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The problem of this study concerns business

partnerships in higher education. The major purpose of the

study was to describe and analyze the business-higher

education program in one Texas community college. Secondary

purposes were to describe and analyze (a) the premises of

business and higher education partnerships, (b) the

planning, organization, and structure in a selected

community college, (c) the educational benefits received by

both businesses and their employees who are active in

cooperative partnerships, in general and at a specific

community college, (d) the future challenges and

opportunities for partnerships at other levels of American

higher education, and (e) the needed research to evaluate

business and higher education partnerships.

Participants of this study were the individuals who

were part of the Business and Professional Institute at

North Lake College in Irving, Texas. The study represents

more than a pooling of information on business and higher

education partnerships. In order to develop the richest



study possible, a descriptive study was completed which

included a thorough review of literature, research, and

models pertaining to business and higher education

partnerships. This research is organized and synthesized so

that key concepts and ideas which are related to business

and higher education partnerships can lead to an

understanding of the movement as it is being studied,

discussed, and implemented today.

Data were collected through observation, individual

interviews, and an examination of secondary sources.

Observations and interviews were recorded with handwritten

notes. The final presentation of the data was descriptive

in format and reported in narrative fashion.

The five chapters comprising the study include an

introduction, a review of literature, the methods and

procedures, a presentation and analysis of data, and the

summary, conclusions, interpretation, and recommendations of

the study.
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CHAPTER 1

INTRODUCTION

The Morrill Act of 1862 spawned a trend that led to the

development of partnerships between business and higher

education. The act specified that land-grant institutions

were to become engaged in partnerships with businesses and

industries; however, most of the resulting alliances were

concerned with agricultural issues. While business and

higher education partnerships span well over 100 years, it

was not until the late 1970s that significant increases were

evident in the types and numbers of partnerships. It was

during this period that all types of businesses and

educational institutions became involved in partnerships

(Powers, Powers, Betz, & Aslanian, 1988).

Abelson (1986) identified a variety of types of

innovative alliances.

1. Research/Industrial Parks. The parks, alliances

between large universities and major cooperations, serve to

promote regional economic development. Well-known examples

include the Research Triangle Park which involves the

University of North Carolina at Chapel Hill, North Carolina

State University, and Duke University; Stanford University
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Industrial Park; and the University of Florida Research and

Technology Park.

2. Research and Technical Centers. These centers have

been established so that university researchers can explore

questions posed by corporations, on the assumption that most

direct costs will be funded by corporations. Familiar

alliances include: the University of Minnesota's

Microelectronics and Information Sciences Center and

Honeywell, 3-M, and Sperry; Carnegie-Mellon University's

Robotics Institute and various robotics and manufacturing

industries.

3. Technical Assistance and Consulting Services.

These services include relationships between campus

expertise and corporate research and development needs. The

consulting arrangements involve faculty members at

universities, 4-year colleges, junior colleges, and

community colleges in relationships with all types of

businesses and industries. Examples include the Center for

Entrepreneurial Studies and Development at West Virginia

University and established businesses in West Virginia;

North East Tier Advanced Technology Center at Lehigh

University and 69 private and public colleges, 44 private

firms, and 70 foundations.

4. Incubator Centers. These centers provide an

embryonic environment in which newly formed businesses can
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be nurtured. One example is the Dallas County Community

College's Small Business Incubator Center.

Collaborative efforts on the part of business and

institutions of higher education are diverse and innovative,

and the goals of both entities seem to be converging (Baer,

1980; Battenburg, 1981; Bok, 1981; Brown, 1980; Declereq,

1981). Future partnerships will likely play a significant

role in shaping the nation's economy. It is, therefore, in

the interest of all members of both the higher education

community and the business community to be familiar with the

subject.

Nevertheless, as noted by Powers et al. (1988),

different kinds of expertise are available at different

community colleges, 4-year colleges, and universities;

therefore, different kinds of institutions collaborate with

businesses in different ways. Typically, graduate

institutions provide research and technical assistance to

large cooperations; 4-year colleges offer degree-level

training and technical assistance to small businesses, and

community colleges emphasize training and retraining

services. Thus, all higher education institutions,

according to their service missions, can engage in business

and higher education partnerships.

While collaborations between businesses and all levels

of higher education are important, some of the most
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innovative and unique partnerships appear to be at the

community college level (American Association of Community

and Junior Colleges, 1984; Deegan & Drisko, 1985; Feldman,

1985; Frye, 1983; Groves, 1985; Jaschik, 1986). This may be

due, in part, to changes in the service missions of

community colleges which have been brought about by the

country's high technology work force.

Eaton (1985) described the status of community colleges

in this respect:

The nation's 1,219 community, technical, and
junior colleges form a grant training and educational
network that enrolled 55 percent of all the first-time
freshmen attending college in 1983. . . . Of the almost
five million students who are enrolled for credit, 63
percent attend part-time, an indication of the value of
these colleges to working students. Occupational/
technical programs enroll a majority of credit students
in community, technical, and junior colleges.
Approximately 70 percent of all credit students in the
colleges in the 1983-84 academic year were enrolled in
these programs. At last count, the colleges offered
more than 1,400 different occupational programs.
(p. 14)

While community colleges still function as major feeders to

colleges and universities, the educational services provided

by the community college network are important and diverse.

