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SARBANES-OXLEY FIVE YEARS LATER
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Can you remember a time before
“transparency” and “accountability” became
household words?

In fact, it’s already been five years since
Congress passed the Sarbanes-Oxley Act of
2002 in the wake of the Enron and related
corporate financial scandals, and although
that legislation does not apply directly to
colleges, universities and other nonprofits,
it has profoundly influenced—some would
say “transformed”—the way we now con-
duct business. Presidents and CFOs of
more than 30 institutions nationwide have
been a part of several focus/pilot groups
working to adapt the 2002 corporate ac-
countability law to higher education. Many
other institutions have voluntarily imple-
mented some of its provisions, particularly
with regard to governance.

Many of these changes have been for the
better. As former UNC President Molly
Broad emphasized, “Colleges and universi-
ties cannot continue to hide behind our not-
for-profit status.” Dr. Broad was a con-
vener, with former NACUBO President Jay
Morley and John Mattie, of NACUBO’s
“Sarbanes Summit” in June 2005 to discuss
and develop recommendations about gov-
ernance, internal controls, certification and
enterprise risk management. The summit
brought together presidents and business

officers to jointly discuss each area, includ-
ing current practices, Sarbanes-like propos-
als, recommended actions, and implemen-
tation barriers. The monograph, “Sarbanes
Summit: Taking the Right Path,” was re-
leased in May 2006.

As many CEOs have learned, “doing the
right thing,” that is, institutionalizing ethical
procedures as a best practice is also good
business. A healthy bottom line is depend-
ent on consumer confidence, and public
perception of favoritism, nepotism, insider
trading or any deviation from the standard
of fair play will hurt the not-for-profit and
for-profit sectors alike. For example, the
time-honored practice of awarding no-bid
contracts for college business to major do-
nors was often a “wash,” resulting in the
institution repaying the vendor-donor as
much or more in fees as he or she was do-
nating in major gifts. That’s one of many
instances in which good stewardship of col-
lege funds has actually improved the institu-
tion’s credibility among current and pro-
spective donors.  As has often been noted,
just because a board is nonprofit doesn’t
mean nobody’s watching. When it comes
to good governance, it behooves all of us to
consistently follow best practice.

Many colleges, of course, were practicing
some of the Sarbanes Summit’s recommen-
dations long before 2002. Measures such as
Board orientation and training, internal
audits and the like have been around for a
long time.

But today’s ethical climate requires that we
go well beyond the letter of the law, to its
spirit, in areas

(see Sarbanes-Oxley p.2)
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SARBANES-OXLEY CONTINUED:

such as conflicts of interest among board members, to avoid
even the appearance of impropriety. Our constituents de-
mand it, and overall, most of these changes have made us
stronger, more viable institutions, better positioned for the
future and more responsive to our key stakeholders.

Many higher education administrators are concerned,
though, that well intended though this vigilance may be,
some is counter-productive in a small university setting,
resulting in a waste of both time and money. Consider the
example of Drexel University, which instituted an anony-
mous “tip line” to identify cases of ethical misconduct. An
expenditure of $30,000 yielded just two complaints, while
staff spent an inordinate amount of time monitoring the line.
In trying to voluntarily meet SOX requirements intended for
publicly traded for-profit companies, college administrators
are spending time on completing and filing reports that
could be better spent.

Drexel’s President, Constantine Papadakis, has been in the
forefront of adapting SOX best practices to higher educa-
tion. After reviewing the Act in a process that began in No-
vember 2002, Drexel worked with a Board committee to
study a variety of governance, compliance and audit issues to
determine which were appropriate for higher education.

His words perhaps best summarize the debate: “Some best
practices were appropriate, but some were not. Drexel
took what was best.”

