the business of higher education

The Business of Higher Education: Navigating Opportunities and Challenges

the business of higher education is a complex and evolving landscape that extends far beyond
classrooms and lecture halls. While universities and colleges are traditionally seen as bastions of
knowledge and research, they also operate as significant economic entities. From managing budgets
and attracting students to investing in technology and partnerships, higher education institutions
embody a unique blend of educational mission and business acumen. Understanding this balance is
crucial for stakeholders ranging from policymakers to students and educators themselves.

The Economic Footprint of Higher Education
Institutions

Higher education institutions are major contributors to local and national economies. They generate
employment, foster innovation, and attract both domestic and international students who contribute
tuition fees and living expenses. Universities often act as hubs for research and development,
partnering with industries to drive technological advancements and economic growth.

Revenue Streams in the Business of Higher Education

The financial health of colleges and universities depends on diverse revenue streams, including:
e Tuition and Fees: The primary source of income for many institutions, tuition rates have seen
a steady increase, reflecting rising operational costs and demand for quality education.

e Government Funding: Public universities receive subsidies and grants, although these have
fluctuated based on political and economic climates.

 Endowments and Donations: Wealthy alumni and philanthropic organizations contribute to
endowments that support scholarships, research, and infrastructure.

* Research Grants: Competitive grants from government agencies and private sectors fuel
innovation and elevate institutional prestige.

e Auxiliary Enterprises: Revenue from campus housing, dining services, bookstores, and
events also plays a role in the financial ecosystem.

Balancing these revenue streams requires careful strategic planning to maintain sustainability without
compromising academic quality.



Challenges Facing the Business of Higher Education

Despite its economic significance, the business of higher education faces several headwinds that
threaten its traditional model.

Rising Costs and Student Debt

One of the most pressing concerns is the escalating cost of college education. As tuition fees climb,
students often rely heavily on loans, leading to unprecedented levels of student debt. This burden
affects graduates’ financial stability and influences enrollment decisions, potentially limiting access to
higher education for underprivileged groups.

Competition and Market Saturation

With the proliferation of colleges and online education platforms, competition has intensified.
Institutions now compete not only locally but globally to attract students, faculty, and funding. This
competition can lead to aggressive marketing tactics and a focus on enrollment numbers, sometimes
at the expense of educational quality.

Technological Disruption and Digital Transformation

The rise of online learning platforms, MOOCs (Massive Open Online Courses), and hybrid models is
reshaping how education is delivered. While this offers opportunities for expanding reach and
reducing costs, it also pressures traditional institutions to innovate rapidly and invest heavily in digital
infrastructure.

Strategic Approaches in the Business of Higher
Education

To thrive amid these challenges, institutions are adopting creative strategies that blend education
with business principles.

Embracing Innovation and Partnerships

Collaborations between universities and industries are becoming increasingly common. Such
partnerships enable practical research applications, internships, and job placement opportunities for
students. Additionally, adopting emerging technologies like Al, virtual labs, and adaptive learning
platforms enhances the student experience and operational efficiency.



Focus on Student Success and Retention

Recognizing that student satisfaction directly impacts reputation and financial stability, institutions
invest in support services, career counseling, and personalized learning pathways. These efforts
improve retention rates and foster alumni loyalty, which can translate into future donations and
advocacy.

Diversifying Income and Global Outreach

Expanding international student recruitment and offering specialized programs tailored to global
markets are effective ways to boost revenue. Moreover, institutions explore alternative funding
models such as competency-based education, micro-credentials, and corporate training programs to
stay relevant and financially viable.

The Role of Policy and Regulation

Government policies significantly influence the business of higher education. Funding allocations,
accreditation standards, and financial aid programs shape institutional priorities and accessibility.

Balancing Accountability with Autonomy

Regulations aim to ensure quality and protect students’ interests but can also impose administrative
burdens. Institutions must navigate these requirements while maintaining academic freedom and the
ability to innovate.

Addressing Equity and Inclusion

Policies promoting diversity and inclusion are integral to creating equitable opportunities in higher
education. Scholarships, affirmative action, and support programs help bridge gaps, contributing to a
more diverse student body and workforce.

