-:||:|.|u:-|.
* Canpus Beouly
= Campus landisarks
® Biversity of 8 stuilent body
/Pﬁi of rechnofogy
AvmdemicsTaculny Cumieulumfdajon
* SndenbFaculiy Intersction
* Low squdentfecsliy mlio
¢ Chance i study abrog]
Ci-curricular oppariiniies ¢ Studeriy ltaving fus
* Stwdents segaged 0 nen-sports selivifies {e clubs)
* Warsity and inmrumural sparcs
* Residency lifo (housing, dizing)
Admizsions and financial aid # Admissiong requirements
* Presence of fisancial sl dfecholurships
= BHow to visic campus

Valoe af an edication * Suesesshial glumni
= Yalldarion iEmzenih extemall sankings o puidebonks
Puspase of highss education * Prepwivhg sosdencs fur n job

= Farmatire'developmental

The attractiveness of the institutional context and VArous campus fea-
Wires were emphasized in the text within (he Grst Tow pages of almaost
every viewbook we analyzed an supported throughout in pictures
{often heginning on the cover). Colleges and universities are place-
bound and their attractiveness is significanily defined by their campuses
{their beauly er the extent of their factlities) and geographicaily
(whether they are close to cities or to the acean or the mountains). Par
of this “context™ 15 the student body itself. We found almost no refer-
ences to non-traditional stedents for commuters ) and few 1o transfer si-
dents. The viewbooks depict students as a diverse, young, fun-loving
crowd, Physically, the prevailing image, even at institutions with large
commuter populations, is the archetypal residential college—hrick,
stone, and grass covered quad. Viewbooks spend considerable space
highlighting their geographical attractiveness, or making the most of
their location. In two cases, institutions in northern climes spent several
paragraphs discussing the beauty of rruly experiencing the four seasons
and even specifying average winter lemperatuies o assure prospective
stidents from more temperate regions of the country. Campus beaury is

e
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depicted in images of campus landmarks—a fagade, a tree lined walk-
way, 4 statue. There's no construction on campuses—certamly no de-
Ferred maintenance—and pary a rainy day.

After this brief introduction, the viewbooks take two different routes.
Approximaiely @ third of them 2o on o mighlight the "campus commu-
nity"™ and co-curricular life, often underscoring The st Uion's nirr-
ing and communal qualities. Only after that i3 established is the issue of
coursework broached. The majority of insttations, howevar, immedi-
ately address academics, st g majors and various programmatic offer-
ings. A Tittle more than half of the viewbooks offar shdent profiles or
testimonials sbout academics, Three-gquarters of the viewbooks refer-
ence & particular curricular feature le.g. an honors program, a program
for first year students, service learning), however, often such descrip-
Hons are cursory.

Despite the presence of highly distinctive institutions in our diverse
system of higher education (Cardozier, 1993; Townsend, Newell, &
Weise, 1992), we were surprised at how few institutions chose w appeal
to prospective students on the basis of some distinctive feature or char-
acteristic. One of the fow that did wryly observed, “All those college
brochures. The campus phiotos start to look the same after a while, don'
they? Rolling meadows with big trees. Impressive buildings. Bright,
similing student faces. You've seen it all before. Maybe too miny time|[s|
before. So what makes fus] different? Another institution boasted “a
curriculum as extroordinary as its history. At the center of this curricu-
lem is a core . . . [though] many other eolleges and universities have
shandoned or diluted their core curriculs™ But the vast majority of
viewhooks demonstrate 4 tendency toward cenformity using similar sers
of stereotypical collegiate images, The mascots, students, faculty, and
the precise layouts of their guads may differ but many of the images one
sees in college viewbooks could almost be interchangeahle.

Another theme that emerged from our analysis was a downplaying of
the rigors of academic life. Academic programs are listed {and some
even described) but & clear inference that can be drawn [ vi

ﬂﬂﬂﬂﬂ M8l Can be drawn from the view.
books we examined is that stedents spend very lirtle time studying. Hall
of The Viewbooks contan nol a single picture of a stodent studying, |
Among those that do, a few chose 10 depict the lone scholar, almost jn. |
variably at work in an idyllic setting—outside on bench or o sunlip '
reading nook in a library. In the vast majority of cases, students are
shown in groups whether in the library, in labs, or their rooms. Fven
many of the images of students working on computers show them in
pairs. Certainly collaborative learning has many potential benefits and
some institutions have made a marked commitment 1o encouraging such




OBl The Journal of Higher Education

pedagopies. But it is also the case that success in college requires 3 great
deal of individual discipline and effort. That message is never conveyed.

A number of small, private colleges touted study abroad programs
through splashy photos of students in front of well-known landmarks—
the Eiffel Tower, the Colesscum, a large Galapagos turtle, even atop a
mountain, But the images are more suggestive of tourism than academia,
The students are not shown carrying notehooks. They are not engaged in
spirited discussion nor are they shown interacting with individuals from
ather countries, though such poses would be quite S48 10 arran e

Many institutions chose to underscore the idea that Faculty care about
the sfiidents and want to nuriure and support thelr intellectual and per-
sonal growih. THis 15 a Tandable view and ona espoused by many institu-
ffons_ Bl in some viewhooks the sentiment becomes distorted. One
describing its faculty indicated that “their doors are always open™ and
that students should walk right in because fac ulty members are “eager to
talk and to answer questions. You're not imterrupting.” The fact that Tac-
ulty have other legitimate demands on their time, even at teaching-cen-
tered institutions, such as remaining current in their field, participating
in disciplinary or departmental matters, working with other students {not
to mention the Fact that entering an office without knocking is rude) is
ignored. Another viewbook indicated the number of large explosions
that s particular chemistry professor could be expected 10 produce, Such
slalements may be intended simply 1o make college seem exciting or
less intimidating but they also convey the idea that the entertainment
value of a college is an important consideration. There is 4 nol-so-subtle
distinction between signaling that the institution is g sUpportive acade-
mic environment and portraying fac ulty as concierges or clowns,

Oul of class (co-curricular) activitics are g predominant thematic ares.
A _great deal of attention is paid to clubs, programs. student Organiza-
tions. and residential oplions, bul dwarfing all of these is athletics, 11 15
the rare viewbook that doesn't include a piciure of a student en gaged in
Varsity sports, often high profile men’s sports like football or haskerball,
The educational value of a rich co-carriculum is indisputable. Unfortu-
nately, the viewbooks rarely make an appeal on this basis. ITnstead, the
message is that there are a wide varicty of things 1o do and that colle-
giate Tife 15, well, Tin, As one caption put it. “Good times this way!"
There are places to hang out, sthletic and cultural events to enjoy, and
friends to 1alk to as you cross the quad or sit in your reom. As one insii-
tution noted, this is “an active campus in [a] booming region [where|
you will imd plenty of options 0 enjoy and explore.” Student testimeni-
als about the fun quotient are easy to find and co-curricular activities are
clearly presented as a primary consideration in cheosing a college, As a
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student featured in one viewbook explained: “I'm big into sailing, and
the outdoor activities absoletely are some of the best things at [this uni-
versity], That's a major thing that attracted me to this school”

Ultimately, since their primary purpose is to entice students 1o apply,
every viewbook offers admissions information, Some contain complere
applications materials. Other institutions refer to a website or include a
card o request additional materials, Two-thirds of the viewhooks o=
vided information about admissions requirements (e.g. numbers of re-
quired college preparatory courses, the need to submit SAT o ACT
scores.} Most of the small colleges indicated a desire w0 create 3 “well
rounded cluss,” implying that an individual applicant will be considersd
in the context of an emerging cohon of students, not simply “by the
nembers.” In fact, many highly selective institutions implhed that all
worthy applicants will be considered for admission, As one elite college
Put it, “In admissions decisions, we seek excellence—in academics, art,
music, theater, work experience, publications, leadership, public ser-
vice, and athletics,” What constitutes “excellence.” however, is left bix
the imagination.

Two-thirds of the viewbooks encourage prospective students to visit,
As one public university stated, “The best way to find out if university
i right for you is to spend time on campus . . _ to meet the people who
study, work, and live here” Mention of financial aid (ofien visually zep-
arated from the admissions discussion) tends (o emphasize affordability
and the commitment of the instiubon to ~work with all students admit.
ted 1o the College 1o help them find the means necessary Lo aftend.” Ex-
amples of various scholarships in some cases are hsted but the total
number available is never specified. Half of the viewbooks we analyzed
contzined no specific information on tuition costs, There were also some
statements that could mislead less savvy students, One institution indi-
cated that "Approximately 87% of [our] undergraduates receive some
type of financial aid.” However, included in that figure were faderal
loans. In a few cases, the financial aid discussion drifted towards Ler's
Make a Deal with one institution giving special "grants” w children of
alumni ($1,000) or in one case “family grants,” a volume discount of
52,000 if children from the same family attend.

The imperasive of Narrowly Differentiating
Organizational theorist Michael Porer argues that the primary dimen-
sions on which institutions compete are price and differentiation (Porer,
1998). As mentioned above, half of the viewbooks in our sample dis-
pense with the former by simply not including the “price.” Rather. they
emphasize & willingness o help the student find the financial means 1o



681 The Jowrnal of Higher Education

attend. Therefore the central thrust of the appeal for most of these instj-
tutions is differentiation but within a tghtly proseribed genre, Though
certain forms are observed, viewbooks do have distinct characteristics
thal to some degree set therm apart from one another. Compare the fol-
lowing statements on scademics from four viewbooks we examined:

College I+ “Don't expect to take notes, memeorize or reprodice fnfor-
iR o a fess,”

College 2: “[Attending our institution] is, first and foremast, ahour
the life af the mind. It it abour intellectual challenge, While thar refirs
te challenging material and tough courses, it alwo inpiltes that profes-
sors will challenge vou to rest your assumpiians about what vou know
ana believe and abow the namre of learning. [We ! will help vou dis-
caver how far you can go,”

College 3: “{Cur] core curricuium cantaing the essence of the classic
liberal aris education. Through it, our students are introduced 1o the
Ristory, the philosophical and thealogical ideas, the works af liera-
tire and the scientific discoveries thar set Western Clvilization apar”

Coliepe 4: “TAttending our institution] is abat academic excellence,
It is wlso engagemeny, pofitical awareness, leadershp, CORTLAITY
service, arty and the weedia, activism, citizenship and responsibiliny.
Cher fieculty and students undersiand thar the preatest suteome af
fthix] education fs transforming vour knowledge into action gnd fry
what you do, learning even more,”

Each of these stateinents comes from a baccalaureate college. Bul the
messages (and institutions) are distinet, The first is from o nan-selective
college that emphasizes a hurtaring environment and student suppart,
The other three take pride in the rigor of their academic program. How-
ever, the academic programs they represent are distinel. College 2's em-
phasis on the “life of the mind” and an engagement in intellectually
challenging work that will “test Your assumptions” represents a particu-
lar liberal arts ideal—an education that encourages critical thinking, free
thought. and the formation of an independent identity, By contrast, Col.
lege 3 offers o “classical” education based on the merits of “Western
Civilization.” Here, a set of important ideas are o be codiveyed to the
students and form the foundation of their aducation, Finally. College 4
promaotes a wedding of liberal arts and expetiential education. In a reql
sense, these institutions have carved out g pirticular niche——one not oe-



Centent Analysis of Collepe Viewbooks 683

cepied by any of the other three, Similar compansons could be drawn in
other thematic areas as well, Although Jarge universities reforence the
excitement and school spirit generated by having a competitive Division
| athletic program, they also are keen to emphazize participation. “At
- $ome poini—in the midst of participating in on all your own ictivities
and competitions—you’ll probably also want to take some time to he-
come & part of the proud tradition of [oer] Diviston 1 athletics.” Instin.
tions in other divisions emphasize participation and the ideal of the
“scholar-athlere™: “Forget warming the bench at some oversized institu-
tion, Turn up the heat with [our] athletics. Dunk the winning basket.
Kick the perfect field goal, Sink the spot-en putt. Cross the finish line in
a blaze of glory because [here], you're the star”

But ultimately this is differentintion within a fairly restrictive range.
(Mo institution, for example, argues that athletics is irrelevant in an in-
stitution of higher learning.) It is rather & mater of ki ghlighting some ¢l-
ements and not others, not questioning the presence of the accepled set
of elements. This makes good sense a5 a marketing strategy, In part it is
a matter of giving the “customer” what they expect. As institutional the-
orists have explained, there are powerful normative expectations that
confer legitimacy on institutions, particularly where technologies and
cUlcomes are difficult to define and measure (DiMapgio & Powell,
1991). As Meyer and Rowan {1977} observe, “Organizations that incor-
porate societally legitimated rationalized elements in their formal struc-
tures maximize their legitimacy and increase their resources and sur-
vival capabilities™ The danger for any organization operating in an
institutionalized environment is seeming too differcor, which might
cause others (o question said organization's legitimacy.

Prospective students and their parents have only rough indicators for
determining variations in quality among colleges and oniversities, such
s average SAT scores, percentages of students continuin £ on to gradu-
ate school, and retention rates. Sech rational arguments sre oot the ap-
peal being made in the vast majority of viewbooks, Instead, institutions
establish their legitimacy by projecting a collegiate image., (Looks like
beautiful campus with happy students. attentive faculty, a quad and 2
football team, must be a good one!) Evident in viewboaks is the preva-
lence of institutional isomorphism.