Some of the more innovative services offered by community

colleges include partnerships with business and

corporations. These relationships merit a closer look.
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Statement of the Problem

The problem of this study concerns business

partnerships in higher education.

Purposes of the Study

The major purpose of this study was to describe and

analyze the business and higher education partnership

program in one Texas community college. Secondary purposes

were to describe and analyze (a) the premises of business

and higher education partnerships; (b) the planning,

organization, and administrative structure in a selected

community college; (c) the educational benefits received by

both businesses and their employees who are involved in

cooperative partnerships in general and at this community

college; (d) the future challenges and opportunities for

partnerships at other levels of American higher education;

and (e) the needed research to evaluate business and higher

education partnerships.

Research Questions

The following research questions were formulated in

order to achieve the purposes of the study:

1. On what premises are business and higher education

partnerships based? (a) How will the partnerships benefit

higher education? (b) How will the partnerships benefit

business and industry? (c) What are the opportunities for
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leadership in such collaborative ventures? (d) What are the

traditional models of business and higher education

relationships? (e) What are examples of successful

partnerships? (f) How can business and higher education

partnerships affect the traditions of higher education?

(g) How can successful partnerships be created?

2. How has the business and higher education

partnership at the selected community college been planned,

organized, and administered? (a) What are the antecedents

and origins of the program? (b) Who is responsible?

(c) What is the primary model focus? (d) Who participates

from the college? (e) Who participates from business and

industry (f) What is the administrative structure?

(g) What is the operating budget for the program? (h) How

is it funded? (i) How is the program evaluated?

3. What comprises the educational program of the

business and higher education experience at this community

college? (a) What are the educational objectives? (b) What

is the expected outcome or effect of the program on its

participants? (c) What are the teaching strategies

employed? (d) How are the instructors selected and trained?

(e) What are the demographics and motivators of the

participants in the program (such as age, gender, social

class/income level, educational background, race, employment
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background, and primary motivation to participate in the

program)?

4. What are the future opportunities for business and

higher education partnerships? (a) For this community

college? (b) For other levels of American higher education?

5. What research is needed to evaluate business and

higher education partnerships? (a) From educational

perspectives? (b) From business perspectives?

Definition of Terms

For the purposes of this study, the following

definition was employed:

Business and higher education partnerships refer to

alliances between colleges and universities and businesses

and industries for the purposes of improving (a) the

financial situations of colleges and universities,

(b) American productivity and competitiveness, and (c) the

well-being of the American business community. Examples of

such partnerships include university-affiliated industrial

parks, technical centers, and on-campus training centers

(Powers et al., 1988).

Delimitations

The scope of this study primarily concerns the business

partnerships at one community college.
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Background and Significance of the Study

The movements for business and higher education

partnerships, which are also referred to as business and

higher education collaborations and alliances, are becoming

visible educational concepts in American higher education

today. Following the lead of Stanford University, where in

the prototype of the research park cooperative was

established in 1951, a number of colleges and universities

are initiating and developing partnerships with businesses

and industries, including research and technical centers,

technical assistance and consulting centers, incubator

centers, and business and professional development centers.

Part of this initiative is the recommendation that

administrators and faculty members at all levels in higher

education become familiar with, and involved in, promoting

such collaborations at their institutions.

Seemingly, the idea that such collaborations can

address and meet the needs of both industry and education

without compromising either educational traditions and

values or industrial commitment to competition and

productivity should be attractive to both administrators and

faculty members. Yet, administrators and faculty members

appear to be confused, if not negative, concerning business

and higher education partnerships.

I Of
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It seems evident that administrators and faculty

members do not see such partnerships as an important

activity for their institutions. Some perceive the movement

as one of many temporary educational innovations. Many

administrators at 4-year colleges and community and junior

colleges feel that business and higher education

partnerships are intended and suited only for large research

institutions. Some faculty members feel that teaching

involvement belongs solely to professors in fields of

science and technology. They argue that fine arts and arts

and science professors have no place in such ventures.

Others believe the added pressure of teaching in the

programs would only increase their already-heavy workloads.

Some administrators and professors admit that they have

a limited understanding of what business and higher

education partnerships are or should be. Therefore, they

are often reluctant to promote or become involved in such

collaborations. The fact remains, however, that the future

of America's business industry and educational systems may

depend upon business and higher education partnerships in

their effort to compete with foreign competitors and to

ensure the economic development of the country based on the

strategic use of knowledge derived from such alliances.

Obviously, administrators and faculty members need

assistance if business and higher education partnerships are
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to grow and expand. Presently, most colleges and

universities do not provide future administrators and

faculty with courses in higher education administration,

teacher preparation, or content areas which address the

issues and concerns of business and higher education

partnerships. Although some institutions provide their

administrators and faculty with workshops and programs on

the topic, many do not.

The intent for this study, then, was to determine and

explicate what administrators and faculty members in higher

education need to know about business and higher education

partnerships. With such clarification, these professionals

should then be able to define more clearly the kinds of

partnerships that are suitable for their own institutions

and the ways they can become individually involved in such

collaborations. In addition to descriptions of existing

models and practice, this study also provides administrators

and faculty members with a much-needed historical and

theoretical framework to explain why particular partnerships

are more appropriate than others. Equally important, this

type of framework is crucial in determining what

administrators and faculty members in higher education need

to know about business and higher education partnerships

prior to their involvement in such ventures.
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Finally, the existing literature is enhanced by the

provision of further insights concerning the impact that

business and higher education partnerships have on campus

communities.