Looking Ahead: The Future of the Business of Higher
Education

The business of higher education is at a crossroads, influenced by technological advances,
demographic shifts, and evolving societal expectations. Institutions that adapt by embracing
flexibility, fostering innovation, and prioritizing student outcomes are more likely to succeed.

Emerging trends such as lifelong learning, personalized education paths, and increased collaboration



between academia and industry suggest a future where higher education is more integrated with
economic and social needs. As this sector continues to evolve, understanding its business dynamics
remains essential for everyone invested in education’s transformative power.

Frequently Asked Questions

What are the primary revenue sources for higher education
institutions?

The primary revenue sources for higher education institutions include tuition and fees, government
funding, research grants, donations and endowments, and auxiliary services such as housing and
dining.

How is the rising cost of tuition impacting student
enroliment?

Rising tuition costs have led to increased student debt burdens and have caused some prospective
students to reconsider or delay enroliment, while others seek alternative education pathways such as
community colleges or online programs.

What role do online education and technology play in the
business of higher education?

Online education and technology enable institutions to reach a broader audience, reduce operational
costs, and offer flexible learning options, thereby creating new revenue streams and increasing
competitiveness in the education market.

How are universities adapting their business models in
response to declining government funding?

Universities are diversifying their revenue streams by expanding online programs, increasing
partnerships with industry, enhancing fundraising efforts, and developing entrepreneurial ventures to
compensate for reduced government funding.

What impact does globalization have on the business
strategies of higher education institutions?

Globalization encourages institutions to attract international students, establish overseas campuses,
and form global research collaborations, which can increase revenue and enhance reputation but also
require strategic investment and cultural adaptation.

How do endowments influence the financial stability of



universities?

Endowments provide a critical source of long-term funding that supports scholarships, faculty
positions, research, and infrastructure, helping universities maintain financial stability and invest in
strategic initiatives regardless of fluctuations in tuition and government funding.

What challenges do higher education institutions face in
balancing profitability with academic integrity?

Institutions must manage pressures to increase revenue through enroliment growth and program
expansion while maintaining rigorous academic standards and preserving their educational mission,
which can sometimes lead to conflicts between financial goals and academic quality.

Additional Resources

The Business of Higher Education: Navigating Opportunities and Challenges in a Dynamic Landscape

the business of higher education has evolved significantly over the past few decades,
transforming from primarily public service institutions into complex organizations operating within
competitive markets. This shift reflects broader economic, social, and technological trends, raising
important questions about the balance between educational mission and financial sustainability. As
universities and colleges increasingly adopt business models to attract students, manage resources,
and innovate, understanding the multifaceted nature of higher education as a business becomes
essential for policymakers, educators, and stakeholders alike.

Understanding the Business Model of Higher Education

Higher education institutions today function as hybrid entities that combine academic goals with
strategic business practices. Unlike traditional views that focus solely on pedagogy and research,
modern universities must also consider enrollment management, revenue diversification, branding,
and operational efficiency. Tuition fees, government funding, endowments, research grants, and
auxiliary services compose a diversified revenue mix that institutions depend upon for survival and
growth.

The business of higher education entails navigating fluctuating demographics, shifting student
preferences, and increasing competition both domestically and internationally. Institutions must
strategically position themselves to attract prospective students, retain faculty talent, and foster
partnerships with industries. This commercial dimension influences decisions about program offerings,
campus expansions, technology investments, and marketing campaigns.

Revenue Streams and Financial Sustainability

One of the defining features of the business of higher education is the reliance on multiple income
sources. Tuition and fees remain the largest revenue component for many colleges, especially private
institutions. However, public universities often depend heavily on state appropriations, which have



faced cuts in recent years, compelling schools to seek alternative funding.

Research grants and contracts provide another significant revenue stream, particularly for research-
intensive universities. These funds not only support scientific innovation but also enhance institutional
prestige. Endowments contribute to financial stability, yet their size and management vary widely
across institutions, affecting long-term planning.

Auxiliary enterprises such as campus housing, dining services, bookstores, and licensing also
generate income. Moreover, partnerships with private companies—ranging from technology
collaborations to sponsored research—illustrate how the business of higher education intersects with
broader market forces.