Why don’tinstitutions stake out unique claims? Surely distinctiveness
has advantages. A distinetive institution is better ghle to draw students 1o
itself that share similar values or interests {Townsend, Newell, & Wiese,
L992), It will greatly appeal to a particular group of students. But this re-
veals the double-edged sword, Pepperdine and Hillsdale may to appeal
10 students of a differemt political leaming than Hampshire and Oberlin
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and in doing so both actively define and exelude portions of the student
market. It is a niche steategy and one with risks, First, because of the
normative pressures outlined above, students looking for something
“mainstream” may balk at applying. A second risk of cecupying a spe-
cific niche is that the environment may shift over Ume (as some
women's colleges, faith-based institutions, and historically black col-
leges and universities have lound). Organizations thal have clearly de-
fincd (and deeply held) institutional purposes are loathe to abandon
them, even if they become a competitive disadvantage (Collins & Por-
ras, 1996.) This is laudable—we certainly are not calling into question
the validity of institutions with distinctive missions—but it 18 clear that
it can be a challenge to “sell” these vision in 2 market dominated by a
generic collegiate ideal. As the admissions director of a highly selective
women's college mentioned to one of us recently, “A lot of prospective
students initially say they wouldn’t even consider o women's college—
it"s 4 hurdle I have to get beyond again and again before they’|l even take
a look and see the wonderful educational experience we have 1o offer”
Institutions in this situation have a balancing act to perform, One col-
lege with strong ties to the conservative moverent whose board voted 1o
refuse nll federal aid so it could ignore affirmative actiog presents this
history as a somewhat vague and mild morality tale about “indepen-
dence.” The political dimension is never mentioned and the hoard™s (and
donors’ ) conservative views are sidestepped, In sum, the distinctive jde-
ological stance is softened to appeal 1o a wider swaih of applicants, An-
other college alfiliated with an evingelical denomination created its
viewhook (one of the more distinctive we reviewed) in the form of a teen
magazine, complete with advice columns and top 10 lisis. The text
makes clear that this is an institution where religious commitment is
highly valued. Prominent profiles of a student and alumnus point to the
mportinee of faith. So, the religious nature of the mstitution is pe-
knowledged but the overall viewbook conveys a fun and ultimately quite
conventional (even worldly) image. By contrast, another evingelical
university underscored its strong religious nature in a mianner that other
faith based institutions we reviewed tended to avoid. On the inside of the
viewbook's cover, the president proclaims, “We want [our] oniversity
under the Lordship of Jesus Christ,” The viewbook includes 3 full-page
pieture of a student actively engaged in prayer. Few institutions are will-
ng 10 take as clear 4 stand.® Instzad they attempt to hedge their bets with
vague slogans such as “what a college should be™ or profess that they are
“special” while all the while adhering to rather banal convention. Even
the viewbaook of an HBOU we analyzed made no reference to its distine-
tive tission and history, instead asserting “[The college] was created
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just for you." It seems that many institutions are left in the paradoxical
position of wanting to emphasize their spacial nature while remaining
conventicnal—exciting and enticing but somehow familiar, unigee but
not weird, This is the dangerous water in which viewhooks must tread,
Viewbooks must differentiate, but do so in a legitimate fashion that
doesn’t scare stedents away.

The Private Purpose of American Higher Education

One of the most stnking findings of this study concemns the view-
books® treatment of the purposes of a college education. In & third of the
viewbooks there was either a brief reference o the purpose of higher ed-
ucation, often couched in terms of personal aspiration (e.g. “we'll help
you reach your dreams™} or no reference ar all. Though these viewbooks
might describe innovative academic programs or note the successes of
their alumni or point to their place in external rankings (e.g. [L5, News
and Werld Report, the Fiske Guide) —all markers of quality and value—
they made no attempt to explain what higher education is for,

Half of the viewbooks we analyzed emphasize the formative natare of
a college education—its capacity to promote human growth. Nearly half
discuss the enrichment of a liberal arts education {and these twe con-
cepts were often conveved in the same viewbook). Some of these ap-
peals are guite eloquent. However, the benefits garnered by these experi-
ences end to be expressed in highly personal terms, an individual
benetit. More than half the time, viewbooks making such lofty pro-
nouncements underscore the economic benefit of college education as
well. As one institution states, “college . . . is & search 1o understand our-
selves, our purpose in life” But then it adds, conspiratorially: “Let’s be
hanest, one of the reasons you're planning to attend college is 50 vou can
build a great career, right?™

Fully a third of the viewbooks, without 3 hint of sell-consciousness, de-
scribed the benefit of a college education in purcly economic terms. As
one university put it: “Some consider a plum job with financial freedom to
be the frue standard of success, while others see it as stellar grades and ad-
mission to a top graduate school, With [our] diploma, you may define your
own sugcess”—ithat is, narrowly as individual career advancement. One
small college not only proudly asserted its vocational orientation. bul
sought (e undercut its liberal ans competitors by stating thar it was "no
head-in-the-clouds place for idle contemplation, [This] is 4 hands-on
place.” Ancther stated its purpose as one fil for an investment Prospecius;
"The University works hand-in-hand with businesses, COMMUNLLY organi-
zations and neighborhoods in the greater {metropolitan] area to ensure that
we deliver top quality education that meets the needs of the market™
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The Public Purposes of Collepes and Universities

We found few references o any larger, public purpose for higher edu-
cation in the viewbooks. We identified only four viewbooks that refep-
enced the importance of preparing students to become engaged citi-
zens—all were selective or highly selective private imstitutions.
Although half of the viewbooks made reference Lo public-spirited activ-
ities such as service-learning andfor community service {among the
most frequently cited strategies for promoting civic engagement (Colby
et al, 2003; Hollander & Hartley, 2003; Kezar, 2005)) only one view-
book in seven gave these activities more than a Heeting mention. Among
the 15 institutions who were designated Colleges with a Conscience or
received the Carnegie engagement classification, three quarters men-
tioned community-based nctivities but only a third dedicated at least 3
paragraph to describing them.

The message that emanates from viewbooks is an extremely priva-
tized conception of American higher educstion, Attempting o use Laba-
ree's (1997) framework, we found it remarkably difficult 1o identify any
references to democratic purposcs, Thoeugh service to society and a de-
sire 1o prepare citizens are ideals that feature prominently in institutional
statements intended for other audiences {e.g. board members, faculty)
{Marphew & Hartley, 2006) these ideas are apparently considered jpral-
evant to prospective students, Labaree’s notion of social efficiency—that
education benefits society by preparin g people to enter it as well-trained
and productive members—is implicit in some of the messages found in
the viewhooks, There certainly is a great deal of talk about preparing fior
“careers.” for example. But we found not a single mention of a larger so-
cietal benefit of higher education in the set of viewhooks we exiamined,
The overarching emphasis is that education henefils the individual,

Che area eritically impostant to our democracy is that of diversity.
College and universities are places in our society where people of differ-
ent racial and sociceconomic backgrounds work and learn together.
Given the segregated nature of American soc iety, colleges and universi-
ties allow students to encounter others with different life experiences
ad perspectives and provide the opportunity (o leam from those inter-
actions. Almost all of institutions made reference to diversity in their
viewhooks, mast frequently through the presence of & diverse student
body in the pictures. (Tn Tact, 9 of 48 viewhooks depicted diversity in
thi% way wilh n6 accompanying text,) But the prevailing message in the
majority of them was simply that students of all races, creeds and in-
comes are welcome. Diversity is frequently “celebratad ™ but il| defined,
For example, 2 number of institutions referenced the diversity of their
student body and then went on to describe their geographic distriby.
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tion—"our students hail from 46 states and 23 countries” OF, in more
narrative form. “You could be lab panners with a biology major from
Australia. Share a lunch table with an exchange student from Germany.
Run sprints with & placekicker from Chicago. Be folder partners with a
soprano from New Jersey (a singer—not a character on HBO" The
issue of race is thereby sidestepped. Only five institutions* viewhooks
directly linked the presence of diversity with the scademic purpose of
the institution, Cine liberal arts college stated that it

i5 comumatted Lo fostering a fully inclusive campus community, enriched by
persons of different races. ethnicities, pationalities, sconomic backgrounds,
ages, abilites, sexwl orientations and spiriteal values. We strive 1o confront
and overcome actions and attitudes that discourage the widest possible range
of participation tn eur community, and we seek 1o deepen our undersianding
of diversity in our daily relationship and in our dealings as an institution.

Smmilarly, o public university eloquently noted, “True learning requires
open debate, civil discourse, and wolerance of many different individuals
and ideas. We are preparing students to live and work in a world that
speaks with many voices and from many cultures, Tolerance is not anly
essential to learning, it is an essential to be learned.” Unfortunately, fow
institutions seem willing o make the obvious point that their market-
Place of ideas is enniched by the diversity of the people at their institu-
tion and to link that educational outcome with the larger ongoing wark
of our country in terms of race relations and preparing for an ever more
global economy.

Viewbooks are expensive fo produce and intended 1o prompl action.
So difficult decisions, no doubt, must be made about what to include,
However, if First impressions mafier, the message being conveyed at the
beginning of the courtship between institution and student is essentially:
we exist to serve you {(singular), or as one institution pur i, “Ie's all
about you™ This seems o us highly problematic for several reasons,
First, it is grossly inaccurate. Studenis deserve a fine aducation, but it
would be absurd for an individual student to claim "it"s all about me.”
There are competing claims on faculty members' time, ineluding gener-
ating new knowledge, serving on committess, disciplinary work (not to
mention sceving other students!), In depicting & caring environment, in-
stitutions cught 1o beware of giving the impression that students shoold
expect hand-holding. Few institutions have the resources to provide it
and all should question its efficacy. Further, even a highly supportive ed-
ueational enviconment must make demands on students. Learning re-
quires commitment and hard work, a concept wholly absent in these
viewbooks. Alongside rights (and many potential benefits) there are also
responsibilities,
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Second. students have many co-carricular opportunities and such in-
volvement should bring pleasure to the individual. But couldn’t the point
alse be made that stodents have an oppartunity to contribute 1o the
broader collegiate community by participating on leams or in theater
productions or assuming leadership positions? It is surprising how rarely
such o connection was drawn, Comparatively few institutions described
the benefits of community-based activities such as service learning or
community service, despite its demonstrated educational (0o to men-
tion societal) benefits (Astin & Sax, 1998; Astin, Sax, & Avalos, 20000:
Eyler & Giles, 1999), Voluntary activities have long served a5 an essen-
tial building block of our democracy (de Toeguville, [1835, 1840] 1969,
In 20436, fully 83% of incoming first-year students hagd performed volun-
teer work and 49% had participated in a demonstration during the pre-
ceding year, This is no narcissistie, politically apathetic group of stu-
dents and it would seem reasonable (even savvy from a marketing
standpoint) to allow these swudents to see themselves reflected in the
pages of college viewbooks.

Cemelusion

Sidestepping discussions about purpose transmits the message that
college admissions is largely a matter of selecting the most afirpctive
package of programs, activities and amenities—it commodifies college
choice. Colleges and universities are on record (through their mission
statements) of standing for something more important. Our mission
statements speak of the importance of formative development, service to
society and state, and of colleges' role in building SUTONEET Communities
and a more vibrint democracy, Certainly viewbooks have a different
purpose than mission statements. But it seems reasonable to us that they
nod reflect their antithesis.

College and university viewhooks anc selling to prospective students
in the same way that print ads, billboards, and television screens do:
This product will make vou happy. meet your every need. help you suc-
teed—even make vour rich, Tt is the rare viewbook that goes beyond the
sales pitch 10 try 10 connect with semething more cersbral, spiritual, or
educational. American colleges and universities can do better. Such cal-
low marketing is increasingly falling on deaf ears. A recent series of
focus groups with high school studemts conducted by the Education
Conservancy found that student viewed a preat deal of the college re-
cruiting materials they received to be “disingenuous” and “generic”
(Jaschik, 2007). We suspect that few faculty members (and maybe even
few senior administrators) have taken a close look at the initial MEsEages
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that are being conveyed through viewbooks 10 studenis as they begin to
ask themselves what college is for, why they should attend, and what
they should expect it 10 be like, We suspect i they did, their conclusion
would conform te the observation of the late Louis Krosenberger, pro-
fessor and drama critic for Time Magazine, “The trouble with us in
Arnerica isn'i that the poetry of life has tumed to prose, but it has turned
o advertising copy.”

Ernguates

IThe ierm “college viewbaok™ will be used to describe viewbonks produced by hoth
foursyear colleges aod amversifes.

Thupsttwww carnegieloandation orgiclassificalions sub.aspTkey=TH4

Thbtpsffweww princetonnevicw comicollegeresearch/conscience!

mall 1s, of course, 8 relative teom: Libesal arts colleges prominently sode the precise
stbdenedfoce ity rmo, Lange universioles tend 1o wie data such as the pencentage of ckaises
thut huve feswer than 30 siudenis b tbem, Tor exampla,

i 15 worth moting that most of those willimg 10 dake such o stand wers relipioos eal-
lezes and uniwersities,

Raferances

Astin, A, (1998). The chanping American college stwdent: Thery-year trends,
156 — FEA6. The Hewiew of Higher Educalion, 2I01). 115=135

Aeting A, & Sax, L 1. (1998]. Hew umlergradusies ane affecied by service parlicipation,
Jonmal of Callepe Stedent Pevelopment, 343), 251-363,

Mabin, AL Sax, L0, & Avalog, J. (2000 .L:lrl.g term effecis -q.Fu'c-'.I'rirdrea'F.'i'm dirir:g L=
dergraduate yeers. Los Anpeles, CA: Higher Educetion Besearch Institute, THCLA
Bereleon, B. { 1952), If‘r.lnﬂ!rrml-u];rﬂ: v conaiiradcfiond reremrch. MNew York, NY: Free

Fress.

Bk, D {20035, Univessites w il parkerplace: The cammensializanion of bighsr sdi-
corion. Princeton. NIt Prineeton University Press.

Belag, 5. (20021 The rise of the "practical ars" In 5. Bring (Bd. ). The funiee af the oy o
dppellecr (pp. 23 1-259). Stanford, CA: Stanford University Press,

Cardozier, V. R (Bd.). {1993), Jmporranr leseeas from aovalive colleges and walversd-
ftes. San Franciseo, CA: Iessey-Bass,

Carruthers. 1. B & Low, G B (19880, Migvion review; Fousdation for siradegic pla-
ring. Boabder, Colorade: Matkonal Center for Higher Bdecation Manapemenr Sys-
[FTTE

Colby, & Ehelich, T.. Beanmont, B, & Stepheas, |, (2003 ), Eduearing cizens: Propar-
ing Amerion’s widergeadivades for (ves of maral qod elvle responsindiey, Sun Fran-
cisco, CA: Jossey-Bass,

Collins, F. O, & Porras, L L 199946), Building your company's vision, HSarvernd Brsiness
Review (Seplomber—Ociober), G3-7T.

Davies, G K. (19863 The impenance of being general: Philosophy, pelities and instio-
tiomal missiom statements. In 1. C. Siman (Bd.), Migher edivcunion, Hendibeod of theory
aad regearch. New York: Agatloo Pross.



6K}y The Journal of Higher Education

de Tocguvitle, A, ([IB35, 1840] 1969). Democrpey in Americs, Garden City, M.Y.:
Dioubbeday.

Didaggio, P 1, & Powell, W W0 (1008, The mew Testinaionalion in RRARITI e
enaiyals Chicagn, IL: University of Chicago Press,

Durmn, B (ITAE) [5 it worh 617 Viewbooks s communicriion between culleges and
prospeciive stodents. The Joumal of College Admission, 159, 32-20,

Eyter, 1., & Crikes, [% B, Ie. (1999 Wihers s phe fearning in service-fearming ! San Fran-
ciscg, CA; Tossey-Bass,

Frank, T. (3. The expanding university universes: Like it or pot, private colleges ane
eyeing your mrf. Daiversite Affairs, Ootober, 18 -20,

Cirleres, WL W (20015, An aralysiz of the appeele of collepe and e rsiry viewhomhs o
the wndertying dispasitions of frequent dvinkers ard mon drinters. Lnpublished Mas-
11"y Thesis. Blucksburg, Yisginia: Virginia Polvtechaie Institate and State University,

Grsbk. M., & Lazerson, M. (2057, The sducariod garpel. Combridge, MA: Harvinj
University Press.