Design and Organization of the Study

The five chapters comprising this study include an

introduction, a review of literature, the methods and

procedures, a presentation and analysis of data, and the

summary, conclusions, interpretation, and recommendations of

the study.

Chapter 1 includes a statement of the problem, the

purpose, the research questions, the background and

significance of the study, and the definition of terms. The

second chapter serves two purposes. First, it provides a

needed historical overview of the movement in American

colleges and universities, and answers the following

questions: What are the historical antecedents to current

business and higher education partnerships? How do business

and higher education partnerships fit into the traditions of

higher education? The second portion of the chapter

includes a review of literature directly related to current

business and higher education partnerships which are

representative of the diverse, contemporary initiatives

needed to begin such programs. A viewpoint from which to
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suggest future directions for cooperative efforts is also

provided. In order to understand the present and predict

the future, it is necessary to clearly understand the past.

The third chapter includes a description of the methods

and procedures used to collect and analyze data obtained for

this study. Sections include a description of the

population, an identification of data collection techniques,

and a summary.

The fourth chapter is devoted to the descriptive

analysis of the business and higher education partnership

model at one community college. Chapter 4 includes answers

to questions regarding how the business and higher education

partnership model at one community college has been planned,

organized, and administered.

Chapter 5 includes the summary, results,

interpretations, conclusions, and recommendations derived

from the analyses of the data obtained for this study.



CHAPTER 2

REVIEW OF LITERATURE

Introduction

In order to gain a further understanding of business

and higher education partnerships, an awareness of the

historical antecedents of the movements and the current

efforts to implement partnerships between business and

higher education is necessary. This awareness facilitates

an understanding of how current efforts to establish such

partnerships can foster both industrial innovation and human

development.

This chapter is divided into two sections. The first

section traces and describes the development of business and

higher education partnerships as they developed in America

from the 19th century, when the Morrill Act established

land-grant universities (Powers, Powers, Betz, & Aslanian,

1988). This survey is not intended to be an exhaustive

history of business and higher education partnerships, but,

instead, provides a context for considering the importance

of the current movement.

The second part of the chapter includes an examination

of what is currently underway regarding the implementation

13
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of business and higher education partnerships. The premises

which underlie the movement to promote business and higher

education partnerships are discussed, the benefits to both

industry and higher education are delineated, and

opportunities for leadership in such ventures are

identified. Equally important, selected models of

partnerships which are representative of the diverse

initiatives to establish business and higher education

partnerships are described. Finally, the ways in which

partnerships can affect the traditions of higher education

are noted.

It is necessary to point out that while both the

history and the current state of business and higher

education partnerships have been chronicled in education

literature as well as business and government publications

(Brown, 1980; National Commission on Research, 1980;

National Science Foundation, 1982; Powers et al., 1988),

this review represents a seminal attempt to synthesize such

information. However, new materials are being added to

education information databases on a daily basis and may be

found by referring to monthly issues of Resources in

Education and the current Index to Journals in Education

under the heading "Business/Higher Education Alliances."

Therefore, this chapter is not intended to provide a

complete state-of-the-art review, but to provide a viewpoint
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from which to consider the current movement to establish

business and higher education partnerships and from which to

suggest future directions.

Historical Overview

New developments in higher education have appeared so

rapidly during the past 20 years that, to some, they seem to

have emerged apart from any history of the field. This is

also true of business and higher education partnerships--a

concept that is spreading quickly in American colleges and

universities. Although the phrase "business and higher

education partnerships" is relatively new to some educators,

the concept, like other educational innovations, did not

just emerge. The fundamental idea that business and higher

education can work together to produce excellence in both

the corporate world and higher education environments finds

its antecedents in the 19th century (Gold, 1981; Powers

et al., 1988; Veblen, 1953; Vesey, 1965).

Powers et al. (1988) emphasized that land grant

institutions have been allied in partnerships with

businesses and industries since 1862, when the Morrill or

Land-Grant Act defined their service missions. Under the

Morrill Act, Congress granted every state 30,000 acres for

each senator and representative it had in Congress. The

land was to be sold, the proceeds invested, and the income

alww"Oloo -1 UM411



16

used to maintain universities for agriculture and the

mechanical arts. The missions of these newly established

institutions were, then, to prepare students for the work

force, which needed men who were trained for agricultural

and mechanical jobs. These early efforts to prepare

students for future jobs serves as a reminder that the idea

that education should serve the greater good of American

society has its precedents in the 1800s.

As a matter of fact, Thorstein Veblen ([1899] 1953)

noted more than 90 years ago that it was the influence of

modern corporations and industries of the day that first

moved higher education away from classical studies and

toward research efforts which would benefit American

industry. Specifically, it was the creation of Johns

Hopkins University and Cornell University which marked the

active involvement of industrialists in formulating new

missions, new goals, new objectives, and new curriculum of

higher education (Gold, 1981). Since that time, "the two

worlds have been interlocked" (p. 10).