Market Competition and Student-Centric Strategies

The higher education sector has become increasingly competitive due to demographic shifts,
globalization, and changing employer demands. Declining birth rates in some regions have led to a
shrinking pool of traditional college-age students, making recruitment a critical challenge.
Additionally, international students, once a consistent growth area, have faced barriers due to
geopolitical tensions and visa restrictions, impacting revenue.

To remain competitive, institutions implement student-centric strategies such as personalized
marketing, flexible program delivery, and enhanced career services. Online education and hybrid
learning models have expanded access, appealing to non-traditional students and working
professionals. These innovations exemplify how the business of higher education adapts to evolving
consumer expectations.

Implications of Commercialization on Academic Quality
and Access

The integration of business principles into higher education raises important debates about the
balance between commercial interests and academic integrity. Critics argue that prioritizing revenue
generation might undermine educational quality or marginalize less profitable disciplines. Conversely,
proponents maintain that sustainable financial models enable institutions to invest in research,
infrastructure, and student support.

Pros and Cons of Business-Oriented Higher Education

e Pros: Financial sustainability, improved infrastructure, innovation in teaching methods,
expanded program offerings, and enhanced global outreach.

e Cons: Potential commodification of education, increased tuition and student debt, pressure on
faculty to produce marketable research, and risk of marginalizing underserved populations.



This tension underscores the need for transparent governance and policies that align financial goals
with educational missions. The business of higher education must consider ethical implications while
responding to external pressures.

Technology and Innovation as Drivers of Change

Technological advancements have become a cornerstone of the business of higher education. Digital
platforms facilitate remote learning, data analytics optimize student retention, and artificial
intelligence supports personalized learning paths. Investments in technology not only improve
operational efficiency but also create new revenue opportunities through certificate programs and
micro-credentials.

The COVID-19 pandemic accelerated the adoption of online education, highlighting both possibilities
and limitations. Institutions that swiftly adapted demonstrated resilience, while others faced
challenges in maintaining enrollment and engagement. These experiences emphasize how technology
shapes the competitive landscape and business strategies of higher education.

Globalization and the International Education Market

Globalization has expanded the reach of higher education beyond national borders, turning it into a
significant international business sector. Attracting foreign students generates substantial income and
enhances cultural diversity on campuses. Countries like the United States, United Kingdom, Australia,
and Canada have long benefited from this model.

However, geopolitical factors, immigration policies, and global health crises have introduced volatility
into the international student market. Institutions must balance reliance on international tuition
revenue with diversification strategies to mitigate risks.

Strategic Partnerships and Cross-Border Collaborations

The business of higher education increasingly involves forging strategic partnerships across countries
and sectors. Joint degree programs, research consortia, and corporate alliances exemplify efforts to
expand influence and share resources. These collaborations can drive innovation, improve academic
offerings, and open new markets.

Such initiatives require sophisticated management and alignment of diverse stakeholders’ interests,
reflecting the complex nature of education as both a public good and a commercial enterprise.

The Future Outlook: Challenges and Opportunities

Looking ahead, the business of higher education faces multiple challenges including demographic
shifts, rising costs, regulatory changes, and evolving labor market demands. At the same time,
opportunities abound in leveraging technology, expanding lifelong learning, and fostering inclusive



access.

Institutions that successfully integrate business acumen with educational values will be better
positioned to thrive. Emphasizing transparency, adaptability, and student outcomes remains critical to
navigating this evolving landscape.

The business of higher education is thus not merely about financial survival but about redefining
higher learning in a way that meets contemporary societal needs while sustaining institutional
missions. This dynamic interplay will continue to shape the sector’s trajectory in the years to come.