Hartley. M., & Hallander, E. (2003). The elesive ideal: Civic leaming and higher cibuga-
tion, la 3. Fubrman & M. Lazersan (Bdw.). Istiwtions of democracy: The public
seheeds, Oxfoed: Osford University Press,

Hollander, E., & Harlley, M, (20031 Service-learning and clvie renewal: Partaership
armang higher education. national organizations, and government. In B. Jacoby (Ed.).
Buiiding partuerships for servioe-learning. Sun Francison, CA; Jussy- Hass,

Holsti, 03 B, {1969, Content aaolysis for the tocial teiences and framurmilies, Reading,
M Addisan-Weskey,

Hossler, D.. Schmit, I, & Viesper, N, (199%), Golng o college; How socil, ECEUARTIE,
e educational factary influence the decistons dadents make, Ballimore, MD; Johas
Hapkins Limavenisty Press

Hite, B. E & Yedrwood. {2001). A content analysis of college and universiny viewhooks
(hrochures), College and Dnlversin, 78033, 17-21,

Jaschik, 5. (2005, July 29). Shopping for colleges online, fside Higher B4 Availahle
online simsidehighered.coms,

Tnschik, 5. (20T, September 1), Lessons in cynicism and sales. frvide Higher Ed,
Availshle snline <insidehighered comns,

Keller. G, (1983}, Academic stvareny: The managenens revalupion in Ameriogs frigher
edfacarion. Baltimore: Jobns Hopking Usiversity Press,

Kexar, A, I, Chambers, T.. & Burkhardy, 1. (Eds.}. (2005), Higher sdwcation for the pub-
iy powd! Emerying voices fom ¢ nafonal movemend, San Francisoo, CA: Jossey-
Bass,

Klassen, M. (2001}, Lots of fun, nol mick wark, and o hassbes: marksling images of
higher education, Jowrml af Markeling for Higher Educriion T2y, 11-26,

Enpperdortl, K. (H04). Content anclysic: An Intmduction ta it methodilogy (Second
el ] Thopsand ks, A Sage Publaations.

Lang, [ W. & Lopers-Sweetman, A. B, (1991}, The role of stalements of institutional
purpase. Research im Migher Edvention, 12,

Larubee, 13 E (1997} Puhlic poeds. privige pgoods: The American siraggle over elucy-
nosal geals. Amescan Ediicational Research fowrnal, 34113, 39-81



Content Analysiz of Callege Viewbooks 641

Lenmpg, O T & Micek, 5. 5 (0976} Defining ond communicating institntionnl mis-
sianfradefacope and priosites: The neods of different types of postescondary Instia-
ticus. Paper presented af the anneal msetng of the American Edacotion Research As-
sirciation, San Franciscm

Lipmun Hearne. (2000 ), Colleges push paper as siodems head online, Available anline
=hnp:ffwow fipmanhearme comfresources’resrearch 20N WEES pdfs,

Litten, L. H. & Bradigan, D, L, (1982); On being beand in o noisy warid: Mutching mes-
sapes and media in college marketing, College arnd Dniversity, Spring, 242-264,

Lambard, M., Soycder-Duch, ., & Bricken, C. C, {20025, Content 2nalysis in mass com-
munication resenrch: An assessment and reporting of intereoder rEFiahi.h'r“_'.-. Heanpan
Coemmipnicaitars Resdarch, 28, 58760

Hc:,'er. I W & Bowan, B, “Instilutional argamzatims: Farmal strscmare 45 m¥Lh and
ceremany,” Ameridain Journad of Sociology, 1 [EUTTY, 3b-A3.

Morphew, €, & Hartley, M. (20061, Mission statements: A themaotic analysis of rhetorc
aeross mstitational 1vpe. The fourmal of Higher Educarion, 7730, 4536-471

Mewsom, WAL & Hoves, CR. (19915, Are mission sigements worthwhile? Mlosning
Sior Higher Edwcerion, [9Winter 1HR-911%, -

Porter, b, E. {1968). On competirion. Combridge, MA: Harvard Busineis Bevies,

Schaqrez, 1, T3, (1993, Movember 8L The school as brand: Marketing MNorthwestemn.
Brardiweck 2830

Sehwerin, U, (1980). Instittzonall misslon in an e of reeronchment. Paper presenied at
the annaul meeting of thi: Asociston of Anercan Colleges, Phoeniy, AZ

Sewvier, B. & Bickler, E. (2008). Is image atill everything, Available online at
hup:tfstamats. comSwhitepaperapd (MW hitePaper| 4. pd f

Toma, 1. O, Dubrow, G, & Hortley, M. (2005}, The wses of institutional culiere:
Srengthening identification and boilding brand equity in higher education. ASHE
Higher Edwcarion Repors, 3130,

Townsend, B, K., Newell, L. 1, & Wi=se, M., [}, (1992} Creating distinciiveness:
Lessans from wumcaommon collepes and ueiversicies, Washington, DO The George
Washington University

Weber. B, P (1990 Rasie condent ganlyses {Secand ed ). Nebury Park, CA Sage.



IR O Nichols Acade ~ N
NICHOLS ACADEMY § Academy, for Both Sexes, I}miluy, Mass,
The Spclug Term of this hcagemy will Thi. bRy et i
eainmeiee i Wedweaday, fbe 208 0s- ] liny, [II L W uisay. A
pant, The Classical and Englhsi Deparrrrats ke 3 i o
will continue under thie sugwrintendensr o] Mr i A
I L. Sarorl, whiose experieace aed sopesiar Miw Frgela i :
fpaallBcatlons se 3 {'rachen; enitle hiem o a TR TR P .
tawge shure of the public sosfldence.  Mice Reed, langnge practival
lrom Boston, laie Precepreess ol Gimtan Assd. WA, Sialiieen) o) ik
eoiy, wikl rake charge ot the departeems of P winrkmelen T sral ee bapd by
male Edueation.  Farmabes thas afus wirend the (LTI T TR [ T
inatractioms of the Preceptor. o part of thels b, By paragatlingr, feloinng t
withoul extr espense, A partion of time cach =tee hilesey. contydere
dlag between pravers and hreakiaeg, wifl by da- Pl elscpuatory, a (RRLTLE
viled to cnaminathens. gnd Lectures o5 My ..., — : 1 | ehi i
#v, and oiler h:li.'l.llﬂ fonnecied wiTE ek v=us BT ol EFemg oy i I i i
dies af the Term, Particwiar core will 5= tgken UvarnmiE collepes,  Fall esiin T T e Lt { i S e il
af Lads, st al! howrs of the dar, do regard Y S T - e e W UL, ey
R At i Seiear - Widees. ALFRED (G, L s, Principal, Dudley, Mass.
EF~ Tulthon in the Claselcal S1adics, Talas
Ingand Drswing, $2.33. PRbasphy, Chembe-
v, Mathematlhes. 2. 5343 18495
P Doard mar be obained in resperiable H IGH L
famndlies from $1.77 to 55 oo n week, ircluding
wrilaliEng
FD EXE
By order of the Board of Trusisss R BDTH S S
WAL HANCOCK, Sacy EUIFLE':E‘ = - = MASS
. ; Bl |
Dodiry, Mareh 1. Eosin Evoning Trormeripd Aug 15, 900 Orowse this nevnpape -y ﬂtﬂ“'ﬂ'}‘ﬂfﬂ“'ﬂ,“ﬁ"" FINL naar Web-
X L SCHOULYS atrd aesd Noo TR and most Dicssaolly
Llofn, Warceoter Spp. pisk, i w & L FIy ln %en Eugtand, »Ip U Lk
d b, / b ﬂi.'fﬁﬁ.'éh',“ suE@Er Toarl, i BT Bl:a08T
lropiae
1828 E HlﬂH[ILE AWEHT‘ IIUBLE'I’, IIH.ES. ,"H"’ '-'“ﬂ"-;r:l".llltﬂ:t nt:_;'ur ﬁnr“m]lrn. u:uh af
k .
§ 1 This tattwsion, simased ms Tudley 11005, b3 the hees B eut B Sheured shm o Py e b g o
u:'ppﬂ_ ane mos |ﬁﬂ. ty borwted acadrmy in ew Biwed op with Frlarepes To ihe Tork Ie tha ailielie
i dianel, Mers pu H.[l:im': e wie of & commplel Ly neprd, * Ltresonlan 5y alom of pipsiral coltore 13
4 | Turni atronsmle lh-nnnir e EElenalve Rk thormmugh!ly Laeghl L.-u-; proviglon i3 maas far
b :IIHI‘}- mﬂi‘ lh-unfi hﬁm:nh_p‘lmh;lm |.“=. E-' : ﬁ:urmm Sntsement, IBCluding 3 stbiotic
| Bt e | | i St
. L:;‘;H::-, v aneriis in the miderent denar T Uaiming atl Nirbols Acadewy. The ﬁ-l.'.l-l.'rl'md'f
| mEn A hew loesn, eleganliy Turnlsied and supnied “EE, elrERa Iy Turmished anu suppiled with a1l mod.
o | whtlall the 1sndem coavenbenees, has rreenily hian 9D CUDrOienrel, SiBIIRE fver lacility fog the ae
| rrertel fas the o wf slmulenih,  Prcents Cummedation of stwdests frem other towns  The
2 Whe iclili bo paifanire & !tmu Instipidlon Are oa. BrpATLEweE] ol Lelegraphy has rerPRUT bren ariy
Y | apeuied fo sl and rxanslae fe farfities whieh this Arged, aod uuw fueludes Inur lueal ofiars, hesldey
up | Eréveemy prasesses, The neal e baing TUESDAY The Westerm | nhen Olie, Thers 15 30 erisgsive fines
T r;;:. Caials roatakibng Fleraal -.-'“J B34 & coinpibels LEsreforfaical obacry 8iur., The fragall
i | enETavineeef 3kl ik bmiiding, beth 0 zroags and on ASTUIENt f3 onbecind e ortrically with Eho ssfro-
uE | BeliaIRin Daes, ar YRED O CutEin Bhmiel clack and earofepiaph, by means of which
= A ED 0, CULLIXS, Priecipa), Hiné can be tAken &8 BCPURAIRLY 23 a1 Wasbhington
(4133 WISt au & Tww new jaborsiories, chrkbeal and phrsiesl, bive
ST T | pAam e BT e s
1837 ﬁl;m:-lrbnwulpm—m!;_“ ad in .lurm.lh:ht them wit
FrTIBCAte Sdmi
SOTufRonres 1=m:l I;.-‘E:rlm ﬂ“jkﬁrﬁ:l hoi
1859 ALFILED G, COLLINS, Prinripal
soan  : o
0 _. LI Daaler. Mnas
.—..‘----.l'__i-th-__-




HLd 05 DS oL

[Saunseai] jendal £7

@l ClE ]I 15T
alitholz Avanemy,

A First-Class English and Classical Bearding School.

———— W —

F is beautifully situated in tle town of udley, IMass,

BOARD CF INSTRUOTICN.
MARCHLLLS COGOAN, &, B, CANL ERERS,
Frizcipal. Prafimacs of 3wk,
Co 0 SANPSRON, AL I, MiSE L, 1. HEALY

Analatant 1'rinejal, Jﬂi-‘lﬂlllﬁfihfﬂ Musk:,

MBS, M. OOGGAN, M. . F, LINDHEEY,
Teasher of Eoslink, Teaslar of Fromambip,

MIES 1. E. REOOKS, MES M. H, THOMMSON,
Teechior of Fresch, Miras.

—— i —

Ta shmss Josymbima 1e #ooan a - ® L S . v T 5
4w s e FEE el oA B et WAEAE o vimasd alens o nbiomes il Bt
hhhhﬂhﬁ-mmru

Ths lﬂ-nlfln.-l-nlu b seperkally sybcted de S5 lenioaghly Tesng s o H-r-d-,r.r.. Dot shisim, w

wiy calliega bn g .

Iy« Th alvantages that -;:rmmmumﬂhhuﬁrm-ri-

huul--uh;rq.um-hh—u-q prorucal bile.  Lrery sclive mis udwu -:‘L.T

m-mhﬁmu-uunmnm—hu Tt fm borms: :.m&!

hum*;--nﬂumq;:ll;;hﬂwmlhmku- Taettuthoan, sned hms Gr wi btflevn w husrn
e

Tam danful, b oprrecy weliar Fiksdiea. of e priscliple hé s
Hﬁ?ﬂn&inhh-ﬁhmh: Wrld mar, [ v alun‘hul:.uﬂruhhﬂ-ll
T  wiih m--i-nru Hﬂ-mm—-n:“m-rhu-u-hr
i and e, [ i e

o . iprial siv bm le Br warn il womein e B crier dusleg
s [ e b e ot Gleprsuph & H::ﬂlnl.- s sizgis g
Fﬁ‘c—‘:;ﬂ-u . mr wpld ug -luhfﬂqnumb*:mhﬂ hm-. s T

by o ametvaeul srper LT ST R U3 Eleby BiES g Khares [+
uuqf‘mhh-:m--nhuhm':znuhma;:ﬁ:’uhhum = fl e N

“_g:ruu: m“mﬂm.r-—Md—m#wHMHhm

Thut of bsamd ln LR A P ;
n-.“:hlr;'hrhh -I:'ll.l'n o FIMIHMHIHH“MH-HMM

The Flureon b Fusel Purndibis forn dilites b dewavwing amd mrdy papdls,

::.‘I::ﬂ'.q-ul Voirs Cultwre wil sar iy Lofesss ﬂu%mmhmn

:u.---l--mMmmmm--qummumh.w

Haad Ber Catalograar,
Sy

M. COGGAN,

o ———

£ e e —

.

=



CATALOGUE.

NIOEMOLS LAdiDmany,
DUDLEY, MASS.

1836,

i e A



CATALOGUE

DEFICERS AND 97 INENTS

aF

FICEOLE ACADEMT,

DUDLEY, MAES.

Far tha year canbling Wovember 240h,
1 B35,

WORCESTER

FRLINTESD @y Medke w, EROTE,

1525,




EoLnl ¢F TETITRES.

Kxv. ADIEL WILLIAMS, President,
WILLIAM WINSOR, Esa. Tremrmer.
Con, WILLTAM HANCOCK, Seorrfory.

Rex. PATL: DEAN,
Cow. JEREMIAH KINGSRURY,
Carr. WILLIAM LARNED,
LINUS CHILD, Esg.
EBENEZER D. AMMIDOWN, Esq
GEORGE B SLATER, Eay.
Do, SAMUEL . PAINE,
FETER €. BACON, Esqy.
CoL. MORRIZ LARNED,
Mz. CHESTER {LEMANE

 Thoa wiwrameies. )



TRETRTSTORE.

e

Rev, BENJ. I. DIEFENBURF1 A B

Principal.
Mus MARIA B INGRAHAM,
Aswistant,

L i
e

STUTDEINEN,

AFentafes.