Five years down the road from the corporate scandals that
shook the securities industry to its foundation, small business
and not-for-profits including colleges and universities are
still responding to the evolving changes emanating from
SOX. It is heartening to note that the SEC has recently rec-
ommended scaling back some of its provisions to take into
account the size and complexity of both corporate and other
structures. We applaud this move, which will not diminish
the transparent financial reporting that is critical for share-
holder, stakeholder and consumer confidence. As we con-
tinue to manage these changes, let us take “what is best.”
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How To RESPOND TO THE
RECENT CHANGES IN POSTAL
RATES

April Clark
CAS

As many of you know, the US Postal Service made some
drastic changes to their basic philosophy in May of this year.
It directly affected the nonprofit prospecting world in two
ways. First, the nonprofit permit postage increased approxi-
mately 8.9 percent depending on allowed discounts. Sec-
ond, the rules governing allowed discounts were tightened
considerably.

In order for a name and address record to qualify for the
nonprofit discount, it must go through the DPV (Delivery
Point Verification) processing which means the post office
considers it a valid address.

No longer will zip+4 be assigned based on areas. The ad-
dress must be a valid address before a zip+4 is applied. For
direct mail campaign directors and development people, this
means that your lists must be clean before they can be
mailed at the nonprofit rate. If a piece does not have a zip+4
assigned to its verified address, it is not going to get a dis-
count.

Here are the steps you can take to preserve your nonprofit
discounts. These steps should be followed for your in-house
databases, as well as for any prospecting lists you purchase in
order to receive the maximum allowable USPS discounts:
(see Changes In Postal Rates p.3)
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of the household income and the ages of people in the
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household. If people on your lists are homeowners, you

Every quarter it would be wise to run your files
through the National Change of Address System
(NCOA) and include DPV. The NCOA/DPV will
add any recorded change of addresses, identify any
non-valid addresses and apply zip+4 to your file.
You can then update your database with any changed
addresses, delete or correct any invalid addresses
and make sure every record has a current zip+4.

Every six months you should identify any names who
are deceased by bumping your file against the Social
Security deceased database. It is very expensive to
mail your marketing pieces, so you should make sure
you are not mailing to these people. The USPS says
that 5% of consumer mail is sent to the deceased.
You can make sure that yours is not.

Consider periodically using LACS which updates
rural route addresses on databases with new 911
addresses as they are assigned. This tool is useful in
areas with a high percent of rural-type addresses.

Conduct a merge/purge between your in-house
database and your list of purchased names. You can
eliminate interfile and intrafile duplicates from both

files.

There are also data enhancement-type services avail-
able. Such services enable you to add extra informa-
tion to your current database. You can get an idea
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can obtain a range of credit scores. You can identify

households with multiple children approaching college

age.
These are all general ways to cut down on your direct mail
expenses and increase yield for recruitment or development.
You are encouraged to utilize all of the available technological
tools to maintain your direct mail database. Most impor-
tantly, regular maintenance will enable you to effectively
respond to the recent postal changes.

WHO ARE THESE PEOPLE
AND WHAT DO THEY WANT?

Doug Spadaro, Ph.D.
President
Premier Communications.

One of the first rules of a successful marketing campaign is
“understand your market.” This is true regardless of what
you are selling, including the recruiting of college students.
Today’s high school students have a set of personal character-
istics and expectations that make them unique among any
generation that colleges have tried to recruit before. Recog-
nizing these characteristics and tailoring your admissions
process to answer the unique questions, goals, lifestyle, and
habits that they might have is the key to a successful year for
admissions.

After continued coexistence with my teenage son (at times
painful), and his friends (very painful), as well as some good
old fashioned research, I feel confident in offering four char-
acteristics and expectations about this generation of up-and-
coming college students. Additionally, I offer some sugges-
tions as to how a successful admissions office might use this
information to have a great year by recruiting students that
best match what you have to offer. Again, these characteris-
tics and expectations are unique to this generation of candi-
dates, but are understandable in the context of their lives.

The Bionic Boy and the Global Gal

Recently at dinner, I was discussing some noteworthy news

event of the day with my wife when my teenage son chimed
in, “Oh yea, I read about that.” After a momentary swelling
of my chest as I thought that he (see Who Are These People? p.4)
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had actually read a newspaper or a news magazine, I asked
“Where did you hear about that?” His response, as I should
have expected, was, “I saw it today on some blog when I was
checking my e-mails.”