According to Vesey (1965), however, the founders of

land grant state universities and Johns Hopkins and Cornell,

as well as founders of early technical colleges, were all

enthusiastic about educating young men with the needs of the

modern corporation foremost in their minds. This

enthusiasm, Vesey contended, brought with it recruitment
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strategies which catered to a broad clientele and emphasized

the practical value of an education. Writings with such

titles as "The Practical Value of a College Education,"

"Does College Education Pay?," and "College Men First Among

Successful Citizens," helped to establish "an atmosphere of

welcome for boys of worldly aspiration" (p. 348). Gold

(1981) emphasized that "this period initiated the

credentialing function of higher education and old boys

networks that have become such core elements of higher

education-business resource systems" (p. 11). These

efforts, Gold contends, began the first of American

democratization in higher education.

Vesey (1965) pointed out that while the leadership of

both state and private institutions were backing the idea of

preparing students who could contribute to the needs of

industry and society and thereby to the nation's wealth,

they were at the same time concerned that industry should

reciprocate by contributing capital to their respective

institutions. They not only believed in and welcomed the

concepts of stewardship and philanthropy, they expected it.

Gold (1981) noted that, while many industrialists such as

the Rockefellers and the Carnegies supported higher

education with generous endowments, many did not. Equally

significant, he wrote, many scholars relied too closely on

association with monied interests. As Vesey pointed out,
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these kinds of attitudes have been expressed by experts in

education toward the corporate community for more than a

century. Vesey recalled John Dewey's 1902 comments:

"Institutions of learning are ranked by their obvious

material prosperity, until the atmosphere of money-getting

and money-spending hides from view the interests for the

sake of which money alone has a place" (p. 346). Such

changes suggested that university leaders took their orders

from corporate heads.

Interestingly enough, Gold (1981) pointed out, this

pattern of attraction and avoidance continues today. For

example, Magarrell (1979) found that corporate philanthropic

support for education has averaged about 36% of corporate

giving annually since 1964. While this percentage of giving

is significant, it is also important to note that although

96% of 292 corporate chiefs surveyed agreed that "corporate

self-interest is best served by preserving the basic

freedoms in the university" and that "competition among

individuals is essential to the vitality of free

enterprise," over half had doubts about their willingness to

provide support without interfering in academic policies and

practices. More than three-fourths complained of a liberal

bias and a lack of support for market-based systems among

faculty and students. Finally, approximately one-third

described the economic and political views of faculty as
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important factors in corporate decisions to support

universities (p.11). This kind of ambivalence has created

underlying feelings of distrust and skepticism among members

of the corporate world and the educational community

regarding business and higher education alliances for more

than a century.

While conflicting views about business and higher

education partnerships among the leadership in both

corporate and educational settings have stifled the growth

of such alliances, Gold (1981) emphasized that the core

problem differentiating business and higher education

alliances for the past 80 years from those of today is that

business and education were less equal institutions then.

According to Gold, neither side had any goods worth

exchanging; each side spoke a different language and had

different purposes and objectives.

Higher education could confer some legitimacy and
prestige on those it touched but had few direct
benefits of real scale to offer industrialists and
politicians. Similarly, business and industry had
little to offer education other than financial support
of a worthy social institution. (Gold, 1981, p. 12)

While all of this is true, the growth curve of business

and higher education partnerships has increased

significantly during the past 30 years, and a complex

network of relationships has developed (Gold, 1981; Peters &
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Fusfeld, 1983; Powers et al., 1988). Key factors which are

responsible for the upswing include:

Corporate presence on the boards of trustees of
colleges and universities, private and public, and
domination of corporate board rooms and planning staff
since World War II by college and graduate school
trained managers and technocrats.

Expanded corporate educational philanthropy,
stimulated in part by the formulation in 1952 of the
Council for Financial Aid to Education.

Consultantships and community service projects of
faculty members and extensive use of real-world sites
and learning experiences for students.

Availability of corporate and union tuition
assistance.

Growth of professional associations and their
publications as forums for "cultural exchanges" between
members of the two sectors.

Ability of community colleges to penetrate the
market for all types of occupational training, in part
creating that market while transferring costs from
employers to individuals and taxpayers.

Improved career guidance, student placement, and
employee recruitment processes that attempt to make
postsecondary education more of an integrated function
for the career advancement of individuals. (Gold,
1981, p. 12)

These factors represent a network of interpersonal,

interinstitutional, and intellectual connections. These

collaborative relationships, according to Stauffer (1980),

have helped to form the basis for today's business and

higher education partnership movement.

This brief historical overview, which leads to the

current movement to encourage business and higher education

partnerships, suggests two things about the alliances.

First, the idea is not new but finds its antecedents in the

19th century. Second, while there have been efforts for
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more than a century to establish partnerships, not much was

done before the late 1970s to increase the types and numbers

of the relationships across institutions, including

universities, colleges, junior and community colleges, and

technical schools.

Recent Business Partnerships in
Higher Education

Innovative collaborations between business and higher

education have grown dramatically since the late 1970s and

early 1980s. Many universities, colleges, junior and

community colleges, and technical schools in this country

are currently initiating and developing collaborative

programs with business and industry. Part of the impetus

for this initiative is the recommendation of the United

States government that businesses and higher education

should work together to increase national productivity

(Bloch, 1986).

It is no secret that the United States has fallen

behind some European Countries and Japan in its role as the

world's leader in creating and applying new technologies.

For example, the Japanese have revolutionized the American

automobile industry by producing small, fuel efficient,

inexpensive cars. In addition to their success in the

automotive field, Japan and other Asian countries are

rapidly becoming leaders in the electronics industry.
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European countries, too, are challenging the United States

in such areas as physics and space exploration (Fairweather,

1989; Gildea, 1987; Powers et al., 1988).