Nemcw. Mesidange,
Viletta Aldrich, - . . Thompzon, Y,
Busan M. Ammidown, . Southbridge,
Adelia Ammidown, . - Sowthbridge.
Catharine L. Amold, - = Thompaon, Y,
dune Fay Bemis, 4 - . - Dhuetley.

Mary F. Bailey, - . . Southbridge,
Angeline Barion, - . - Dudley,
Sophronia Bates, - S Dheddley.
Elizabeih Baxter, - - - Dudley.
Andalusia M. Cheney, - Seoulhbridge,
dulin A. Comstock, - - = Southbridge,
Cynthia F. Child, £ - Shuarbridge.
Hylvia Corbin, - - - Dudley,
Sally M. Cudwerth, - . {2 ford.
Elibeth Cutting, - - - Sothbridee.
Susan Dwight, - . . Budiey.
Catharine Dhwighe, - - = Dudley,
Fidelin Davia, - . - Dhyiey.
Catharing Dean, - - = Woodstock, €1,
Lowsisa Elwell, - . . Drudley.
E&“_]-' Fi-l]'i"l:. = o = L'i'mﬂ.hbr‘idge

Luey Ann Hurris,* - - Oxford.
Clarinda Healy, - . . Dhatelley.
Margaret Henderson, - - Hebster,

i-i
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Nngnea. Hrabdciie,
Emiy B. Healy, - - - Dudly. 5 sl
Sophin W, Holmes, - -  Sturbridge : e S Risidzace,
Masin B, Ingrabam, - - Dudley. Alfred Albee,® - - . Dudiey,
Louisa A. Ingrbam, - " Dudiey. : Lacius H. Anneidown, . Southbridge.
Clarissn Jacobs, - - - Seituate. Zephaniah Baker,t - - Dudley,
Mary P, Jordun, - - - Thompson, CF. B Jacob Blaker, " " o Pudley.
Elizs McKinstry, - - - Southbridge. George H. Brown,® - - Clocester, R. I,
Hannals M. Larped, - - Dudley. GE‘_GI'EE F. Brown, - A Dudley.
Eather Marcy, b= - Southbridge. Wlllhum 8, Brown, - = - Dudley.
Jennette D, Morris, - - Stwrbndge. * Loring Bayden, - . . Stoirbridge.
Mary Ann Negus, - - - Febater. : Henry E. Bughee, - - - Hoodslock, 1.
Emily Ormsbee, - - - Thompeon, CF. . dames . Cady, - - - Glocestsr, B T
Marilla Ormsbee, - - - Thompaon, CF. i Joseph Chandler, - - . Hoodstock, (1.
Abigail . Ormsbee, - - Dudley. Toel Cheney, .. - - - Sewthbridge.
Humiet Patridge, - - - Brimfield. Jobn Clark, - - < - Foodstock, (1.
Experience Perry, = = Thuedley. Richard G. Cunlif, - - Burrellville BT,
Clarissa Phipps, = - - Thompeon, Ct. Geoge Davis, - - = - Dudley,
Sabrina W. Plummer, - - Febstor. | John E. Davis, - - - Chariton.
Mary K. Pope, - == Dhudley Jesorne B, Dacling, - - < Chariton,
Snmh Prate, « = = Duidley. ' Duniel Dwight, jr., - = Dudley.
Fanny Robinson, - - - Dhudley. Joscph 2. Ellint - - - Waterbury, CL
Dally M. Sayles, - = Dudley. Jobn @. Fox, - =« - Foodstock, (Y.
Harah Smith, £ = = Swlfom. Lo Rufus A. Freeman, - 4 . Wabater.
Emily D, Vinton, - -  Sowthbridge. Jercminh Harbison, - - Wibster,
Aurclin Wakefield, - - - Oxford, Imac Harbison® - . . Wibater.
Hannah W, Wilian, - . Kiltingly, €1 Bamue! C, Hartwell, - ) Southbridge.
Julia F. Waoodward, - - Sturbridge. Stephen G, Hiler, - . - Boston
Mozas W, Healy,®*+ . = ﬂ!-ilﬂajl
Frederick Hovey, - - . Woedstock, (7.
Frederick Hubbard, - - Dhudley.




Namnrs,

Raoyal P. Mclntire,
Halem Melotire, =
Jﬂ_’q&:‘ph Prosom, -
Asher Joslin, - F.
Allen H. Knight,®t
Samuael Ehighh 5
Bammul TF. Knight,
Jeshua P. E_ni,ghh =
Willipm H. Knight,
Jobin O, McEinstry, *
falem T. Lamb,*
William D). Lamb, -
John A. Larned, * t
William Larned,
John Mamcy, ® -
Bamuel L. Marsh, -
William T. Morse,
Luwecios Tr. Negos, -
W hiteenn Phillips,
Anzon W. Penniman,
Brudford Palrsm,
Albart Paine, # =
Chester W, Paime,
Austin T. Phillips,
Bamuel Potter, jr.,
Tames J. Robinson, -

James J, Bawyer,
Thomas C. Bteare,

Jq‘.h“ W- E‘“iﬂ': b

L]

|

L]

L

Charllon,
Charlton.
Hebsfer.
Weheter.

]'"ﬂ].!, NT.
Poughkespsie N. ¥
Dhidiey.
Poughkeeprie, N.¥
Soulhbridge.
Charlton.
Chearllon.

Seuthbridge.
Charlion,
WMiﬂﬂctl Ct,
Frebster,
Hoodstock, CF,
Fraton.
Sulton.
Thompeon, Cf.
Woodstock, (1.
Charlfon.
'ﬂ-‘ﬁ'm: R‘ 'I'
Sutton.
FPemfret, CF.
Foodstock, CF.
Charifon,

Ila

= —— — —

Memta, ——— Wb
Andrew J, Spury _maﬂ_L- :
T ' - - i)
Erjdgﬂ.m A. Taft, - . U.rh:dm
Oliver H. P. Thayer. - . .E-Fmﬁaym
George A, Vintomn, - - Kot :
Abial D. Williama, - .~ pororidge.
Joseph Winsor # - - - G!&E- i
er, ;
Females, .
Males, " = G :;:
Total, ] - = 114

Trplaration of Higms,
Stulying Latin T Studying Groal
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PPrice of Borarb.

i i i ay akways be ob-
Board, inéhiding washing, may 0
IU:;":“ l.ln::rg'h:ad-zrur bmibdings, of in private families,
:Tlpr'memumdinz #1,50 per week,

Tuitiom.
- = E3ED

In the English Deptrument, - ; ey

id 'CIHI-'IEID‘I..I.‘ i A -

aerme,

porma, of eleven wesks

The year is dirided inte foar cHgias

; i

Winter wwerm will commence b

;'limz:;ﬂ December. The Spring HHT.;: H,:

pacond Wednesday of March. The ﬂummﬂm -
ond Wefnesday of Juma; and the Fsll te

first Wednesday of September.

i1
Tert Booko,

r Geagraphy,
Willand's Ancient G :
S b
mudic, B4 Prrus) ot
Adune's Naw Aritiscis. 0
Goodrich'a Hisery of the United Sision
Wibatar's ez Werceter's Dicissnary.
[ Comstack’s Nutaral Phi ;
Syrostele Clomisiy e
neal I]'nh:iﬂlﬂ.’: umm S

of Matural s
Borelet's Geography of the Hmﬂul.-'n
| oy s Astronomy,
| Blelr's Rherie,
Partar's Awalygia,
Anral Balomee | Wetts an (b Wizt
mad 1 's Mlgad ] l‘i}‘lﬂu hy, ar
Welles Ladiroi. | A remmbin an tha Iql-alfncl:nl Powers,
Hedga's Lagic,
th]:-]r'l Moral Philazaphsy,
Day's & -
Lugendes's Gesammry, {Hrenwstor's Tramsarizs, |
Bray's Mansaration nnd Trigonomatry,
{1'-“:'1 Hl.'!FEnM and Basveying, o
Flint"s Besvoying, &,
[ Absewortli's Iiezionary,
‘J Adlwm’s Latin Grammr, [Gould's Editian.}
Eaiim.

MaLlsrmatiea.

Juesb's Latin Ruoader,
Lavernits Lagin ‘Tusar,
Anthon®s Eallyat,
E[.:im-ri's E.-:lllm Cherdione,
ouper's Vil
Fualsom'y Livy,
Homues,
Adve’s Remen Anthguities,
LII:UF'-!WIl Clasieal nil:!iﬁhur:.
Fisk's Greek tirammir,
Goedrich's fimek Exsreies,
Grreak I :
B rosl Taoob's Grosle Repder,
Grove's ek Lictiousry, ar

Dhaonegan’s Lasiean,
Portes's Greele Anfiquicisy,



ATLES
To be observed by the students in thiz Institition,

—

Rute Ist.  Due respect must abways be shown to all
the officers of the Institution.

2d. Al fighiing, quarrolling, and approbrisus lan-
guags nmang scholars nra slrietly forbidden,  And it is
uzpected that they will observe propricty of deportinent
in all their interconrss with anch other,

Ad.  The wse of profne lanpgusge, card playing, and
other like gomes of chence, gre strictly prohibited.

dth. It s expected that the students will not bo sh-
sent from their respective Hudying rooms after nine
o'ecloek in the evening ; nor from the Academy rlaring
school howors, unless exeased,

Gth. Al the students are raquired seasomably to b
tend public worship during the day on the Sabbath, un-
leas excused by their pareats, guardinns, or the Precep.
tor ; and on other parts of the day to obacyve the yules
of propriety and decorum,

fth, Every stident is required to absorve such hours
fur stndy as the Preceptor shall from time o time deaig-
mate.  And it is boped that those wha faror the students
with boxrd and rooms, will at o ume esinismance o
violation of any of ihe sbove rules, and that if Ay e
repantadly violsted, infsrmntion will be given in the
Primeipal,

The above rules, snd those alsn, whisk wo do et pil=
lish, shall be sabject to wseh alterations ns may from
time to time be found neCesEary,
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LS ACAp

; DUDLEY, MASS. ‘M}:
ENCLISH AND CLASSICAL SCHOOL FOR BOTH SEXES.

. MONROE NICHOLS, A. M., PRINCIPAL,
) HENRY E. DAY, ASSISTANT. - |
: Miss Henrietta M. Moore, Teacher of Music and the
R Ornamental Branches. T

s

i

The Onlendnr for e Y ogr will bo as fullows: e

T ot Torm WUl commence Augaet 20, ead continus fourtoen wesks; closing November Saa° -

: ThcWiater Term will mmmmﬁ!—mm and continue thirtsen weeks; closing March Sth, 1Rgm
= Torm will comumenoe March 25th, 1661, and continue thittasn waoka; olosing Junes Tlst 18a1

' THE GOURSE OF STUOY |

nt this Tuntitietion i #illliziontly émuprehenaive by preab Ehe wants of wll lsses of Aewbomiz Studepts, Pt by rlti-untiun,_‘%r
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b || ™ Suer, manil it raked iy Expeviments, sry given weekly, willwul wxlen iharge, : |
3 Nrcmone Acapeur in the Dnrgent wehonl of Uwr bimd iy VWansester Lt by, sl o elBrts will b lwrk i o L part al Trus-
s bow o Urincipal, to rondder ity lolh in Gilitios For taleitelion wind in Chenrglineas of digeipline, warthy o the liberal apl 1
: i iI'IL'rI.'rIHiHE' lml::rlllmEvn ] "".j",'"“- _,./“I !
i: ' BEXPENSE |
! : T I E n I
' i
I Cammon Enplish Bronelies, por Torm, . ;i F L0 | et sl Lamlgzims ot veck, fealiishiss i wihingj— |
! Jii,'-:h""li' ae e T ai 5 2 . la. kM1 L"llil.'.'L B . = L, i R $ :‘r- AT I
| bk '.]F'ag"-""'l"; L"'-“H'",".‘—'"H. ) Elows. e : ¥6 | Five duyn oo, fr Lrenthenmen, 81,75 - Ludiv, 1. !
|' Enstrirebic Do Biigid,mith use of Dstrouent, {Lrentys Wsbainiz, (jaivien b il anall, | ey 58 |
il .: - J __J'IJE.FI 1'Jg-mn.u..l‘,r:-u"ﬂ|-_-., £ = . - T [ividenes] ox priass, per lerin, X 1 : . 4y '
: Lawnnarg i FE|'|1|11h mlnf ﬂt'rltmu, Enh, a v = LY | [lisan Rik, TR _ : : ? Gl |
Bonerd il Linlicings per weok, (exelusive of Waahing, ) Fued i Ligghts ag est, Do fiarmiisdnd Lyenmeeljengd [
| Uentlemen, - . = . = ¥ ol | Uhurges far thay Urvmamenlal Deinclos st ghe saal mlbes, - | ]
BILLS PAYABLE AT THE MIDDLE OF EACH TERM. :
: it
i Bimnl, al e abore rutes, con be obtsinmd at e Avmiliany Mhenending 1Eac, ar iy pevwihis Bomilion,  The sl weel; rag. |
ials o five full deys, sl Stadents whe neide Lt e Giewe pmibese afEstanit wllen Temve reguliely o Frishny aight mil robuen Y- Ve
oy mwrming. Lo sicl cides o deboction i made, 19 above shalinl, : fu

Vounge Laidien aml Qenlonen Wlaranuld, eemivlinge b tho [emodinge |louse witls Lht Principal, any oomsisdered 1 AR
einbirely an his chargu, wnl will evundingly reeeive fro Wi, ol dasie mberesta, na Mo e awn Mietenla, Gwithful - If'{‘
winal atlinlan, & eneiful b pvinsge of iy hawies, nnl o pritsslsl altem lynes ol revilabing:, il [ verd sl sl elmrh, is | i
rirsirirsl ul every meniler of te Sl ool m Sbglesit will e erlininisl, wl inifiesen 3 fimamnl D Tns poesidiimia, [
e A =

Applivalions far Bimnl, ar for Lntalig ey gl Cievnbar, v Ins mmside G e Prinitgal,
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CATALOGUE
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Nichols HMeademy,

IRCCAPURATED 1218,

DUDLEY, MASS.,

PONTLINING G1em &

ER[EF STATEMENT COMWCERNING THE BUILDIH G, GROUHDE CoUHses
OF BTUDY, OEMERAL FLAH OF ELUCATION, EXFENBES, FTT.

CENTRAL FALLE, Tt 1.
E I FREFMAN 4 B0K, FIERTRER TU THE STATE
IHEN.
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Pawincket, 1
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. . Weahater, Mnss,
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Woreester, Dlang.
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Drudley, hEn=s
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Famwis, Laltn M. .. [ o e Doy,
i W . i |.'- L | By the Eindness of n fricud of the Arademy. prizes amowsting
' g Y T IS . i
By sesum NELLIE H Wast Diud | to Bty dollors have been Eivin -:il.|-_-i:|_:_r ilie gueak gear, a8 follows
[ J [ | A=Y, - ] :
JJI!I."\.I-|;|. =_|.r|l“._ I _— [ ETTT! [P i | ] ;
e ; oo Ay, | BEST ORIGINAL ES5AYS.
BEMERUE, Ll . . Al |
Cerrrirs, Hanmn e A ."'\-Ill'l-::inl-n- FALL TEILN,
I:I' L LR e Walister, | Ciixeves Banses .. .. e Lst Frise.
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BICROLa AiADEMT.