The Business Of Higher Education

the business of higher education: The Business of Higher Education John C. Knapp Ph.D.,
David J. Siegel, 2009-10-22 At a time of great economic uncertainty, The Business of Higher
Education looks at the pros and cons of colleges and universities taking a more business-like
approach to fulfilling their missions. How can colleges and universities navigate their way between
shrinking commitments and the increasing expectations of their students? Does the answer lie in
taking a more business-like approach? This extraordinary resource considers the costs and benefits
to both public and private institutions and to society when academe embraces business models for
improving cost-efficiency, marketing, hiring practices, and customer service. Bringing together a
diverse team of contributors from the academic and business worlds, The Business of Higher
Education offers 35 essays in three volumes. The first volume explores issues of leadership and
culture, the second focuses on management and fiscal strategies, and the third volume takes up
issues of marketing and consumer interests. Throughout, the work balances the contrasting
perspectives of those within the academy and those outside of it, as it considers whether higher
education and the public interest are ultimately helped or harmed by the application of business
methods to essential academic functions.

the business of higher education: The Business of Higher Education Noam H. Arzt,
2018-10-09 Originally published in 1995, The Business of Higher Education focuses on innovation in
student financial services. It looks at the area of banking function as a tool for colleges and
universities, and how this can be used to meet the market demand for new services. It also
addresses how this can be used to balance the financial aid budget. The book documents just how
much each colleges and universities have changed over the last decade and how each has changed
given that market forces increasingly shape institutional aspirations.

the business of higher education: Business Practices in Higher Education Mark A.
Kretovics, 2011-02-15 Business Practices in Higher Education is a breakthrough guide offering
higher education and student affairs professionals an understanding of the fundamental business
nature of colleges and universities. The author discusses the practical applications of business
concepts and models and how these applications can contribute to the overall efficiency and
effectiveness of higher education institutions. Useful examples from a wide range of
institutions—including small privates, large publics, and community colleges—illustrate these
concepts. This professional guide is organized into the following four sections: Environment and
Structure Finance and Funding People and Processes Perspectives on the Future Business practices
pervade the academic, student affairs, and administrative sides of higher education. This book
affords readers a greater understanding of the true nature of higher education and an appreciation
for how the academy effectively incorporates business practices into everyday work lives.

the business of higher education: The New Balancing Act in the Business of Higher
Education Robert Louis Clark, Madeleine d'Ambrosio, 2006 This volume, part of the TIAA-CREF
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Institute Series on Higher Education, is based on a national conference, The New Balancing Act in
the Business of Higher Education, which was convened by the TIAA-CREF Institute in November
2005. Managing institutions of higher education has always been a balancing act as campus leaders
address business issues while staying true to their institutions' academic missions. What makes it
increasingly challenging are emerging internal and external factors - including changes in federal
and state funding levels, rapidly evolving demographics on campuses and in the workforce, and
higher expectations and changing demands from a wide and diverse group of stakeholders. In this
volume, higher education leaders explore the challenges facing colleges and universities operating
in today's environment with constrained budgets and discuss a variety of strategies and solutions
being employed to help ensure the ongoing vitality of America's colleges and universities.

the business of higher education: Business Practices in Higher Education Mark A. Kretovics,
Erica Eckert, 2019-10-08 The new edition of Business Practices in Higher Education offers aspiring
higher education and student affairs professionals an understanding of the fundamental business
practices of colleges and universities. The authors apply business concepts and models and explain
how they can be leveraged to improve the overall efficiency and effectiveness of higher education
institutions. Useful examples from a wide range of institutions—including small private colleage,
large public universities, and community colleges—address macro-level higher education and
student population issues, while also addressing micro-level issues for individual institutions or
students. Business practices are critical to the academic, student affairs, and administrative sides of
higher education. This book helps readers understand the true nature of higher education and
appreciate how the academy effectively incorporates business practices into everyday work lives.
New in this edition: Updated coverage of current practice and research New chapters on
accounting, strategic planning, and fundraising End-of-chapter questions for discussion

the business of higher education: American Higher Education in Crisis? Goldie Blumenstyk,
2014-09-15 A timely primer on the current embattled state of American higher education, this book
guides readers through the forces and trends that have brought the education system to this point,
and highlights some of the ways they will reshape America's colleges in the years to come

the business of higher education: What Business Wants from Higher Education Diana
Oblinger, Anne-Lee Verville, 1998 It often seems that neither organizations nor people move fast
enough to stay ahead of the changes brought about by globalization and technology. Yet both
business and higher education are continually challenged to adapt to these changes. This book is
intended to stimulate a dialog between the business and academic communities to determine what
higher education can do to better prepare students for their future careers.