[ 'am proud to say that I, too, was “wired” in college. Only
for me, and probably for you, this meant an excess of thick,
black, fully-caffeinated coffee. So much so that I would shake
as [ tried to write my final essay in English Lit. De-rigor for
today’s college candidates is obviously different. The height
of technology in my dorm room was a “Mr. Coffee.” Instead,
their technological necessities include a cell phone, I-pod or
MP3, a laptop, a “BlackBerry,” universal Internet access and
several e-mail accounts. If they are part of the underclass and
have only a cell phone and not a “BlackBerry,” not to worry!
Text messages on a cell phone have become a cheap substitute
for the BB.

These folks are “wired” all of the time. What is more signifi-

cant, first, is that they expect to be globally connected wher-

ever they are. Second, if one of their communication devices
is inoperable, it is like you or I missing a limb. They are truly
“one with the machine.”

College Loan Corporation makes higher education possible through
innovative loan products - including Stafford, PLUS, Consolidation and
Alternative Loans - and industry-leading, first-class customer service.

297% of all calls are answered within 30 seconds.

* Qur One Call Promise® eliminates phone tag and resolves
matters quickly.

nExperienced loan consultants are available 24 hours a day,
7 days a week to assist borrowers.

Contact our School Relations representatives toll-free at 888.972.6314
to find out how partnering with College Loan Corporation will benefit
you and your students and their families.

www collegeloan com ﬂ
Lender Code:833733 gma...!zl

College Loan
Corporation

The implications of this characteristic for admissions are
two-fold. First, as far as recruiting is concerned, the col-
lege website becomes vitally important. You cannot ex-
pect any teenager who is researching colleges to even con-
sider you unless they can anonymously go to a website to
explore. Additionally, this website must include an on-
line application, a scholarship calculator, and multiple
links to activities, athletics, and academic areas.

Also, for recruiting purposes, all communication to these
candidates must include an Internet option. For example,
all of the physical mail that our firm sends out includes an
option for students to answer via the Internet. This might
be a link to a college website in a letter or viewbook. It
also includes communication pieces specifically designed
with the web in mind (variable data cards) where we es-
tablish a website for EACH STUDENT to explore oppor-
tunities at the college. This approach seems to pique their
“wired” curiosity as the response to this type of communi-
cation has been extraordinary.

The second implication of this characteristic is that the
college must be able to accommodate the needs of these
students once they are on campus. Campus-wide “WiFi”
is the best option. If not feasible for your institution, then
multiple free Internet access areas are a must. To the ex-
tent possible, Admissions must influence the capital
spending in the technology area.

“Everybody Gets a Trophy”

My teenage son just completed his first year in a youth
soccer league. His team came in first with a 7-2 record
(Shhh! I am not supposed to know that as we weren’t al-
lowed to keep score!). There was an awards ceremony
scheduled after the last game of the season. As I was
standing around with several veteran parents during the
game, I happened to inquire “So what do they get, a little
certificate or something?” I was immediately met by looks
of shock and incredulity by the parents that had been there
several years. After a few moments (5 embarrassing years
in my time), a veteran father came over to me, put his
hands on my shoulders, and, in the same soft tones I use
when I tell my 7-year old the importance of brushing his
teeth, said “Doug, EVERYBODY gets a trophy.” Empha-
sis on the EEEHHH). “Did you get up this morning?
YOU get a trophy! Did you put on your shoes today?
YOU get a trophy!”

As I stood there humbled in my humiliation, I realized that
this veteran had stumbled upon a truth of this current crop
of college candidates. (see Who Are These People? p.5)
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“Everybody gets a trophy!” Several recent periodicals have
described this high school generation as the most praised
generation in history. Not praise for bringing in the biggest
class, or praise for landing the new account. Rather, it is
praise for doing the most mundane, everyday things.

Praise for doing things that were expected of prior genera-
tions as a part of everyday life.

The implication for college admissions is clear, “Everybody
gets a trophy.” Colleges and universities should award
merit aid to ALL candidates that are eligible for admission.
Using a merit aid awards process, even the lowest SAT/
GPA/Class Rank combination student expects to get some-
thing. If you don’t award to this lowest category, then
cither don’t admit them, or adjust your awards policy so as
to give a token amount to these students.