United States Weatler Burean, the Teleireapls Uilio: el the
Tower Dot tlw telescops.

The =% and sos-half nch speriue pefbecting teleseope, vrua-
torlally moanted, was i ported especially for tis inztibintion.

James Coats, Bag. . of Tailey, Sootland, ins recently presented
the Academy o celestinl and peproatrinl toleseopn of Donr wol one-
islf inch apertare, made by Alvik Clark & Sy of Combiridge.
Those instraments with ihele novessnrics makd the Lhseevalocy
{hr it equipped of any i Now Eoglawl ontside of the pollemim,
aus afford the Follest apporinnity for pradtiel k.

The Oheorvakery is o Uoiled States Slanal Blation froem w ikl
montlly repocts s Benk Lo the Wenilor Burean st Washinglon,
pod B eonmectid By telegraph witl Cambridge UHsopvabocy.

Fleven handeed volumes, eomprisig the Iniest and hest adi-
tions 10 seivnos, history mod geserad livepnturs, bave veceitly
been addod to the Library, while Lo Heading Boor is fiberaliy
supplied with leading deily, weekly snd monthly panbliestinns,
andl B2 one of Ehe plensnit (eatored af ike school, Pl Beading
Boom is open daily from Corpben b o, From four to fve; and
from sevon to nime 1 M. Books wee ] Froem e Lilwary o
Wadneadnys aud Fridays.

e Home ™ i & new brick: odiflee it the paat yeur by the
mmilicenee of Heselinh Uonant, Fag., of Pawtnoket, B. I, and
polbaing rimang for Gl FPrincipal, Assistants and forly studenis,
amel lg ittt and Tornished throngbout in the best manper.  The
roois ure gl Pomisbed with large pegs. The furnlture is wew,
il Biesks sre all ksl with L=t gunlity hxip wnnitrosses, msl tha
haildilig 4 heated in the most approved manner by glanm, rali-
ators being. ploced il avery poc The utimst eare bas heen
hestpwed wpon L pliumbdng and sty FTAGEEINELLS, and for
pomfort and -conreticn it s no sipurior a8 & homa for pupils
and nny others that desive ko live thersin, Ehis aitmatod om e
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i SNICHDLE STAFERT.

snmmit of Dhscley hill, and hos o consequent alevation of abond

T foet abowe e mean zen lovel, and o8 &

Tilerpe ]I.'|d_ ([EF]
enperior for pure wic and freedom feom moleris.  There s 5o
et healthy ploce in the United States than this Pupils from
othar towns placed bere I:-_:-' Higir parents will have the heed o
Ehnt cam b had anil thoir nesrmsks ard hahitas will e rarofulls

;:||.|r|||.-::.. as also their bealth.  BHaot and cobd hatlss can ba lned

of will the

w e disgired A competent stewwed by, in connse
.
Frncipal, eharge of this department

Adwmasston,

The seademical yenr beging with the Pall Torm, sod new
classes in il |.'ItIL'IiII;!|'." nal mathieioabics wre Usen formeid,
Stpdents are almiited, however, st any . |“|_'|'.||ii.'-|||;|:.| Far
sulmission, wod pow

red B0 enter al once fols e ety mourees,
e bere do soel preparstory work a8 may be nesded.  To enter
'i!I|I"':|i;_"""|'l'-|_'|' HYEET RN wurk of the n '_{I;|a-|| conraes, the student
musk possces 5 :_"ln-ll |1III'='I-'|'=I.'||;'_I: ol Avithmietbe, 'Ijl_rlHr;:“:Q' anvl

Al e
Eaglish {fenme

ar; for advanced standiog, ke most be acqoalnted
with the srlijuota previonsly [-lu'ﬂ.gu':,l ||_-l the cluss he wishies ti
Jom.

COURSES OF INSTRUCTION.

The whole |-|.:III. of apdy covers Toor vears, and iooludes o
Clazsical, an Eoglish and Scieptifle, and 8 Cemmereinl conrss,
I lirat [repETes, In the most thormerh manger. Tor s imrasion
1 iy Avnwrvenn Collers 1 the secoid iooludes il exteniled fanrse
in Matheamstios, the Notoral Sciemess, E

ish Langnage aal
Literatare 3 and the Lot aives & Falthful |_|:'|:1|_',|_'||_|i.||| forr bissiiess
I:JI.I-|1II|i'|;_ Beoamk -|u'|']:-i:lg I_n- Eouhle eiley, Lsapenercial Pennin .

NEIOLE ATADENY 1

ship, Arithmetic, Commeroin]l Taw. sl Telegeaplyl, egool
thint olfered ab thie best Wisiness codlapes, with e foledsd henedita
of wllésome diavipling, aml eonstant awd careful snpervision
The Tilegraph stafion in the Obhservatory bailding, with o skiil-
ful operator, affords onusual fecilities for fearning Telegenphy
Stpdents who gradoate in elthes conrse will receive a Lhiploos
!
with Eoll semlembe lwmorm.  Opportunitiss are also olfered Do
|_.I.|,_|,|.|5.||:.|,.-_ ihe beat instreetion in the Modem Langunges o in
Pias Muzio from mezident toachers,
Ty comruon Engxlish hranches ae thamighiy tanzht

PARTIAL COURGE.

Tlepsn wlsese chropmabntees, rAther than their desires, cdum pel

Lo nhilmeylate their covpse, are allowed the |ll'i'|'I|1'" L '|:||.:_l|
'\-'||n;'|, -\.|l_|||i|:-\. FE] -'}\...e-l|||i.|:|1i-\.'|ll slinws  ilseny ||'I:I\.Eli|i1'-:| b |'|||=-'-|'\-'-
Stedents completing the work of the tlabiel yanr fn the Euoglish
woiiese aee ready Tor the eptrance examinintioa of s besd techni-

vl sehools,




1
Ko

aurse of Study,

ENCGLISH COURSE FREFPARATORY.
EE TEAE.

Ihis conrae of sty s alfernl 4o those who are Bob Gtted bo

ke the higher convees, and ta thios degiving o thorongh dyill i
the Copumion Fanglish Grnelies

Farr T —Arithivedio, (3ooage phy, O ramiaas

WinTer Tens. — Arithinetic, Plyaieal Gioograply, Aualysia
Al Farsing

SR Tenw, —Arithmetie, Plivsienl Cleoograply, Analyals

ENGLISH COURSE
FITEST TIA R

Farn Tras —Algebrn, 11, 5. History, Fliysinlogy

Winrer TrErMs .'|.|;'-'||I'.'|. E.E Hisby, |"|_'.'-C'i|-|-|u'|.
Brwnd Teow.—Algelirs, Foglish History, Botiny
Hheteric vne hanr per week thoomchont e wanar,

AECUED YEANL.

Fae TeeM, —Alaehnn, By, Buski-Kewping or Fresed,
Wirren Teem.—0 stimet ryy Phyeics, Nook-Keeping or Frenely

ey, Cleemviatey. Frepch,

BEuwe e | e
Civil Lovernmenl oue hoor per wook tronghout the vear,
THIRD YEAT:

Fall Teem.—Freocl or (G erman, Lavomatry, Political Feon.
Q.

HICFOLEE ACATEMY. 12

Wsiren TEem. — Freach rr Germun, Trelgommmetey, Clommarsinl
Law,

Semisi TEnw —French or German, Sury eving, Aweient His-
tory. :

FOURTH TEAR.

¥als Teew.—Geology, Mental Philosophy, Topogmphy, Fnr-
li=h Litsminne,

WinTen Tres —Astronomy, Mental Philosopby, Knglish Lit-
sentiv,

BeLiG Tenm, —Astronomy, Revicws,

CLASSICAL COURSE.
FIRST TEAR,

Fary Teew. —Latin Grammar aid Reador, Aloobrs, Roman

History

WinTeR Tries —Latin Grammar aisd Bending, Alzobra, Roman
Hi:.l,nl'_-,'.

Srnnes e, —Cressr, Alpebea, Grocinn History,

SESONEE YEAH.

Fann, Tees —Caane, Giroak 8 T, .H,I;_:\-_-I.l_'"_

Wenrent Tens, —Viegll, Greek Gruommar, Cecinetry,

BeErec Deew.—Yiredl, _-l._||:|l---__-:_-:_-e,'.-.."..-r_|_|I

TELRD YEAIL

Fara, “Piagw.—Viegil, Avabisis, Frencl,

Wierer Tenm . Ii--.-l'-:-I Anaisees, Freneh.

Spado TerM —Cieero, Himl, Fremsl

I the Classteal Comrse there will be one exereies ench woek in
Latin aod Cireek poose composition with tennslation st sishit.  Io
the English Coorse one boar & weelk will be devoted b French
and Gorman conversation,




HHCHELE ACADEMNY,

Boak-heaping, extrs

[astrwetion on Pisno, oxten, .

Use of Pino (twe hours per doy | peer B2rm
Librwey and Readiing Boom, poe terim
Elocution. . o.. .

Telagenphy,

General Regulations,

1. Simdents who omintain a good moral charoeter and falih-
Folly ohaerve the regulreaments of the school arve desized | others
mre ol allowed o renzadn

2. The school baildines are under the divert -'|'.:|I;_"'."' of the

i E:|.-i|-.| cand the stadents must vefram foom mnnbeg, seafing
3

of fmproprictics of ooy king o Be vArRGS roome, Lrom
markine ar defooing the sehool proparty
1 Beside= the rl'!.--.lklr -|.:||E_'-' seasiong, the hoos from 7 o 9 in
the BRI e ;;:!n::_'l_l'l LOF l--'ll:.. -I'uili.-i I-'.':” not e HIIRETLL
from thelr cooms aftor st .I||_'.' liours axeopt |‘|'|. |l|'.'!||i:-'\--.llll Froim
nnd will extimgmish their Lglits oot Inter than
Wl . o
I, Studentz mast oot feave town or viedt othier villoges fn
Lo |l\.'||_|||.| L e 'I||EI-|_- O TIGEd thii -Il'i-_l "||:|.|.
i Al stoidents will sttond choeel on Sonday unless axvensed
I'.‘ tha Primi |!-:|I.
. Tho nza of tobinees te skl forbicdden.
Thesa nmd other ruls mnd regolathons of the Trostes or
Primaipnl are o be atrietly ohasrvad,

A cordial [ovltation to vislt the sohool on any doy exoppt S

day is extended to all patronz and friemds
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o6 THE ACADEMY BELL. J

_ NICHOLS ACADEMY.

s DR =T

AN ENDOWED SCHOOL,

DUDLEY, - - MASSACHUSETTS.

and parlord, and e wnder the immediate cure al the assistan peackers ard magron witl cereful gversight by the Principal. A tele-

phone in the buikling gives immediale consection with the sutzide world, The rooms ome Foepisked throoghour with large Fuge,

g boide, and snitable Furmbisre: amid mre caved far by the matron. . All bed clothing, towils and napkins are supplied and cuved o

withaul eictrn cost, Based i furmished which b eqgeal $0 thas ds the best howes.  Teachers and students eat b the mmne ahled
The courses bt fur 2l colleges or technical schools and glen dlective privileges nnder ihe Principale superediban. A peparate lihrary bullding
comtalning gouo valumes in history, wicere, Hiernture, itsndard reference works, eic., and havin g connected with it on observatory cusiaining
2 i} inch \elescape, affords a valuable Seld for Leond prepamtion, The recilation building Is fitbed with @npa, reference boaks usil sclense
labsaratnnies.

The Connat Memorfal Churcl, an artistic brick structore coataining @ rich memarial window, a splendid pips avgan, and firted with
modern cosveniences foe Sunday School und Cheitinn Endeavar nes, siande oisly w dow rods Fram the achool bulldings, and ks con nected with
ahen by & copcrets walk,  Here the stodeals attend Sneday sorvices, which nre compulsory.

[ aenind Jo5 fest above sl level ina beaut el country tewn snd within eusy diskasce ot Bosian nnd Mew Vork, The schisl appesls ton

Tul'_-i Imusituithen offers &nexscepliicnalls desirnbie homg life.  The Schonl Hames i &g ||F-,'\-E¢'| with sitae heot, batb-roems, diniog room,

viry desbrable clugs of studenis,

Terms Eur the year of forty weeks are §i8g,  Selsoiarshipe ioretarm far one liour of work gach doy zrmebnd deseving stndents
The e of tobaooh anid pther obiect ipmabl; halrita i whibited.

E. C. JOHNSON, Principal .

E. H. HORTON,
and B8 Megua Strooct,
COR, OF LAKE.

Ladies
SAVE MONEY

Hy Raying Woar

Goli, Cycle WHEN IN NEED OF

Furniture, Stoves,

and Storm
Suitings =ed Ranges,
Skirtings awd everything  Soamd in a8 frst-class

Furnbture Store, be sure to call
ok the ahove Store.

Frireed From 12 Mn'

IKTERVALE MILLS,

Uinalineg, - o | L v et pea whhis Alsa g Tull line of Fine Sefecied

FAMILY (ROCERIES.
SEA0 FOR BAMPLER :
Og. b of W pe.air BANK BOOK ! FAEMERS' PROCGUCE TAKER 1N EXCHARGE.
£ e B I wd o Clprk Frask mnd cpen s asspiant ik poe CAEN OB IHSEALLMENTS.

ro b b des garen® o muFer orel rere Deidliesn Wi o Toeg
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TeimE Davre Pasdi
WiIRCERTER

B e e
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TRUSTEES

Hon. Bvrma B, Donoe, Presdent, Worsestar, Moss,

Enry 5. Srevexs, Vies-Pressdent, Chiinebaug, Ot

Rev. Faepericx D). THavER, Seerelary and Treasersr,

Dicdbey, Mass.
Mr. Josiaa Peany, Dudley, Maze
Bew, Caarnes L, GQoooewn, DI, New York, M. Y.
Hon. Joow B, Tearae, Worseater, Moes,
Mr. Muxeor W. Ine, Dudley, Maoss
Mr. Bawyern M. Cowanr, Pawiucked, B 1.
Mr. Georae Livpuey, Dudley, Masa.
Mr. OQronee M. Teoawtorn, Pawtocket, H
Mr. Geopor B, Winraase, Dudley, Mass,
Me. Enwesr W. Hozmwaow, Webster, Mass.
Dr, Enwann B, Moier, Leominster, Masa,
De. . Frep Hanr, Webator, Mo

Prof, Brvorps W, Coomes, A, M., Womoester, Mass,



FACULTY

BAMUEL W. HALLETT, A. B. (Amherst), A. M.,
(Harvanl)

Mirigmarios, FREHCH, La75H

JOHN B, PUGBLEY, A. B, Sub-Maater,

Bomwen aFp Homony,

MARCIA B. S8MITH, A. B,

Owicick, Hekdas, Esonis.

