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Creative Services

Å Creative concepting

Å Web strategies 

Å Recruiting and advancement 

publications

About Stamats

Stamats is recognized and respected as the nationôs higher education integrated 

marketing thought leader. Our comprehensive array of innovative services has set 

the standard for pairing insightful, research-based strategic counsel with compelling 

creative solutions. We promise our clients the highest level of professional service 

and attention to detail in the industry because, in the end, we know our success is 

measured entirely by theirs.

Research, Planning, and Consulting Services

Å Image, perception, and brand studies

Å Recruiting, marketing, brand, and academic 

program marketability audits

Å Tuition pricing elasticity and brand value studies

© 2010 Stamats, Inc. - 2

http://api.ning.com/files/wAuKUBWpJbv5aZaDPzDutfJD5txlzYSkLSKfXhu8h73d5a5xtKdbDnoV*gle52d3LX3CPpfwsxIPJn8bFzchm1u5Vl8AlSq0/135069926.jpeg


Stamats has a wide array of presentations & workshopsðlike                          

this oneðthat we conduct on campus for departments, senior 

leadership teams, and boards 

A partial list of sessions includes: 

Å Major Trends That Will Impact Your Ability to Recruit Students, 

Raise Dollars, and Market Your Institution

Å Moving Ahead With Confidence 

Å Developing an Integrated Marketing/Brand Marketing Strategy

Please contact me for a complete list or to discuss a session for you in 

greater detail. Thank you. Bob

bob.sevier@stamats.com  
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Stamats On Your Campus



Overview
Å The perfect storm 

Å A tough marketplace

Å How students and parents will react

Å Colleges in the middle

Å ñMove aheadò recommendations in:

ï Leadership and governance

ï Academic programming

ïMarketing 

ï Fundraising

ï Recruiting 
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The Perfect Storm 

Å A confluence of four gales:

ï Changing demography

ïRising cost to attend

ï Increased competition for students and donated 
dollars

ï Duress in the economy among: 

Á Students and families

Á Donors

Á Creditors
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Projected Change in H.S. Graduates to 2018ï19

Source: U.S. Department of Education, National Center for Education Statistics, December 2008
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Registered 501(c)(3) Organizations ï1995ï2008

Source: Giving USA 2008
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Chronicle: College 2020

Å Three types of schools: 

ï Flagships and well branded

ÁWill do well

ï The colleges in the middle

ÁUnknown, underfunded privates and publics that largely focus 

on residential, full-time students

ï Commodity (public and private, for-profit)

ÁMost will at least do OK; some will do well
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Eight Key Areas

Å Drawing on research, existing literature, and best practices, letôs look 

at the colleges in the middle through eight lenses:

1. Institutional type and description

2. Leadership and governance

3. Finance

4. Academic programming 

5. Recruiting and financial aid

6. Retention 

7. Fundraising

8. Marketing 
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Queuing Up on the Front Porch 

Å Every college has at least some of these issues

Å Colleges in the middle have a preponderance of these issues
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Colleges in the Middle 

Å Institutional type and description:

ï Private

ï Rural/remote 

ï Small < 2,000 students

ï High discount rate/low net-tuition revenue 

ï Focus almost exclusively on traditional, residential, undergraduate 

students
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Colleges in the Middle 

Å Leadership and governance:

ï President has been in place for <4 years or >12 years

ï Vision is not compelling nor differentiating

ï Senior team is not cohesive

ï Trustees and senior team are at cross-purposes 

ï Unable to identify blue ocean initiatives 

ï Faculty are bimodal: <35 and >55

ï Inability to agree on challenges school is facing

ï Unable to make tough decisions in a timely fashion

ï Cut resources in revenue-generation areas:

ÁRecruiting

ÁFundraising

ÁNew programs

ï Managing rather than leading
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Colleges in the Middle 

Å Finance:

ï Cost to attend is higher than major competitors 

ï Less than 3:1 ratio between endowment and operating                   

budgets

ï No cash reserves 

ï Short-term ñbridgeò financing required in final quarter of academic year

ï Increase in uncollectable receivables 

ï Debt service more than 10% of annual budget

ï Few unallocated dollars (little ability to invest in a blue ocean initiative)

ï Few strategic alliances/networks/associations/consortia that allow you 

to achieve economies of scale 

ï Bond rating has been lowered

ï Salary freezes 

ï Reductions or eliminations to retirement contributions

ï Suspension of capital expenditures

© 2010 Stamats, Inc. - 14



Most institutions can no longer afford to be what 

theyôve become.