In a 1986 report, Eric Bloch, Director of the National

Science Foundation, argued that to be competitive and

successful in international markets, the United States must

manufacture advanced products with competitive pricing.

This kind of productive manufacturing depends on both basic

and applied research. Bloch emphasized that for years the

National Science Foundation not only supported research, but

also supported technology transfer to the private sector to

help industries develop products in order that they might

remain competitive. Both Bloch (1986) and Powers et al.

(1988) suggested that institutions of higher education can

promote the United States' economic development by

undertaking research, engaging in technology transfer

activities, and offering training programs, professional

development opportunities, and management assistant programs

to industry.

While it is argued that institutions of higher

education can enlarge the research base on which industry

depends for innovation and product development, and in doing

so increase their infusion of capital, Powers et al. (1988)

pointed out that because of their fundamental differences

regarding research and the discovery of knowledge, "Academia
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and businesses are unlikely partners" (p. 3).

Traditionally, institutions of higher education have focused

on the discovery of knowledge as an end in itself. On the

other hand, business leaders believe that new knowledge

should result in new products, which in turn should create

more profits. Academicians, who prefer basic research,

publish their findings in various educational journals;

whereas, business leaders, who value applied research, keep

their new knowledge a secret until new products can be

produced and marketed (Powers, 1983).

T. L. Brown (1985) identified yet another significant

difference between university and industrial research. He

pointed out that although most university research is

long-range and programmatic, the research efforts of

American industry are short-term and are focused on current

product lines, the availability of materials, and production

costs. However, T. L. Brown emphasized that the corporate

world is beginning to recognize that present and continued

growth in technological superiority depends upon basic

research. T. L. Brown concluded that this factor provides

the rationale for more extensive university research and,

ultimately, more business and higher education partnerships.

Although one of the main reasons for business and

higher education collaborations is to help promote the

economic development of the United States, D. R. Powers
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(personal communication, January 20, 1989) indicated that

both administrators and faculty in higher education have

become interested in partnerships because of potential

leadership opportunities. He noted that these opportunities

occur because of changes in institutional policies,

practices, missions, and funding patterns which are often

brought about as a result of the partnerships. While

top-level administrative interest in research and finance

are crucial for partnership development, Powers stressed

some of the most successful alliances are developed by

individual faculty members.

It is important to recall that the years from the 1940s

through the 1960s were years of unparalled growth for

institutions of higher education. It was a time when

leadership roles were clearly defined. Today, however, with

institutional growth near a stand-still, leadership

opportunities are not so traditionally delineated. In the

past, for example, presidents, vice presidents, deans, and

department chairs were considered to be institutional

leaders. Today, a variety of external affairs officers

collaborate with businesses, military, personnel, and

government agencies in both program and research

development.

In addition, many faculty members consult with

non-academic entities that contribute expertise in various
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areas. The individuals in these recently developed

positions represent the new leadership in higher education

(Powers, 1983).

Benefits of Partnerships

It is true that business and higher education

partnerships have increased because of governmental needs

and recommendations and because of various leadership

opportunities; however, many other factors have also brought

about such cooperative efforts. A number of benefits are

identified in the literature which bear on the nature of the

agreements into which the two parties might enter as a

result of business and higher education alliances (Pake,

1991; Peters & Fusfeld, 1983; Powers et al., 1988; Prager &

Omenn, 1981; Tatel & Gutherie, 1983).

Perceived benefits for universities include the

potential to improve their financial situations; to promote

advancement of knowledge by improving the quality of

instruction and research; to increase the number of

graduates in high demand fields such as mathematics,

computer science, and physics; to provide student exposure

to real-world research problems; to avoid the time-consuming

reporting requirements involved in obtaining government

money; and to gain access to company research facilities and

equipment. Potential benefits for industry are equally
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compelling. Reasons listed by companies for choosing to

collaborate with universities include the following: to

obtain access to manpower, to draw from the work of

scientists around the country without having to expand

in-house facilities and capabilities, to gain professional

development for cooperate employees, to reduce research and

development investment, to obtain prestige or enhance the

company's image, and to foster community relations (Brodsky,

Kaufman, & Tooker, 1979; Nobel & Pfund, 1980; Peters &

Fusfeld, 1983; Powers et al., 1988; Tatel & Gutherie, 1983).

One can see that there are many possible mutual benefits.

Krumbhaar (1985) summarized the needs that can be met

through business and higher education collaborations and

drew a number of conclusions, including the following two:

A wide community of interests exists between
higher education and business since many of the
benefits that a rapidly evolving, technology-intensive
firm would like from a university are the same benefits
that a progressive institution wishes to offer.

Many of the needs can be satisfied rather
inexpensively. (p. 16)

Obstacles to Cooperation

Despite the benefits and shared interests, the

literature reveals certain obstacles to developing

cooperative alliances. Because differences regarding

research views have been discussed earlier in the chapter,

the following discussion is focused on the difference in the
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following three major areas identified by Baldwin and Green

(1984): (a) attitudes characterizing potential

participants, (b) differences in administrative philosophy,

and (c) contrasting professional work styles (p. 7).