BARAH L. BENSON, A B,

Escoppan, Hsronr, Lawis




CALENDAR

Tussday, Beptember 10, Bchool opens for vear THFT-1908.
Wednesday, November 27, to December 3.
Thanksriving Feoess,

Prid.rl.}', Desember 20, Christmas Vaoortion of 18 q-.u._'r“:‘:.

Tuesdny, Jangury 7, Winter Term beging.
Friday, April 3, Winter Term ends.

Hewess of Ten Days.

Tuesday, April 14, Spring Term begine.
Bunday, June 14, Sermon to Gradoating Class,

Friday, June 10, Gradeation Exerdses,

CORREEPUNDENCE,
For Application Blank or additional information adidress
BAMUEL W. HALLETT, A, M., Hend Master,
Imeey, Mass.

NMICHOLS ACADEMY

DUDLEY, MARSs.

THE NINETY-THIHD YEAR OF TuR NICHOLS ACADEMY

with, oPEn 0N Tuespay, Berresezn 10, 1907
ORIECT.

The ohject of the school i= to prepare students to
enter Harvard and other eolleges, the !nri:!Ill‘.& of
Technology, Boeton, the Worcester Polytechnic Inetr
tute, and other eviemiific sehools, under {le oot
favorable sonditions for isstruction, study, and the
formution of charaeter. A preat desl of ndividual
work s done with the boys, who reside st Hoger Conant
Hall where the Hend Mastor and other teachers live

LOCATION AND EQUIFMENT.

The sehool is situnted in Worcester County, reventeen
mibes south of Worgester, on Dudiey Hill, 705 feet
above esa level, and two and one-half miles from the
stntiona at Webster of the New York, New Haven &
Hartford, and the Beeton & Albany railromds.

Dudley Hill commands one of the finest views of
farming countey to be found in New England, and is
an ideal spot for & boys" school,  ‘There is ampla oppor-
tunity for out-of-door sports all the vear round

7




Roger Conant Hall containg the dining-room, parlars,
students’ moms, bathrooms, and telephone offise, s
neated by steam, and rooms are well fumished with
fsrpe rues, good beds, eto

The Academy Building containg Academy Hall, the
Assermbly Hoom, recitation rooms, zeisnee laboratories
aod Hend Master's offies

Cinant Library mad Obsorvatory, a separate building,
tontang & valuable sehool Hbeary of 500 velumes,
purrent pariodisals, the Conant Astronomien] Clock,
aml in the tower of the Olwervatory & six and one
hahl el reflecting telegonpe

The Transit House containg the transit instroment,
which s elestrically connected with the Astronomieal
Clock, and & celestisl and terrestrisl telescopa of four
and oave=hnlf inthes aperture.

All bhaildings except the Transit Housa are of hrick
tonstruetion, losated within s few steps of each other,
and ame connected by oonorete walks

It is planned to have all the boildings lighted by
eloctricity before the opening of the fall term.

ATHLETICS.

The Gymnasium iz connected with the Acedamy
Building; and i equipped with parallel bara, dumb
bells, elwst weights, punshing bag, ete. All forms of
athletio sport are enecuraged within proper limits and
the Acaderny k3 mepresented by tenms in foot ball,
basket ball and base ball

SUBIECTS OF ETUDY.
The following list eontains the subjests of study in

the sehonl entranee requirements for all eolloges, and
i proper geleetion from those marked with an asterisk

B

cas |

will meet the entrance requirements for any eolleze or
palendific school. A few of these subjects may be
omitéed or others added as ssems expedient in the
mdgment of the Head Master.

STULLES PREREQUISITES,

English A. Grammar, Compositian | Hlemwenta of English
Hosding of Clamics, Doalamation | Grammer.

*English B, Rhetorkn, Thnwes I_

Rrhu:m.g of Clamies, Declvmation Englinh A.

liak 2, 1{|IE'J;||'i|;._ Theimas }
2’:1- ¥ of Enghsh Classies, Eaplish B,
Declamation , Bioe 5
Elomsents of United Siates

: . -
Hidlory A, Genopal History.

elamapts of L pakod Btakes

i
i

wHi ; 1

History B, Englisk [ Histery.

*Hintory ©, United Btates and Civil

Gerernminnt History & or B.
*Hiatory [I, Ancisnl History A
*Higtory K. Study af anene pering Himtory B, C and I
Mathematics A, Algebira to R : i
Qrasdratic ﬂ'l TR EROTE E Wasantinks od Arithmetie

Mathematlez B, Plage (Geomedry Mnthemation A.

Maibhematics O Advnneed -'llil.l.q,lra.

nnd Beview Mathematica A Mathematios 4.

=hlalbematics T, Plans |:|I'IH'.III:I'_',IE

Heviawnd ! Matbematies B,
=Mathemolivs E, Sclid Geometry Mathemptioe B
*Mathomatics F, Trignnometsy Mathesatios & and 0,
Maihematice G, Comanencial 3

a'LI'iUImt'ti.'."'. Mkkrﬂﬂlhﬂ + Elemmenis of ﬂ:l'il:-'hlnul:l{.

Fhywies A, Elemontary

Physice B, Hasvard or Tech | : =
Fr T s v { Molbeenalios & =nd B,



STUMEE. FREREGUIRITER.

Chemintry B, Horvard or Tech

- E Mathematics A.

"F"|:_l|'u||,:a|| ‘I'ﬁ":;lj:r.l.p]l],' Easseniinks of ';.:l'l:'ﬁl'r!r}h:f

Latin A, Tl anc Fowler, oF any
apubvalmi

Latin EL. Cansenr :|.|'|||: T.ﬂll.ll
com s ton

*Latin C, Cioero and Latin
COTE o LT

ELatin I, Yirgid and Latin
o g E Latin & and B

E Latin A,

E Latin A and B

"Latin B, Advanond and Heviows Latin ey B and O

Greak A, White's Fimst Greenk Hu;.n:nl.'%
ar i, eguyalont

#hreek B, Gmmmar, Commposition .
and Xenophon 1' PR
"reek €, Advanesd Oreck A and B,

French &, Grammar, 'i.'rm:n'cqurmn.}
el ation, and Converstbon

"Frangh B I::""E"’"-‘H. Lt'l.\:l'll.',.l.hﬂitil:l-l'l -
Reading and Conversation "y French A

French O, Advansod Fromehi A ared B,

German A, Grammar, Compesitica,
Translation and Conversation |

*Cerman B, Grammar, -Fnrnp.:-:itdnn_

Hending and Conversation E G A,

*German C, Advanced Germnn A amd B

Dirnwing. Freshnnd nnd Mechonienl ] An extm chorge iz made

Muric.  Voosl apd Instrumental | for thesn subjecta

10

REQUIREMENTS FOR GRADUATION.

From the subjects of study found on pames T oand 8

two eourses of study may be selectad,

I. A four-vesr eourse which neeets the requirements
for admission to any eollege or ecientifie school

1., A general course of Tour years planmed to give
i hroad, seeondary education to thess pupils who are
oot intending to enter college, Thig course will alzo
fit for entranes to normal schools or business,

The rchool diploma will ba given to students who
hawe been in the school a yesr of mooe and have satis-
factorily completed subjects of study equivalent in the
judgment of the Head Master, to at lenst four perieds
daily for four veards.

Candidates for » diploms may be requimed to deliver
an original oration or essay on Commencement Day.

REPORTS

Written examinations are given every two monthe,
and reporte of scholarship and conduet wre sent to
pareats or guardian

The Head Master i glad to corrgspond in regard to
the students at any time

RELIGIOUS PRIVILEGES.

The Conant Memorial Chureh, one minute’s walk
from the Home, offers the stbmaction of & modern bailt
chureh with pipe organ, stained glass windows and
artistic interior to the students. The pastor is o member
er-officia of the Board of Trustees, and consequently s
brought into intimate relstionship with the school. A
Hourighing Bible School in eonneetion with this @hureh
imwites the sttendance of ench student

= g TR




Devotional exercises sre condustad each sthool morn-
ing bealore the enting sehool,

The sthool aims to gultivate o natural and healthy
religious life in thoes committed to ita cave.

ADMEIBSTON.

No protiss ape is preseribed for admission as the
gehool offers alamentary eourses. Every candidate for
admssion  must  furnish  testimonials of honorahble
dizsmissal from the sehool which he has last attended,
together with & statement of standing and attamment
Hae must also refer to two persons from whom onbissed
testaimony respecting his character may be obtamed
=fndents with college entranse econditions may enter
the sehool for a ywear or a part of the year and will
rapeive individual attention,

STUDENTS' NEEDS.

Bring nothing bt personal clothing and any referenoe
books possessed, Al bedding, towels and napkins are
furmiahwed free by the schoal,

HOW TO REACH DUDLEY,

Comne to Webster by the New Londen Division of
the New York, New Haven & Hartford Bailroad or
by the Hoston & Alhany,  Stage leaves Webeter for
Drudley at 820 A, M., and 600 P. M, Tpon regquest s
carrigge will be pemt tn mest other teains,  Thees
iz a long distanes telophone in the Roper Conant Hall,

EXFENSER,

[.l'[lua annual gharge for tuition, boand, ent and care
of furnished room ineluding heat and Light, B from

12
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4000 to $500 scoording to loestiom of mom. Half of
this sum I8 payshle af the beglnming of the school
year andd the other kalf on the first Tuesday In
Febmaary, !

There & a limited number of scholarships, a part of
which may be granted to worthy stadents frespective
of etanding in the cluss, and sny desinog wsistanne
in this way should apply ns early a5 possible.

o elaim for rebate from the semi-anounl payments
oen be sflowed for withdrewesl, dsnissal or absence
[rom school, Any unnecessary Injury or domage {o
eeleal propecky will b= charged fo the pupil’s parents
or pusrdien, and o deposit of 21000 5 required {or this
purpose on the enbrenoe of the pupll. This will be
refnded oo dpmoee i done.

REGULATIONS.

These inclode attendanee each Sunday morming at
Conant Merporial Church unless excused by the written
request of parents or guardian, ssti=factory application
to one’s stodies and the pood manners required in dny
well regulated bome. The wse of tobsceo and intuxi-
cants i prohibited,

SPEOIAL ADYANTAGES

Hesalthful and quiet. location, attractive home life in
famity of reswdent head master, excellent board, one
teacher 1o every ten pupils, large refervench library and
individusl oversight. BSpecial facilities for students who
have falled in entrance examinations for coblege or
enginecring school, to make pood their deficiencies.

e
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gether. The consortium consists of WPL Womne-
cxler Sie, Holy Crods, Asemplion, Central
Pt England, Anna Mars, asd now Michols.
The Consortiwin aleo has several other events
planned in the fisuee tha Michols will be mvited
i panicipaie in. This coalition hes been the
resull ul’a great deal of effort pat forth by the
Soudent Services Office ar Nicholks

The Drtails
* A pags o the pork for | lam w6pm

* An all-yous-can-esl buffed from 1w Ipm

Soxda Hamburgers
ColBee Hat Dogs
Liarden Sakwl Pustatos Chips

Michols has won tbe godd award from the
Third Annsal Admdssions Advertising Award
oompetitson for le view-book concept, In doing
s0 the college™s Marketing Depanment has
shuwn an adept capability 10 seck ol what is
receded 1o enlighten high school seniors sbouw
the: college.

Last yoar it was lime for @ new catabog and
new pdmission campaign, With this in mind,
Admissions was getting heavily involved in
bringing Michols the newest of college market-
ing toals, the view-book.

The view-book comcept was not unique o
Michols, eeveral other colleges have had them
for years, but considering what Nichois used at
the time it was an exparsion of horizons for the
admission staff. For impressions among the
seeor classes at high schools, Nichols had usad
pamphlets describing the college, The bdea for
the view-book was 1o consolidae the messapes
the pamphicts had for one attractive, concise

“oock™ dnat the high school students could relaie
b Ui ik the ide s 1o make the viows

Oialy $12.75 per peraon

Thiz is an excellent deal for us— average
tckees at Riverside-ane §17 a dary, Abso, this & an
cacelienl opportunity o ger invelved in some
plck-up games and show those ather “schools"
Jjuese wiat Mickhols is made of

Tickets ane on sale March 30 to April 15 in
Alamni Hallin the aflemonn,

Uit your friends iopether and get m onthe fun |

Fhlent Govemmend

Ao 1%, 158
Nichols Gets The Gold For Viewbook

RS 58y 1078 BECALSE CoHIEpeE AIFCEaY [V [0
provide equal  ppporuniies Tor people and
because they don't expect the ULS. Depi. of
Eiscation. which i sappeeed o enfioree the law,
will pursies it agpressively.

Nevertheless the faw is "' positive stiep in
ensuring in law wias already exists in practice,”
said Shebdon Seelnbach, Ewyer for the Ameri-
wan Cosmcil on Education, s Washington, [hC.,
coalition of college presidents from around the
COUMIEY.

O March 22, Conpress avermode Presidend
Reagan's veun o enact the Civil Rights Bestomn-
tion Aot of 1958,

The legisintioncuis off federal funds to cam-
pusses that discaminase on the basis of gencder,
race, age or physical disabilicy.