-- Robert Dickeson 

© 2010 Stamats, Inc. - 15



Colleges in the Middle 

Å Academic programming:

ï Focus largely/solely on liberal arts; much less

emphasis given to pre-professional programs

ï Traditional faculty undermine new academic initiatives

ï No new degree program offered in last two years or 

degree programs designed without marketplace data

ï Takes longer than one year to bring new program on line 

ï Complex core precludes transfer-student recruiting

ï Academic programs are largely indistinguishable from 

competitors 

ï Too many majors with too few students
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If you believe in reincarnation, come back as an 

academic program and enjoy eternal life.

-- Robert Dickeson 
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Colleges in the Middle 

Å Recruiting and financial aid:

ï Understaffed

ï Focus largely on residential undergraduate students

ïNo segmentation of prospective students

ï No transfer recruiting strategy

ï Aid for current students is disproportionately loan based

ï Aid is disproportionally focused on new students

ï Have a high discount rate (uncertain brand value) 

ï Qualification for federal financial aid has been downgraded

ï Parents push back on tuition increases; insist on repackaging of 

aid
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Colleges in the Middle 

Å Retention

ï Pressure to get the class has undermined ability to                        

shape the class

ÁMore students who are not a good fit

ÁStudents from the lower third of their high school class have 

less than a 20% probability of graduating in eight years 

(Townsley)

ï First year to second year and four-, five-, and six-year graduation 

rates are slipping

ï 75/75 rule 
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Colleges in the Middle 

Å Fundraising:

ï Understaffed 

ï Annual giving is flat or declining

ÁLess than 20% of alumni give to annual fund

ÁStill doing annual fund annually

ï Capital giving is flat or declining

ï Campaigns are taking longer to close

ï Donors backing out of their commitments 

ï Trustees do not financially support the institution at a significant 

level 

ï Size of donor pool is stagnant 

ï No giving pyramid 
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Colleges in the Middle

Å Marketing:

ï Marketing is seen only as promotion

ï Political issues are confused as marketing issues 

ï No brand

ï Have not embraced an integrated marketing model

ï Marketing plan does not dovetail with recruiting and fundraising 

plans

ï Do not measure marketing effectiveness

© 2010 Stamats, Inc. - 21



Demystifying Turnarounds

Å If you look at the true college turnarounds (the Elons, the USCs, the 

NYUs) they all have six common denominators:

ïGreat leadership

ï Strong senior team

ï Compelling vision

ï Board support

ï The ability to raise money

ï A willingness to stay the course
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Key Area #1: Leadership and Governance

Å This is an extraordinary time to be a well-led college 

ï The issues, the opportunities, and the questions have never been 

more compelling

Å At the same time, it is a terrible time to be a poorly led college

ï Cannot gain agreement on the issues

ï Cannot discern a course of action

ïDo not have the political will for the tough decisions

Å Four key insights:

ï It is about leadership and not management 

ï Develop a compelling vision

ï Build the senior team 

ï Find your blue ocean

Å But first, the importance of exceptional followers
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The Need for Exceptional Followers

Å Effective leaders cultivate exceptional followers

Å How leaders undermine the exceptional followers on their senior team:

ïHave no sense of vision

ïRefuse to listen

ï Cannot make the tough decision

ï Betray trust

ï Pit one team member against another 

ï Burn them out
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Followers and leaders 

both orbit around the 

organizationôs purpose; 

followers do not orbit 

around the leader!
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Good Leadersé

Å Find ways to reward the people that are indispensable

Å Cut unproductive areas to preserve and resource areas that are more 

productive

Å Stress outcomes and not output

Å Decide

Å Build the team
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Develop a Compelling Vision

Å More than ever, your vision must be:

ï Galvanizing

ï Differentiating

ï Compelling

Å According to Burt Nanus, a vision is a ñrealistic, credible, and attractive 

futureò shared by members of an organization 

Å Your vision must be have such gravity that it attracts a talented senior 

team, faculty and staff, students, and donors
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Build the Senior Team

Å The key strength of todayôs leader: Team builder

Å One of the greatest predictors of institutional success is whether or not 

the senior team is truly a team

Å Key areas: 

ï Their cohesiveness around the vision

ï Their cohesiveness around the decisions                                                              

the team makes

ï The signals they send to their middle managers

ï Their level of cooperation and integration 
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Find Your Blue Ocean 
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Å Itôs not about being number one in your market

Å It is about being the only one in your market

Å Compete in existing 

market space

Å Beat the competition

Å Exploit existing demand

Red Ocean Strategy

Å Create uncontested 

market space

Å Make the competition 

irrelevant

Å Create and capture new 

demand

Blue Ocean Strategy