Attitudes

Baldwin and Green (1984) noted that one of the major

societal developments that resulted in strained

relationships between higher education and the corporate

world was campus protests against the Vietnam War during the

1960s and 1970s. Despite social and political differences,

other differences and attitudes distinguish academic and

corporate personnel. Baldwin and Green pointed out that

many academics view their corporate counterparts as being

too profit oriented. Additionally, many think industrial

scientists sacrifice rigor and thoroughness to the demands

of product-oriented managers.

Conversely, many corporate employees believe that

academics live in ivory towers and sacrifice practical

applications of their work for esoteric theorization.

Members of the corporate world claim this academic rhetoric

most often appears as gobbledygook in academic publications.

Finally, industrial scientists criticize their academic

counterparts for not being able to keep up with them,

creatively or productively. These contrasting views are
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considered to be stereotypes of somewhat limited validity;

however, they often do impede efforts to build partnerships.

Administrative Philosophy

Differences in administrative philosophy, according to

Baldwin and Green (1984), are profound. Leaders of

institutions of higher education consider themselves

responsible to the public, and see "their work contributing

to some larger civic or educational purpose" (p. 8). The

focus is on the quality of the work performed in addition to

the number and quality of students trained. Furthermore,

the obligation of an institution of higher education is to

provide supporting facilities for the work without setting

specific educational objectives. Rather, specific

objectives are set by the faculty.

On the other hand, industry is responsible to

stockholders. The work is profit driven; therefore, the

primary focus is on products which produce capital. In

industry, work objectives are set by management; thus,

employees must strive to meet those objectives.

Professional Work Styles

In the academic arena, faculty usually have a high

degree of academic freedom. They have the freedom to choose

their own research topics and teaching areas, and the right

to public their findings, ideas, and feelings in academic
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publications. Equally important to academics is the open

time frame for completion of their work. The corporate

framework, with strict deadlines and narrow ends, is often

disturbing to higher education faculty.

As previously stated, industry is product-oriented and

has objectives that are set by managers. This allows very

little freedom for industrial employees to pursue their own

interests. Projects must be completed within a tight time

frame in order to reap profits. These work constraints are

not viewed favorably by many academics. Even though the

corporate world and the academic community are characterized

by multiple diversities, Krumbhaar (1985) contended that

commonality of interest and the low cost of many

partnerships offset many of the problems inherent in most of

these relationships.

Potential Outcomes

The United States General Accounting Office (1983) has

identified the following outcomes that higher education

services can produce in regard to industrial innovation:

1. facilitating early recognition of significant

breakthroughs in basic research areas which make new

products and processes possible;
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2. increasing the rate at which scientific and

technical knowledge and understanding are adapted by

industry;

3. increasing the availability of sophisticated

facilities, equipment and expertise to scientists and

engineers in industry and universities;

4. orienting university research more toward

industrial needs and opportunities (e.g., interdisciplinary

research);

5. increasing the rate of founding new businesses that

exploit science and technological developments, and

improving their capacity to survive;

6. increasing the capacity of backward or financially

constrained businesses or industries to take advantage of

scientific and technical developments.

According to Powers et al. (1988), any institutions of

higher education that have helped accomplish any of these

outcomes can assume that they have been successful in

fulfilling their service missions. He emphasized that

companies that desire future successes in technology

transfer, and in turning research into products must depend,

to a significant degree, on their alliances with higher

education.
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Cooperative Approaches

As noted in Chapter 1, educational institutions enter

into cooperative programs according to their missions. For

example, large research universities usually focus on

providing research and technical assistance to corporations

while 4-year colleges emphasize degree level and technical

assistance. Community colleges emphasize training and

retraining services.

The Business-Higher Education Forum (1984) lists the

following 13 traditional types of alliances which occur

across different educational levels with various types of

businesses and corporations: (a) corporate financial

support of colleges and universities; (b) corporate support

of students; (c) cooperative education; (d) corporate

associate and affiliate programs; (e) research

agreements-bilateral and consortial; (f) training programs;

(g) personnel exchanges-internships and sabbaticals;

(h) conferences, colloquia, and symposia; (i) consultancies,

lectureships, and faculty loans; (j) volunteer programs--

trusteeships, directorships, and advisory services;

(k) corporate access to university resources; (1) corporate

recruiting of students; and (m) joint projects to address

national problems (pp. 33-34).

The forum recommended that businesses should enter into

these alliances with higher education in order to
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(a) provide nonconventional support in the form of donated

state-of-the-art equipment, incentives for corporations to

increase student aid, and loans of staff, administrators,

and researchers; (b) explore increased use of university

facilities and personnel for employee training and contract

research; and (c) increase financial investment of all

types.

It is important to note that, according to Zemke (1985)

and Eurich (1985), corporations spend thousands of dollars

each year on training and development. This money, however,

is not always spent for courses offered by institutions of

higher education. On the contrary, only about one-fourth of

the organizations offering courses are schools of higher

education (Zemke, 1985). As an example, Eurich pointed out

the National Technological University established by IBM,

Hewlett-Packard, RCA, NCR, Digital Equipment, Control Data

Corporation, and Westinghouse in 1984 to offer courses from

numerous universities via television to employees of

corporations nationwide who want to earn college credits and

degrees in engineering.