President Reagan had vetoed the bill 2 wecks
cardier, saying it gave the federal povernment

by David L Kirchithum

book as individual and characleristic as the
college ks, As entries from apencics came in it
wis evident s they were very much Likes the
ones from other colleges, resembling anaual
reports. Ome thing the Admissionsdidnot want
was some Blick magarine that mimicked a coe-
porate: annoal. To our Juck was an enry that
tugped ag what the 21801 s degined,

Dean Nobbe, freestyle advenising entrepre-
meur, was  encouraged by his friend David
Wiekle, son of Jean Wiekle of the Admisgions
sAall, to summit an enery along with the ofker
agencies, As it 5o happensd his entry was what
Admissions had been searching for, His concept
involved having the view-book 1o be lange and
umpretentions. Inside there woukd be s ceries of
studio photos that wers used o convey Michal s
mrmosphene with explanations of what the. pic-
by meant. Wik the approvad of Admissions
work om the view-book started e Spring of
1947,

Ti book baskcally thies phases to pet the view-
book owtby Awbamn, The first phase wasbo get

the photogruphs shot, Over four days photogra-
pher John Curtis ook ffteen shots in & mekeshif
studiar at the gym. Some of the sel up was vary
invalved, The pictsre for the snack bar actually
had the snack har uproated from Alumai Hadl
and progped wp at the gym. The piciures, though
seermingly mogotone, had been hand colosed for
warm effect, The next pliase was the writing of
the scripe. David Wickle with Dean Nobie had
prepared the eaplanations to the plonanes. They
wenl through many drafts for the Admissions
saadfl had definite ideas on how it showld read,
Afterwand the view-book was sent o the prinier,
the final phase. The resuliof such coordination
of tasks was & innovative codlege marketing ol
which would take the gold award in the Third
Annual Admissions Advertizsing Award for a
small college,

Az well as taking the awand ihe view-book
creaied the: desired  owcome i (he high schools.
The book allows students see if they fit inin
Nichols, Since stodents wiho come io Nichols ame
first in the family 1 2010 coflege it was important

Ll gecs my Laiinii LT L b
That sci prompeed schools, fesrful of insing
lederal funding, o funnel more resources ists
women s dports, recruil moe female faculn,
members and instities affirmaiive sctos pliss,

Officials at Pennsyivanin's Grove Cliy ool-
lege and Miichigan's Hillsdale collepr, however,
s, wsserving e Tide [X gave the govermmem
license v inerude in their alfairs.

in D984, the U5, Supreme Couart agroed, amd
sssd only specilic pograms that mochved fedesal
modiey—ard mof the enbire mstitution—shaouid
be subpect to penakues,

Citing the decision, the U_S. Depr, of Bduca-
thor, which hiad the power o levestigate and sug
colleges for discriminalory practices, dropped
probesof scores of coses of alleped discriming-
tom ai oolleges soch as Souih Dakots Siae,

{eontinued an next page)

this the view-boolk wasn | iniimadaiing yet was
casually informative. The way the view-book is
se up with a find & explanstion to the Egan: in
the picture i3 2 fan way to fimd owt bow a collepe
is hike and accomplishes the previously men-
tioned tasks with humor, Admissions is wery
satisfied with the very good responss 1o the
Whew -k,

Since the cutalog is mainly wsed for pure
inforemation it did nof need such dmstic changes.
For the years 1987 1o 1990, it hasbeen slighsly
revised with a reduction in size and we of
“newspaper” bype togive it a modem look,

In conchusion, the Admizsions staff along
with Dean Noble worked vigorous and intelli-
E=ntly 1o bring out an inmovative concept fora
wolbepe marketing tool. With good high schoal
mesponss and the gold award the Admiasions
staff recedve knsdos for a job well dooe.

Thanks to Cherbene Nemeth for providing
imuch of the information in tis aticle,




PUBLICATIONS

Ohjectives:

1. To create a unified image for all materials which
reprasent Wichols College.

2. 'To radesign the Alumni newsletter and magazina.

Initiation Date:

1. 1979/1980

Procedurea:

1. Meeting of all departments presently responsible
for printed brochures, magazines, etc.

2, Establishment of a publications policy to govern
all printed matter.

3. Redesigning of certain publications to enhance their
recaption by the Nichols constituancy.

4. Submission of the cld publication with the new CASE
for inclusion in their annual judging of college and
university publications.

Goal: An award winning publication for NMighols.
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Business Manacsr (formerly the Bursar)

The Business Manager ie the chief Cinancial officer of the College.
He is responsible for a1l of the business ard financial affairg of
the College excapt for the day-to-day manipulation of the endowment
fund which is managed by The Common Fund. He has responsibility for
the physigal plant; personnsl matters, particularly as they affaet
hourly and Aenfaculty administrators: the management and placemens
of ghort-term cash: governmental liaison; relaticnships with the
Cellege's law firm and auditors; and he shares responsibility for
security and financial aid with other interested partiesg,

The College cparates = 9-hole golf courge as a convenience and

gE2rvice to the Webster-Dudley area. The manager of the golf course
18 also the golf prefessional there and he reports to the Business
Manpager. The Businegs Manager is alsgo responsible for the contract
food service, the contract cleaning service at the College, ard the

bﬂﬂk store.

Dean of Student Affairs
_"-".'-'.—_-l__.___

-

The Dean of Student Affairs as a full-time professional student
personnel officer is a relatively new positicn at Nichols College.

It has only been within the last few years that a full-time staff

member has performed these tasks+”mﬂg£ Primary responsibilities are

the traditional enes--student programming, housing, placement, _ij.. "
psychological counseling, health services, and discipline. fe is /&7
the primary link between the student body and the college adiiinig- i
tration for nonacademic matters,

The Director of Davalugmant

The Director of Development is responsible for development, alumni
affairs, public relaticns, and publications. Until 1979 there Wwasg
no development office here at the College and all alumni activitiasg
ware handled by cne part-time secretary. Teday, we have five fulle
time staff membars in that office. The expansion of the staff in
this office has resulted in significantly increased levels of giving,
increased alumni participation in the activities of the Collage,

and a superior collectisn of publications that present the Collega's

image to the general publie. ,

Women's Athletics

The College has only 4ust recently had encugh women students to
justify the appeintment of a full=time directer of women's athletiecs,
Now with a third of the student population wemen, the College has
made a commitment to a full-time Director of Women's Athlertics, and
that appointment has been wisa. Women are involved in thres varsity
athletic programs; field hockey, basketball, and goftball. 1In
1981-82, and again in 1982-83, the women's basketball team won tha
MATAW Clazss C State Champienship. The quality of our women's teams
has improved and Participation has subseguently increased,

FJ o -t , A PI{! .
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€. Public Relations and Publications Goals

The major goals of the Public Relations and
Publications Office are to communicate to the College's
various constituencies, as well as to the publiec at large.
Through the use of various media and the professicnal
production of publications, the College's mission
will be understood by those who are possibly able to
assist the College in achieving its broader goals.

Structure and Staffing

The Office of College Advancement consists of the following

departments: Develcopment 0ffice, Alumni Office, and
Public Relations and Publications. The organizational chart is
as follows:

Board of Trustees
I
FPresident
1
Director of College Advancement
]

Alumni Assoc. 1
Board of Directors I

1 l i

| ! !
Assoc, Dir. for Collega Adv, Office Dir. ef Public
College Adv. & Secretary Relations and
Alumni Affairs 1 Publications

] ' 1 i

d L i
Records Clerk Student Workers Secretary

1 i
Etudent Woerkers Student Workers

The Diractor of College Advancement is responsible for all
aspects of the office's operations.

The Associate Director for Development and Alumni Affairs has

primary responsibilities for annual giving and alumni programs

including liaison with the Alumni Asscciation Board of Directors.

The Associate Director represents the Directer in his absence,
and is responsible for all areas of the Office of College
Advancement for Development and Alumni Affairs.

The Director of Public Relations and Publications is
responsible for all areas of public relat;unﬁ, media relations,
publications, and supports the College's Office of Sports
Information. The Director is responsible for all College

advertising, press releases, and news conferences. The Director

works closely with those offices of the College who handle
their own advertising such as Continuing Education and the MBA

Drograms.
S;Ufhf - “' n
ewniag ¢
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. ENROLLMENT STRATEGY W&

The enrallmant strategy ovtlined in the previcus long-range plan waz
wvery detall-oriented and made referencs to both methods and epecific
trpes of activitiss that had been used in the past and thet ware
rlanned for the future, In general. those attemplre to spphasize
organized activites [both on end off-campus) have proved to be very
ayogessful for the admissicnes department. Hotel recertions, opern
housas, and eummer arientstians have communicsated the Nichols
message to hundreds of prospective students over the yvears. The
i'mvolvement of faculty and staff in these programs has been
irvaluable and has contributed enpormously to the overall sucoese of
recruiting efforts Actiwvities of this tyvpe will continue to be
developed and refinsd in the future. The focus of this sutline is
rather more general. We will tailor &ll efforts and specific
activities, rafining, adding or subtracting programs as needed to

aoccomplish ocur goals.

In order to fulfill the goals and pricrities previeusly ocutlined,
tha following &lements of Nichol's enrollment strategy will be of
vital importance:

1. The College will montinue to market its programs Bggressively
throughout the Hortheast to high school seniors and prospective
transfer students. Recruiting activities by admissicns
represeantatives will be structured using information provided .by
the Enroliment Planning Service (EPS) of the College Board.
Based on target marketing concepts, EP5 data enables us %o
enalyze our primary and secondary markets, foocue ocur recruiting
aZtiviities on those market=s that have traditicnally been most
profitable for us and locate prospective new markets. EPS glso
provides market share analyses, competition analyses,
demograpnic Iinformation by market.

The focus of the marketing strategy will be to externalize- to
}E’ communicate the oiferings, ¥acilitiee, services, and acvantages
of the LCdllega to tLhe public. Uver the pabst decade, HNichols

E:E!II'BEE has undergone EuEEEEﬂElE,I cHanges, moET 'I.-!‘EII:.E EE‘JE

resulted in a materis] increase in guality, The public image of
the College has not kept pace with those changes. It will be
nacessary to take steps to upgrade that image. 1t will alsc be
fIECEessary L0 re-cdicaile Lhe sacondary schocl commanity. We will
£ake advantage of every cpportuniiy to ralse the level of ihe
public perception of The Csllage.

Of prime importance in this effort are the College publicetions-
viewbook, catalogue, bBrochures; JeLiers, ANViLALIONE, Dreas .

reéleages, 1o snort, an 1 i nes
in contact with the public. ""All these, simply stated, we must

inEist will be of superior duality, We must adopt an attitude
that we cannot afford secend best.

P
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The image of the College as a famlliv-ariented instituticn, a

Em&ll college dediceted to nurturing Lhe LnCividu=l Eng

;;é IreSerVing an envirornment which provides each student with the
resourees ta Fulfill his her Persbnal potentinl will be
mainteined and showoased wWhenever pogeible. -

=

2. The College will pontipnue its copmlitment To providing financisl
aid programs targeted to middle gnd upper-middle zlass families.
As a companion te those programs end cpportunities, the College
will zontlnue to explore pggressively, develop and market tuitlon
financing plans for those families who do net guelify for need-
based financial aid.

The College recognizes that successful erirollment management
depends on the cooperation of every depariment and each member of
the faculty and staff, and pledges the resources of the College
to assist in recrultment and retention activities.

L)

4. In order to ensure the success of the marketing activities of the
admissione department and the finencisl aid programs, the College
must make appropriste budgetary commitments over the next five
vaars 1to support those astivities.

ENROLLMENT GOALS

The College adopis as its enrollment goal, a base of 275 to 200 new
students in each of the next five years. Assuming nc change in the
historical retention rates, that should cause enrollments for the

next five years as follows:

Base 88-89 89-580 80-91 81-92 92-83
278 new students TEO TE] Tal TE4 TE4

J00. " " B15 825 8T giz B3z
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STANDARD TEN: Public Disclosure

Deseription: Publications Nichols College has a rather extensive cg llection of publications
and films which meet various purposes of the College and go to different groups for differ-
entreasons. Not all publications include all of the ltems in Standard Ten nor should they.

The College has individyal catalogs for s undergraduate day school program, its continu-
ing education degree Programs, and its part-time MBA program. These catalogs describe in
great detail almost all of the features included in Standard Ten. For instance, they include in
all cazes a detailed mission statemers of the College; authoritative information relative to
admission and attendence; transfer credit: studens fees; charges and refund palicies: iterns
related to attending or withdra wing from the institution; comprehensive descriptions of the
institution; descriptions of academic Programs; courses currently offered; and a whole host
of other catalog-type information, In general terms, the obligations and responsibilities of
both students and the institution are coverad in all catalogs but that coverage varies widely,

trations. In some cases, such as brochures used to advertise the Conference Center, there is
No attempt to relate these to the academic programs of the College.

Appraisal Our catalogs are multiple year catalogs Qbviously, some of the material in the
catalogs becomes dated almest as soon as they are issued. In all cases, they are accurate as of
the time of publication.

The NEASC standards deal at some length in . . -expected educational cutcomes . .. .~ In
all catalog cases, these expected educational ubcomes are defined as the courses which must
be completed in crder to earn the degree. Recently, the College has undertaken a Program to
measure and assess the academic outcames in some of its undergraduate programs. Since
thiz is still in the pilot program phase, this has riot been implernented yet in the catalog.

[t should also be noted that lists of carrent faculty, particularly part-time faculty, get out of
date rather quickly. While there is a very limited tumover among full-time faculty (there
was no fumover at all in the 199394 academic year), any lisang of part-time Faoulty in the
continuing education and the MBA program would show a vast vadation, We're tal King
about roughly 80 to 100 professors, mast oé whom teach only cne or bwo courses in any
semester. There is no listing n the contin Wirg education catalog of faculty, A complete list

Standard fdfjilj; Cﬂl‘tﬂj{ E-E r.fr':-lruc:[JJ aeﬂf.;";‘!- r};" DE&{: f[?qif 1



%. Greater utilization of tha Strengthe of the outstanding [AV Advisory Council needs 1o be
cultivated, perhaps as an adjunct to College fundraising campaigns,

ADMISSIONS, ADVISING & RETENTION

Overview

\The Nichols College admissions Program has experienced periods of strength and weakness
in the last decade. In the early and mid-eighties the recruiting effort was improved using a
variety of means. From 1983-1990 incoming full-time students averaged 304 per year, Cal-
lege day division enrollment rose from 718 in Fall 1983 t0 a high point of 848 in Fall of 1989,
the largest enrollment in Nichals’ history.

By the Fall of 1991, however, new student enrollment began to decline and for the last three
academic years ('91-"52 through ‘93-'54) has averaged only 254. Enrollments in the full-Hme
day division fell from 833 in 1990-91 to 707 in 1993-54.

the College's image and effectiveness with prospective students and families leading to good
admissions results. By 1991-92, however, the regional recession, a severe drop in the number
of traditional college-age studeglx, and higher fuiion—swith only limited increases in finan-

Maost of the college community had been concerned about admissions shortfalls for some
tme. In the Fall of 1992, the President assumed resporsibility for admissions by transferring

Faculty Senate to review the whaole process and make recommendations to him, Their
"White Paper” provided a number of recommend ations, most of which wera implemented.
Because of a very substantial meltdown of deposited students in the Spring of 1993, Coopers
- and Lybrand were asked to send in a consultant In June of 1993, he gave the admissions
program a clean bill of health. In September, with numbers far below 4nyone's expectations,
the board authorized another review by Miller/Cook and Associates, Inc. In December they
adopted Miller/Cook's proposal to revelutionize the admissions and financial aid PrOgrams.

[n January 1994 Miller/Cook Assodiates, Inc. of Roanoke, Virginia, was hired to modermize
procedures. Recruiting practices changed sharply with new telemarketing technigues and a
merit-oased award process for finandal aid established. This system emphasizes an index of
high school grade point and combined SAT scores as the key criterion for award determina-
- ton. Initial results appear promising,

—— T ——
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following professiona) staff members: the director of ad missiors and Anansal aid, the fran-
cial aid officer, an administrative assistant, and five admissions representatives. In addition
to the professional staff, admissions has rwo full-time clerical staff suppart members and a
whole host of student workers including the Ambassadors, who give tours of the cAampus
and perform other responsibilities for the office. Moreover, the office draws heavy support
Horn the computer center and the registrar's office as well as other groups in the student
services' branch.