the business of higher education: Higher Education Christian Gilde, 2007-06-15 Higher
Education: Open for Business addresses a problem in higher learning, which is newly recognized in
the academic spotlight: the overcommercialization of higher education. The book asks that you, the
reader, think about the following: Did you go to a Coke or Pepsi school? Do your children attend a
Nike or Adidas school? Is the college in your town a Dell or Gateway campus? These questions
should not be a primary concern for students, parents or faculty in an environment that has to allow
students to freely focus on learning. But in a time of fiscal uncertainty, can higher education ignore
the benefits of commercial ventures? It may seem foolish to do so. However, commercialism has
gotten too close to certain aspects of academia such as the campus environment, classroom
activities, academic research, and college sports. This disturbing encroachment of academic ground
is addressed in Higher Education: Open for Business by a diverse host of authors who are closely
involved in higher learning.

the business of higher education: Higher Education Christian Gilde, 2007-01-01 Higher
Education: Open for Business presents a well-argued critique of the emergence of commercial values
in a system reserved for learning and scholastic inquiry. Through closer examination of academic
areas such as the campus environment, the classroom, academic research, and college sports, the
audience is made aware that we have to think carefully whether we want to turn a 'college nation'
into a 'college corporation'.




the business of higher education: College Management , 1972

the business of higher education: Managing Higher Education as a Business Robert L.
Lenington, 1996 How to utilize financial management principals of U.S. corporations in higher
education.

the business of higher education: The Business of Higher Education Noam Arzt, 2018-10-09
Originally published in 1995, The Business of Higher Education focuses on innovation in student
financial services. It looks at the area of banking function as a tool for colleges and universities, and
how this can be used to meet the market demand for new services. It also addresses how this can be
used to balance the financial aid budget. The book documents just how much each colleges and
universities have changed over the last decade and how each has changed given that market forces
increasingly shape institutional aspirations.

the business of higher education: Selling Higher Education: Marketing and Advertising
America's Colleges and Universities Eric J. Anctil, 2008-09-16 Confronting an era marked by
dwindling support and increased competition, it is incumbent on administrators and higher
education leaders at colleges and universities to broadcast who they are, what they do, and what
makes them valuable. In his direct, unvarnished review of marketing higher education, Eric J. Anctil
offers a critical call to action for institutions who wish to continue and thrive in the business of
higher education. Topics covered include: Market Driven Versus Mission Driven Persuasion and
Choice Marketing and Advertising Higher Education Marketing and Advertising the Intangible
Market Differentiation Recommendations for Selling Higher Education To be viable in the modern
era, today's colleges and universities must strike a balance among delivering sound academic
programs, conducting and promoting research, and engaging with the community as social
institutions and places of higher learning -- while also meeting the contemporary challenges of
running large organizations with dwindling public support and greater competition from the
for-profit education sector. Colleges and universities that are not only aware of this environment but
also are savvy in the changing marketplace increase their changes of establishing distinction among
their peers. Strong institutional identity requires clearly recognizing one's organizational strengths,
effectively communicating how one is different in a crowded marketplace, and building collaborative
partnerships both internally and externally to promote greater awareness and recognition among
key stakeholders. Strategic marketing enables one to move from being simply driven by the market
to being savvy about it. This monograph is an invaluable guide to that process. This is the second
issue in the 34th volume of the Jossey-Bass series ASHE Higher Education Report. Each monograph
in the series is the definitive analysis of a tough higher education problem, based on thorough
research of pertinent literature and institutional experiences. Topics are identified by a national
survey. Noted practitioners and scholars are then commissioned to write the reports, with experts
providing critical reviews of each manuscript before publication.