Even though many corporations provide their own

employment training, whether it be in-house or with a

consulting and training organization, corporate training is

growing (Eveslage, 1986). With this growth comes increased
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expenses. According to Eveslage, corporate training budgets

increased by 12.5% in 1983 and 14.2% in 1985.

In the wake of the need for increased training budgets,

many businesses are finding it more cost effective to

collaborate with higher education in order to obtain needed

services. A smorgasbord of courses--from computer sciences

to foreign languages--can be offered on campus or at

corporate sites, for credit or noncredit, and as part of

degree or non-degree programs. Tuition can be accessed

according to standard school tuition or according to

negotiated contracts. Students of such courses include

engineers, health care professionals, government employees,

teachers, insurance agents, real estate brokers, and

technicians in all fields.

Eurich (1985) reported that many states are requiring

licensed professionals to take continuing education

programs; thus, many students and prospective students must

participate in some form of continuing training. Many

businesses also encourage employees to participate in

developmental seminars and courses in order to increase

employee loyalty and continuity and to help employees gain

the credentials necessary for success in their professions.

Eurich continued,

Education is as much a business need as running a
laboratory or a plant. Gradually, major companies are
making human resource investments--in essential
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education and training that will give employees skills,
knowledge and attitudes that will make them more
productive and competitive. (p. 2)

While continued education is often pursued by employees

in order to keep a current position or to maintain personal

satisfaction and development, employees in a variety of job

areas are faced with the loss of their jobs. According to

Schlesinger and Guiles (1987), more than 2.7 million blue

collar workers have lost their jobs since January 1981.

Many of these job loses are due to technological changes

that eliminate traditional jobs and require extensive

training and retraining for new positions. Lynton (1984)

contended that the need for training to develop new skills

for new jobs determines the content of courses offered to

help employees adapt to change. He calls this approach

occupational maintenance.

In response to this situation, Powell (1984) suggested

that education (a) update American schools through better

training and retraining for teachers and a reassessment of

the school curriculum, (b) update the American work force

through training and continued education, and (c) update the

American economy through research and development.

Higher education should position itself as a major
technological resource for assisting in these tasks.
The once-distinct role of teaching research and public
service are merging. No longer will education be able
to isolate its primary functions of teaching and
research from its community role, public service.
(p. 53)
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Traditional Higher Education-Business
Relationships

Gold (1981) identified the following four functional

areas of business-higher education relationships:

1. The production and distribution of teaching
and learning services. Which institutions have been
and will be responsible for adding economic and other
values to human resources?

2. The production and distribution of new ideas
and products. Who is and will be responsible for basic
and applied research?

3. The flow of human resources between education
and employment. Who will design, finance, and mange
information and opportunities for directing individuals
into education and work?

4. The process of strategy development. Who has
been and will be responsible for deliberate planning
and communication among policy makers influencing the
structure of education and business relationships for
the three previous functions? (p. 14)

As noted by Gold, the four categories were derived from the

consideration of the exchanges of resources that higher

education and business can offer to each other.

Teaching and Learning

Choate and Linger (1987) pointed out that all members

of the work force must be prepared to train and retrain

continually throughout their lives because most will have to

change occupations at least three times and change jobs

within those careers at least six times (p. 25). The

traditional college degree program with its emphasis on

educating and preparing students for one career will no

longer suffice. Rather, students must be encouraged and
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shown how to continue learning for a life time. In an

effort to meet the needs of today's students, universities,

colleges, and community colleges have implemented

innovations such as open enrollment, field experiences,

credit for life and learning experiences, and programs

involving businesses and corporations.

Bulpitt and Lohff (1980) identified the following

partnership programs which exist between colleges and the

corporate sector.

Cooperative education programs. In places like La
Guardia Community College in New York City, these
programs are campus-wide.

College-coordinated apprenticeship and
pre-apprenticeship programs. For example, Dallas
County Community College District works with local
automobile dealers and with Dallas CETA [Comprehensive
Employment and Training Act], construction contractors,
and area electrical and carpenters apprenticeship
programs.

Tuition assistance programs. For example,
Kimberly-Clark Corporation instituted programs with the
University of Wisconsin/Oshkosh and other higher
education agencies.

Industry-services programs. Many state economic
development programs provide vocational training
through secondary and postsecondary education
institutions, frequently using employer-provided
instructors, equipment, and classrooms.

Joint curriculum improvement efforts. Examples
include occupational advisory committees,
corporate-sponsored in-service programs such as General
Electric's Educators-in-Industry Program, and Central
Piedmont (Charlotte, N.C.) Community College's Project
Upgrade.

Small business management training. Brookdale
community College in New Jersey, for example, houses a
Small Business Development Center, a Small Business
Institute, and a chapter of the Senior Corps of Retired
Executives (SCORE), all funded by the federal
government's Small Business Administration.
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Courses for management. Miami-Dade Community
College and a regional banking corporation developed a
for-credit, in-house program using materials,
instructors, and media equipment from both college and
company. Harvard's Advanced Management Program,
conducted since 1948, is the oldest in the nation, with
11,000 graduates. (p. 14)

New Ideas, New Products

Gold (1981) contended that,

Historians, sociologists, language instructors
anthropologists, and other humanists, as well as
engineers, physicists, chemists, biologists,
geographers, and economists all produce ideas. Though
strengthening the overall economic and enrollment
posture of postsecondary education institutions,
crucial investments in engineering, business, or basic
science education will not hide the fact that, in sharp
contrast, the social and aesthetic disciplines must
struggle to define their relevance to corporate needs
and corporate investments in campus programs. (p. 15)

Gold (1981) cited Lohr's (1980) description of a global race

to spawn new technologies through the increased flow of

corporate laboratories. The examples include

A Massachusetts Institute of Technology-Exxon
ten-year, $7-million program for advanced study of more
efficient burning processes.