Additionally, move your awards to the front of the admis-
sions process. If you are going to award merit scholarships
anyway, do it early while these “praised” students are still
making up their minds. Most of our clients notify students
of eligibility for academic scholarships and grants early in
the recruitment cycle. All of our clients also use a scholar-
ship calculator or some other mechanism on their websites
that allow students to estimate eligibility on their own.

A Time for Work, A Time for Play

Perhaps because of their “scheduled” lives, soccer at 4,
scouts at 7, today’s high school students view work and
play and other activities as very distinct. A recent article in
Fortune magazine described generation “Y” folks as having
dismay over the fact that a CEO of a major corporation
worked 60 hours per week. “... they’re sorry it takes you
so long to get your work done.” In other words, “that’s
nice, but don’t expect me to do it.”

Today’s high school students view school, play, social ac-
tivities and downtime as very separate, distinct events.
There is a certain amount of time to be dedicated to each,
and each activity is supposed to fit in the time allotted. It is
not that they don’t care about academics, they do very
much. But they also care about other activities equally as
well.

The lesson here for admissions professionals is simply that
academics are not enough. A solid, well-respected aca-

demic program is essential. But, given that many colleges
can offer that, what are the key decision factors? They are
college amenities, activities, and environment. In other
words, what your prospective students can do OUTSIDE
of class is of equal importance to what they can achieve
inside of class. Comfortable, air-conditioned, Internet-
friendly residence halls, with private or semi-private baths
are key. A well-organized set of extra-curricular and intra-
mural sports is also important. A campus atmosphere of
cooperation, not only internally, but with the surrounding
community as well, is necessary.

If your college has these extra qualities, communicate them
to prospective students by all media possible. If your col-
lege is lacking in one or more of these areas, then promote
their development. If you have one or two of these quali-
ties, then stress those in all of your communications, direct
mail, publications, website, e-mails. One of our clients has
a spectacular physical plant, thanks to a wealthy alumna.
All of the materials that we print or e-mail for them em-
phasize the amenities offered on-campus right after the
well-respected academic programs.

Where’s the Corner Office?

As a corollary to “Everybody Gets a Trophy” you can imag-
ine that this generation of high-school students expects
rewards for what they have invested. In other words, if
they are going to commit four years to you, what can they
expect in return?

This expectation emphasizes the quid-pro-quo that these
candidates demand. Unlike the burning desire to under-
stand Chaucer, these students want concrete results.
Those results mean the quality of the job that they can ex-
pect upon graduation. Their desires and expectations are
limitless, and so are their requirements in terms of a ca-
reer.

For Admissions professionals, this means promoting a
proven record of career placements. We have found that
an effective way to communicate this to prospects is
through a letter campaign touting the success of graduates.
These letters are usually followed by an e-mail from each
alumnus featured in the letter series. This direct mail cam-
paign serves as a testimonial to the types of careers that
graduates can expect. Also integral to this promotion is a
depiction of the skills training, interviews, and placement
activities offered by your career services oftice. (see Who
Are These People? p.6)
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Conclusion

This generation of college candidates presents not only
specific challenges, but also generous opportunities to
those institutions ready to address their needs and con-
cerns. These concerns and expectations are global con-
nectivity, ample rewards, varied extra-curricular actives,
and a clear placement path. The communication of the
college’s ability to meet these expectations must cover a
wide variety of media including direct mail, publications,
Internet, and e-mails. In the short-term, existing
strengths that fit these student characteristics must be em-
phasized, in addition to respected academics. In the long-
term, weaknesses in these areas must be addressed by the
college, spearheaded by Admissions.

IS IT TIME TO RETIRE THE
VIEWBOOK?

John W. Dysart
President
The Dysart Group, Inc.

Viewbooks have been a staple of higher education recruit-
ment for decades. Nearly every college and university in
the United States publishes one. These glossy, elongated
brochures are mailed to prospective students, distributed
at college fairs, displayed by high school guidance counsel-
ors and handed out at admission offices all over the coun-
try.