the business of higher education: The Business of Higher Education Mahlubi Mabizela, 2005
Publisher Description

the business of higher education: The New Balancing Act in the Business of Higher
Education R. Clark, 2006-01-01 . . . the stature of the authors, who include prominent university
presidents and chancellors as well as leading researchers on the business of higher education,
makes this a worthwhile read. Not to be missed are the chapters on how three Virginia universities
are redefining what it means to be a public university, and an interesting and provocative look at the
looming financial crisis in higher education and how it can best be addressed. Highly recommended.
F. Galloway, Choice The New Balancing Act in the Business of Higher Education is a must read for
higher education leaders. It captures the major challenges of balancing enhancement of revenues to
sustain mission and core values with containing costs to keep tuition for students affordable. At the
same time, given the changing nature of the faculty, colleges and universities must respond by
developing more flexibility within faculty careers. And presidents must lead their institutions
through transformative changes that require trust and credibility among the stakeholders. Now is
the time for strong, collaborative and decisive leadership. Claire Van Ummersen, Vice President and




Director, American Council on Education, US This volume is an important read for those responsible
for working through an environment in which change is the one true constant. Richard D. Legon,
President, State Higher Education Executive Officers, US The New Balancing Act in the Business of
Higher Education clearly indicates the world s finest system of higher education (as we have so long
claimed) is undergoing an identity crisis. Stan Ikenberry begins by pointing with alarm to an eroding
social compact , the once well-understood reciprocal responsibilities between higher education and
society. Then other leaders, in a series of thoughtful essays, outline the dimensions of our situation.
They warn of the risks of pursuing new revenues without a firm grasp on core values, and explore
the challenges of rebuilding trust, the centrality (and growing marginalization) of faculty academic
leadership, the pernicious effects of inertia, the urgency of innovation and change, and the evidence
of successful leadership and adaptation. Global forces have made success in higher education
indispensable to almost all of the American people. Without compromising on quality, the nation
needs substantially more widespread educational attainment. We are in a crisis; business as usual is
entirely unacceptable. The New Balancing Act in the Business of Higher Education is a step beyond
denial, toward essential change. Paul E. Lingenfelter, State Higher Education Executive Officers, US
The nation s leadership in higher education is on the line, and colleges and universities need tools
and insights to remain competitive. The New Balancing Act in the Business of Higher Education
should be part of their toolkit. Travis Reindl, Director of State Policy Analysis and Assistant to the
President, American Association of State Colleges and Universities, US In The New Balancing Act in
the Business of Higher Education, senior insiders and noted scholars assess the economic conditions
facing America s universities and colleges in the 21st century. The picture they paint is not bright. In
forthright and unflinching but far from despondent language, the authors consider many important
issues that must be addressed even as they are often (wishfully) overlooked: stagnating college
enrollment rates; the need for cost containment and systemic reorganization; institutional inertia;
contingent and contract faculty; and the decline in state funding. This volume is full of useful
insights and clear interpretations to aid policymakers and scholars in shaping a more optimistic
future for higher education in the US. Clive R. Belfield, Queens College, City University of New York,
US This volume, part of the TIAA-CREF Institute Series on Higher Education, is based on a national
conference, The New Balancing Act in the Business of Hig

the business of higher education: Higher Education is Serious Business Harry Lumm
Wells, 1953

the business of higher education: Dark Sides of Business and Higher Education
Management, Volume I Agata Stachowicz-Stanusch, Gianluigi Mangia, 2016-09-28 Contemporary
management studies usually focus on positive and desirable solutions that increase the
organizational effectiveness and performance. As a result, graduates of higher business schools are
totally unaware of the risk associated with management misconduct that often results in corrupt
scandals, erosion of public trust to their organizations, or even the collapse of profitable
corporations. The last decade, in fact, has been abundant in numerous examples of corruption
scandals in modern organizations and instances of management misconduct that have eroded public
faith (such as Enron, WorldCom, Tyco, Adelphia, Arthur Andersen, and Parmalat). Due to repeated
misconducts and a highly active dark side, scholars started paying more attention to the so-called
Odark sideO of organizations, as something no longer exceptional to organizational life. This book
attempts to shed light on the reality of challenges for business practices and higher education
management that stem from misconduct occurring in various aspects of business and educational
environment.