211 ) .
Last year the College instituted a revolutionary program in admissions. This program
begins in the spring of the year preceding the year in which students arrive on campus in
Septemnber. It consists of an extensive research effort, a major direct mail campaign, an
intensive telemarketing effort, admissions open houses, the fradibonal calls on admissions
representatives to high schools, college fairs, and a major merit-based financial aid system
for the allocation of Nichols College funds on a non-need basis, This new program has been
a suceess and has resulted in a need for additional physical facilities which have just been
constructed as an addition to the admissions building. The result of this effort has been
astounding. This fall 400 new students arrived which is a 66% increase over the previous
year. **(These numbers are to be updated in the final draft.) This program will be dis-
cussed in considerably greater detail under Standard Four. F

Director of Athletics The Director of Athletics supervises all varsity athletic programs. The

has distinguished records in several sports over a very long period of time. Itis
estimated that between a third and a half of all the student body are engaged in some form
of varsity athletic participation, and a significant number beyond that participate in
intramurals. The athletics program provides one of the most important sodal cutiets for the
student body. The coach of women's sports and the coach of men's sports report to the
Director of Athletics.

With over a third of the student population women, the College has made a commitment to

a full-time Coach of Women's Sports, and that appointment has been wise. Women are
involved in seven varsity athletic programs: field hockey, soccer, tennis, basketball, track,
softball and cheerleading. The quality of the women's teams has improved and participation
has subsequently increased. Women athletes have partidpated in division championships in
several sports in recent years.

Director of The Institute for American Values The Institute was formed in the Fall of 1980
to provide a philosophical framewark of values from which the student may build his own
philosophy. To accomplish that goal, the Institute sponsors seminars for academic credit,
numerous symposia with speakers drawn from among some of the finest minds in the
country, colloquia with distinguished scholars and public figures, an Executive-in-Residence
program, and an extensive publications and cutreach effort.

The Institute’s charge is to examine controversial public policy issues. Along with the
faculty's Cultural Enrichment program, the Institute is responsible for 4 major component of
the intellectual climate of the College. The success of this venture is attested to by the content

™
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garkcting Enhan:em@h In order to increase the visibility of the AT

College-and.gain greater name recognition, promotional posters and Ti?lﬁ""
promotional items are being distributed to secondary schools, guidance
counselors and prospective students, In a mass mailing, pencils with .r"!t % |e i
the Nichols College SAT code numbers were sent to those students ?j )
taking the examination. Furthermore, to achieve a better return in the
College’s primary market, efforts are being made to refine and better

' target student search parameters. Finally, the President and the
Director of Admissions review all letters sent to parents and students
to insure effectiveness.

_—
-

* Measurements of Recruitment Effectiveness Increased emphasis is
being placed on measuring the effectiveness of the College's
recruitment initiatives, These actions include: constant scrutiny of
expenditures--spending dollars effectively; continual monitoring of
admissions funnels as compared to conversion rates; and, the on-going
tracking of telecounseling effectiveness.

* Peer Assistant Program Nichols College students volunteer to serve as
“advisors” to their peers and concentrate on assisting them in such
topics as time management, study techniques & college life adjustment.

* Student Ambassador Program This program has been upgraded by
providing incentives to participants for high performance. Student
Ambassadors working in the Office of Admissions convey a
professional and positive image, serve as guides and as an information
source at open houses, college fairs and during campus visits by
prospective students.

surveyed to determine the effectiveness of the visit.

* Weekly Reports on Financial Aid Expenditures Weekly reporting of
financial aid expenditures in comparison with the previous vear is
now in place.

Outreach The College has been engaged in a student recruitment outreach
program to target the tri-state area; Massachusetts, Connecticut and Rhode
Island. In the past, emphasis was placed on recruiting out of state, even out of
MNew England. As a result, the College may have neglected its own "backyard.”

several new initiatives have been taken to penetrate the tri-state market
during Academic Year 1996-97:

* College Credit Courses The College is sponsoring classes in local high
schools for college credit. Participation levels have been very high,

|
l
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l * Student Visit Survey Prospective students who visit the campus are
:
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CTUUTmees sam LuLTRE I3 SPONSOTNNE Semi-annual
breakfasts for secondary school guidance counselors in Worcester
County. The purpose of these meetings is to update guidance
counselors on activities and changes at the College.

Golf Tournament Golf tournaments at the Nichols Golf Course are
being held for guidance counselors and athletic directors from area
high schools.

Guidance Counselor Seminar The College hosted 3 Guidance
Counselor Seminar in conjunction with EDCENTRAL, a consortium
of Worcester area high schools. The Seminar covered professional
development topics including Internet applications for counselors for
use in a college and financial aid search. Future seminars are being
developed,

Prep School Visitations The President and Faculty have sought to
reestablish relations with the prep school community.

The Nichols' pool of applicants from the traditional independent
secondary schools has declined in the Jast decade. To reverse thig
trend, the President, some faculty members, and the admissions
staff have begun to market Nichols College more ageressively to
these schools. There are approximately 120 prep schools in the &
state New England area, Of these, 45 are in Massachusetts, 35 in
Connecticut and 9 in Rhode Island, The outreach to independent
secondary schools includes:

* Involvement of staff, faculty, alumni, and students in the
recruitment of independent school students;

* Visitations to prep schools which include meetings with college
counselors, interviews with students and open house
attendance;

* Ongoing communication with appropriate prep school
personnel via direct mail, telephone and E-Mail;

* Assignment of a Nichols admissions counselor tq focus
specificaily on the prep school market:

* Assessment of the College's recruitment effort as related to the
prep school market,
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[t was conciuded that the mition lavel was far below similar institutions and -
led to a negative perception of the College in its target market (based on focus hEl_f‘”Fr

T uition levels were raised 21% in fiscal 1999-2000 and 7% in 2000-2001 52tk
bringing the level to 515,200, Included in the 1999-2000 increase is the

Collage’d financial support of & program that provides all Wichols students

with the free use of a notebook computer. Nonetheless, this tuition fee

rernains lower than the College's major competiors.

. (See Appendix A - Selected Recruitment Data)

accomplish basie goals for Admissions, proper staffing and improved admissions

cedures have been given top priority.

. Within the past two years, the College has hired both 2 new Dean of
Admissions with prior experience in this position and an Assistant Director. |
All Admissions staff vacancies were filled prior to September 1999, -

. enroll students capable of taking advantage of 2 Nichols education and at the same |
1e to provide guidance counselors and students with a sharper picture of the |
chols student, the College: o i

- d:ﬁnedilata:gctma:keitﬂt:lude;hﬂentswhhaﬁiavmge,aSATmng: iy Fet el
of 850-1100, and a family income of $70,000+; , *

- a:]emdaMwm:lhmﬁmmdrﬂduﬂmﬂhﬂ:m%tbemdnf .
making Michols a first choice of targeted stuﬂﬁmsmtctest:dinamﬂ,gﬁvat: [
college specializing in business; developed an “Add It Up" advertising
campaign highlighting positives that add up to a successful, vaiue-based
outcome; began a “One for Nichals™ campaign that encourages Nichols
alumni‘ae to assist in the gearch for new students;

. increased the number of Admissions Open Houses, added “Decision Day f‘l <k
Wednesdays™ (same day admissions decisions); changed the nature of Open | s
Houses to include more informal sessions with breakfast meetings with
faculty and staff in attendance; continued to use a recruitment video produced
in 1998, _

- zought to learn more about the origins and characteristics of incOMIng s 24
students through Enrofiment Plasning Service (EPS) data and to seek out el S
mare information about students who chase not to attend the College by o L

data from an “Accepted grudents Questionnaire™ furnished by LS :
Educational Testing Service. e

al Aid

g4 NEASC visiting team ctressed the need for Nichols o review its “model for
pent and financial aid to ensure that deficits do not continue and the amount of
1l aid awarded will not adversely affect the College’s future development,”
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courses. The documentation process must show breadth, depth, and quality equivalent to
college-level course work. Credit for Life Experience has not been offered since Fall
2003, It is currently under reviéw to determine if we wish to continue this program,
Portfolio review is not available at the graduate level,

The graduate program aceepts up to nine transfer credit-hours. MBA transfer eredits are
evaluated by the Director of MBA Program and approved by the Registrar's Office.

Requirements for Propram Continusti Spensi d Readmission
The academic policies for the College can be found in the Bulletin, These policies define

academic standards and requirements, program time limits, dismissals, re-admintance,
academic integrity, and student rights for undergraduates. Theze policies are also
available on the College's website,

Refocused Marketing and Retention Efforts

During the last six years, the College has developed & new recruitin E campaign that
focuses our marketing strategy on the College's strengths — its size, academic programs,
faculty, location, and student profile. This strategy consists of a more targeted approach
to developing the pool of prospective students. Based on day division enroljments,
historical application trends, and its inquiry pool, the College has developed a three-tierad
approach to qualifying its market. Based on this information, the College now foecuses its
day marketing efforts on two specific targets: the students most likely to enroll and the
high schools most likely to have those students.

The Callege targets prospective day division students who are most interested in the
College’s academic specializations, have an interest in 2 small college environment, and
maintain a particuler academic profile (2.3 - 3.3 GPA, 850 - 1100 SAT scores). Our
average accepted epplicant for Fall 2004 had a 2.44 high school GPA and 949 SAT SCore.
The students who enrolled had a 2.32 GPA and 908 SAT score. At the high school level,
the marketing strategy includes visiting schools that have historically sent applications to
Nichols, as well as schools most likely to send applications in the firure, We have alsa
added a staff member to the trave] team, whose sole focus is on the private secondary
school market. The goal of this new position is to increase enrollments from private
secondary schools, where families are more likely to have the resources ia afford a
private college education. Private school enrollments have increased over the last three
years (a 153% increase in the last year), The College has also increased its communication
to all of its targeted schools to the point that each school receives a minimum of four
mailings per year, and we invite counselors from these schools to visit our campus,
Developing and communicating the student profile has been well-received by the

guidance community,

The Division of Graduate & Professional Studies has devel oped marketing strategies to
focus on the unigue needs of the adult stedent population. Expanded program formats
including accelerated and online delivery have allowed the Colle £e to reach new
populations with a focus on convenience and eccessibility. Military-specific marketing
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1,088 In 2008. Our goal moving forward s to maintain an enrolimant of approximately
1,150 students. The addition of four new residence halls, with ane more under
construction, provides the housing needed to accommodate this growih,

Admissions recruiling has expandad beyond the New England borders. East coast
NACAC fairs have produced Numerous inquiries; and Nichols recently covered
additional NACAC fairs in Texas, Minnesota and Caiifornia. In addition, technology is
playing a more important role in admissions recruiting. The Collage Is utilizing social
networking sites and viral marksting to enhance Nichols branding and name
rem%nﬁ'n::_n. Also, as a resull of hinng a Private wchool Admissions Counsalor

anrcliments from private schools have increased steadily. In Fall, 2008, private smml

students accounted for 18% of the total freshmen enroliment.

Since 2006, the College has discounted at a rate of 33.5% of tuitien and fees. Each fall,
the Financial Aid Office awards in axcess of five million doliars to incoming students. In

o

addition, the College remains committad to offering retuming students leval funding

based on academic merit and financial nead.

The Financial Aid Office is independently audited annually by state and federal auditors
as wall as by its own infernal auditing messures. This Office has received clsan audits

for each of the last thirteen vears.
Projection

It is too early to know how the current sconomy will affact enrollments.  The current
recession may impact the College’s ability to recruit and retain students as more and
mora parents find themselves unsmployed or underemployed. Numerous ‘Nichals
students come from families who own and operale small businesses. The curent
economic climate may hit this population the hardest, given the decline in consumer
confidence and spending and its subsequent impact on all businesses, large and small.

On the other hand, Nichals' position in the marketplace has Improved over the Jast
decade as evidenced by our cross-applications, and our strong outcomas are in
demand by students and families, Additionally, there may not be room in the publics or
in the job market for prospactive students. We are cautiously optimistic for our Fall,
2009 enroliments. Wa currently expect a total enrollment of 1150, the largest in the
College's history, which would place us at capacify,

Finally, the College remains committed. to the best of its fiscal ability, to equitably
support all of the students that have significant financial need, The Collage continually
examines its discount rate, the impact of tuition Increases, and its own contributions lo
financial aid. In an effort to help families with financing options, the Collage moved 1o
the William D. Ford Direct Loan Program effective July 1, 2000,
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has alse been implemented with an emphasis en the provision of informational sessjons
where students can meet face-to-face with college personnel

The College continues to make adjustments in its financial aid packaging for its day
division students 10 increase the assistance for more academically qualified individuals
and those day students with greater financial need. Each year, the Director of Finanecia]
Aid and the Dean of Admissions review a twenty-five-block grid 1o determine vield rates
based on need and quality to see which students are enrolling. This information allows
the Financial Aid Office 10 make appropriate adjustments 1o enhance enrollment
opportunities while still adhering to its overall budget. The College has also begun a new
“Access” grant program to help out-of-state students who do not receive generous state
grant programs to afford college. The financial aid target for spending continues to be a
33% discount rate for the entire student population and 41% for new students. In the
evening program, tuition cost is much lower, and financial aid often meets full need for

evening students.

. Through the summer of 2004, new logos were developed for peneral use and athletic use. j?"
Working with several graphic designers, a small committee recommitted to the tag line ®
Your Success Is Our Business, as well. A Marketing Committes will work 1o implement

the new logo and look of internal and external materials,

In 1998, we initiated a new advising system to improve student retention rates. Two
academic advisors were hired to work with new day division students. The goal was to
offer students more interaction with a staff member as they transitioned to college life.
Although they are called academic advisors, these individuals also work with students
and families on a wide variety of non-academic issues that may impact retention, These
advisors act as ombudsmen for the student and take the lead in getting students the
resources they need. The advisors also work closely with family members who may have
concerns about a student’s development. Faculty members are also encouraged 1o
contact the advisor if a student has excessive absences or they have other concerns ahaut
the student in the classroom. Based on these contacts the advisor will schedule an
appointment with the student to discuss the reasons for the concern.

To increase retention rates among new students, the College established a committee of
faculty members, administrators, and students, which is chaired by the Dean of Student
Services. Several new initiatives resulted from its work, such as annual parent focus
groups, an exiting student interview, and a college-wide theme of customer service.

Through the work of the Retention Task Force, we implemented a new study period
program for all new day division athletes. In order to play a varsity sport, all new
students must participate in a stady program for three hours per week. These study
periods are monitored by the coaching staff and are mandatory for the first year, Students
who maintain a minimum grade point average are not required 1o continue the program
after their first year. These minima are set by the coaches, but must be at least 2.3 on a
4.0 scale.
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