These publications have been used to provide detailed
information on academic majors, athletic opportunities,
financial aid, educational outcomes and more. They offer
pictures of campuses and of campus life and serve as mar-
keting tools to encourage students to enroll. They at-
tempt to demonstrate diversity, academic challenge, secu-
rity, co-curricular activities and fun. They are also not
particularly effective.

So much has changed in recruitment in just the last decade
that students have found news ways to obtain information.

For many years, viewbooks were one of the best tools to
communicate with prospective students. These days, as
students have become more technologically savvy, they are
unlikely to read viewbooks. They are gathering their infor-
mation about colleges and universities using electronic
means; they are visiting websites.

Money plays a role when considering the viewbook.
Frankly, they are expensive. They are expensive to design
and produce. They are becoming even more expensive to
mail. They are expensive to ship and store.

Several of my client institutions have eliminated the view-
book though most still use a small brochure to take on the
road for distribution at college fairs. Retiring the publica-
tion has made no difference in the success of the recruit-
ment plan at these colleges and universities. We have seen
no decline in the size of the inquiry pool, no decline in con-
version from inquiry to application and no decline in yield.
We have, however, been able to redirect literally hundreds
of thousands of dollars into other recruitment initiatives.
Consider retiring your viewbook and investing the savings
into more effective recruitment activities.

If you feel strongly that you want to continue to publish
your viewbook, you should at least consider changing the
focus. If anyone is going to spend the time reading the
publication, it is much more likely to be parents. You
should alter the content to address their concerns:

Parents will always be concerned about campus safety.
The recent incident at Virginia Tech University may
make this topic even more important for the next few
cycles.

Outcomes are always a concern. Parents want to
make sure that their child’s enrollment will prepare
them for a career. Touting graduation rates and place-
ment rates will be appealing.

Parents will want to make sure that you have appropri-
ate support services. Outlining social and academic
assistance programs is useful.

It is difficult to make major changes in the recruitment
plan. We become accustomed and comfortable with our
tried and true tactics and it is easy to be influenced by what
your competitors are doing. Ibelieve, however, that it is
time to retire the viewbook.
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Look for
John W, Dysart’s
presentations
at the following

conferences:

NASFAA
July 8-11, 2007
Washington, DC

NACUBO

July 28-31, 2007

New Orleans, Louisiana
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All readers are encouraged
to submit articles to this
newsletter on issues related
to enrollment management.

Increase Your
Telemarketing Results

Add valuable Phones from CAS’ multi-sourced consumer
database to the prospects you are currently mailing.

CAS offers services to make your student acquisition and
development programs more successful!

¢ Full-service database hygiene and clean-up
¢ National Change of Address
e Duplicate Elimination

o Database enhancement
¢ Add and Verify Phone Numbers

¢ Add demographics to your donor and
alumni databases

o Lists of graduating high school seniors and
adults for recruitment efforts

=
' Contact April Clark TODAY!
800-524-0908 ext. 2049
CAS

aclark@cas-online.com
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The Fall 2007 recruitment
cycle ends in less than
60 days. Be sure to take

the time to conduct some

detailed analysis on this
year’s outcomes to suggest
opportunities for

improvement next year!
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THE DYSART GROUP, INC.

Extraordinary results in recruitment, financial aid and

enrollment management

Representatives of THE DYSART GROUP, INC. empha-
size revenue-focused enrollment growth. We have assisted col-
leges and universities in achieving record enrollments, improved
academic quality and significantly increased net revenue. Visit
our web site to learn more about the services offered by THE
DYSART GROUP, INC.

John W, Dysart

President
7103 McEwen Place
Charlotte, NC 28227
Toll Free (877) 9-DYSART (939-7278)
www.thedysartgroup.com
thedysartgroup@aol.com
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PREMIER

COMMUNICATIONS

Comprehensive Direct Mail Services and E-Mail
Variable, Digital Printing

e  Database and List Management

e Student Search Strategies

Premier Communications has specialized in direct mail,
e-mail, database management, search design and fulfill-
ment for college admission recruiting for fifteen years.

www.thepremiermailers.com
1-800-231-8782
Excellence means being the best.

Roanoke, VA Savannah, GA