the business of higher education: Dark Sides of Business and Higher Education
Management, Volume II Agata Stachowicz-Stanusch, Gianluigi Mangia, 2016-09-28 Contemporary
management studies usually focus on positive and desirable solutions that increase the
organizational effectiveness and performance. As a result, graduates of higher business schools are
totally unaware of the risk associated with management misconduct that often results in corrupt
scandals, erosion of public trust to their organizations, or even the collapse of profitable



corporations. The last decade, in fact, has been abundant in numerous examples of corruption
scandals in modern organizations and instances of management misconduct that have eroded public
faith (such as Enron, WorldCom, Tyco, Adelphia, Arthur Andersen, and Parmalat). Due to repeated
misconducts and a highly active dark side, scholars started paying more attention to the so-called
Odark sideO of organizations, as something no longer exceptional to organizational life. This book
attempts to shed light on the reality of challenges for business practices and higher education
management that stem from misconduct occurring in various aspects of business and educational
environment.

the business of higher education: The Business Growth Benefits of Higher Education D.
Greenaway, C. Rudd, 2014-04-22 This book tackles the role of universities in driving economic
growth. Their role as providers of talent, technology and new ideas is considered in the light of the
2008 Global Financial Crisis. A series of expert authors consider success, opportunity and how
national frameworks can be fine-tuned to deliver business success.

the business of higher education: Smart Leadership for Higher Education in Difficult Times
David W. Breneman, Paul J. Yakoboski, 2011-01-01 In an era of sound bites, Smart Leadership for
Higher Education in Difficult Times provides an outstanding analysis of the context in which today s
colleges and universities operate. The essays are thought provoking, insightful and valuable for
preparing our institutions for an uncertain future. Through case studies and personal experience,
contributors challenge readers to reflect on our own institutions and re-imagine higher education.
Graham B. Spanier, The Pennsylvania State University, US Smart Leadership for Higher Education
in Difficult Times makes the case that bridging the time from recession to recovery with typical
belt-tightening tactics, without a strategy for fundamental change in the higher education business
model, is a formula for failure. Globalization, changing demographics, evolving technology and jobs
of the future are only beginning to impact the business of higher education. These trends, combined
with the lingering effects of constrained revenue, are the building blocks of a new business
environment. Reading this book will jump-start your thinking about how innovation, reorganization,
prioritization and strategic investing are necessary for institutional success. John Walda, National
Association of College and University Business Officers, US In response to falling state support,
limited returns from endowments and increasing costs, colleges and universities have turned to
examinations of the mission of higher education and new ways in which its missions can be achieved.
Two of the many provocative insights described in this series of papers concern the permanent
nature of change in the economic, demographic and competitive environment, and the need for more
creativity and innovation. Risa Palm, Georgia State University, US Smart Leadership for Higher
Education in Difficult Times offers positive ideas and encouragement from some of the leading
thinkers and doers in higher education about how to lead proactively in response to the sobering
challenges now facing colleges and universities economic stagnation; the completion imperative;
rapid demographic changes; global competition; the stunning pace of technological change; and the
tensions among affordability and the stubborn growth in college unit costs. William Zumeta,
University of Washington and Association for the Study of Higher Education, US As the US economy
emerges from the severest recession in a generation, large questions regarding its long-term
ramifications for higher education remain unanswered. In fact, the harshest effects of the economic
downturn are likely ahead as campus leadership focuses on enrollment, affordability and
fundraising. This volume of essays examines the challenges and opportunities for advancing higher
education s core missions of education, research and service in a resource-constrained environment.
Many parties will wish to return to the old normal, but fulfilling the mission of higher education will
require implementing change in the face of opposition, gaining support from key stakeholders, and
maintaining morale in the process. The new normal entails innovating to meet the needs for higher
education among a growing population of potential students from disadvantaged socioeconomic
backgrounds, many of whom are ill-prepared for a college education and unaware of how to access
it, and a population of mid-career students seeking to retool or reinvent themselves for the labor
market. The economic success of both individuals and the US economy are directly dependent upon



increasing the share of the population receiving a higher education. Chapter authors include college
and university presidents and chancellors, and other senior administrators and thought leaders from
the higher education community. They provide new and actionable information to enhance
decision-making and inform strategic planning as well as a contemporary examination of the
business of higher education and areas of potential new research.
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