Harvard and Monsanto's long-term, multimillion
dollar program on the biology and biochemistry of organ
development.

Johns Hopkins' and Estee Lauder's establishment of
an institute of dermatology.

Cal Teco's cooperative research program with half
a dozen companies--IBM, Intel, and Xerox among them--
concerned about advance design work for
microprocessors. (p. 16)

According to Gold (1981), many current joint research

programs are based on seminal programs such as Boston's

Route 128, northern California's Silicon Valley, and North
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Carolina's Research Triangle. Each of these projects

created consultantships, internships, small business

incubators, and research and development relationships that

tied business research and management strategies to higher

education's teaching and training capabilities.

Flow of Human Resources

In order to survive, institutions of higher education,

must provide students with the knowledge base and skills

necessary to earn a living and provide business and industry

with individuals who are capable of performing needed roles

(Gold, 1981). Providing this flow of human resources, as

Gold called it, is a three stage process which includes

(a) intake, (b) treatment and productive use, and

(c) transfer to the outside world (p. 16). Partnerships

under the intake category include:

Corporate-sponsored scholarship programs and
industry-wide recruitment/scholarship programs, such as
the chemical industry's minorities in engineering
(ChIME) program.

Higher education-sponsored career information and
exploration programs, such as M.I.T.'s Work in
Technology and Science Project.

Join information and outreach programs, such as
Career Guidance Institutes initiated by the National
Alliance of Business and cosponsored by college and
community organizations.

Intermediary information sources, such as
educational brokers and federally sponsored Education
Information Centers, which work with employers and
higher education.

Corporate programs, such as Polaroid Corporation's
Tuition Assistance Office. (p. 17)
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The treatment and productive stage includes cooperative

education programs, internships, and apprenticeship programs

to students such as those described earlier. The transfer

stage includes career guidance and placement offices on

college campuses and providers of occupational information.

Strategy Development

Leadership will be required to move beyond individual
examples to a broad consensus on how higher education
and business, together with government and labor, can
meet the nation's manpower, training, and research
needs. Far more than new dollars, leadership is what
will make the difference. Far more than rhetoric,
effective mechanisms for sustaining communications and
collaborative programs are essential to effective
leadership. (Gold, 1981, p. 17)

Gold (1981) believed that collaborative councils which

speak to the problem of how to maintain leadership

communication over an extended period of time are needed to

maintain the common interests of both the corporate and

higher education sectors. The following collaborative

councils are examples of such groups:

1. The Joint Council on Economic Education was formed

in 1947 with business, labor, and education support to

assist economic literacy programs throughout the nation.

2. The Council on Corporate/College Communications,

organized in 1976 by the American Association of State

Colleges and Universities and eight major corporations,
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sponsored campus-based programs, including

businessperson-in-residence and faculty-management forums.

3. Local and state-initiated industry-education or

work-education councils bring together multisector

leadership in at least 140 communities nationwide. Networks

of councils exist in several states, notably California,

Connecticut, Michigan, and New York. Councils are

represented by two associations: the National

Work-Education Consortium and the National Association of

Industry-Education Cooperation.

4. Approximately 450 local and state Private Industry

Councils were created in 1978 under the Comprehensive

Employment and Training Act. Mandated membership includes a

business majority and representation from other sectors,

including local higher education institutions.

5. The Business-Higher Education Forum, organized in

1978 by the American Council on Education, consists of chief

executive officers of major corporations and college and

university presidents and chancellors. In 1981, the topics

on the forum's agenda were energy research, engineering

manpower, capital formation, and cooperative research and

development.

6. The University Advisory Council of the American

Council of Life Insurance was established in 1967 as a forum

for discussions among college presidents, leaders of
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education associations, and top executives of the life

insurance industry. The council sponsors meetings, programs

such as Business Executive in Residence, and conferences on

long-term societal issues.

7. Secondary and postsecondary education institutions

receiving federal Vocational Education Act monies must

establish local advisory councils. Local membership is

typically weighted heavily toward employers. These councils

tend to focus on curriculum issues.

These collaborative councils have provided forums where

leaders from both higher education and industry can, through

meaningful and effective communication, create and produce

ideas, commitments, and programs which positively impact and

advance the four functional areas of business and higher

education partnerships.

Summary

Even though the concept of business and higher

education partnerships is becoming one of the most

frequently discussed innovations in American higher

education today, there are many administrators and faculty

members who do not fully understand such collaborations. In

an effort to provide insight into, and an understanding of,

the impact that business and higher education partnerships

have on campus communities, two general areas have been
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explored in this chapter. First, the development of

business and higher education partnerships as they have

developed in America were traced and described. Second,

current efforts to implement business and higher education

partnerships were examined. The following statements were

supported by the review of literature:

1. American business and higher education partnerships

are not new, but find their antecedents in the 19th century.

2. There have been feelings of distrust and skepticism

among members of both the corporate world and educational

communities in regard to business and higher education

alliances for more than a century.

3. In the past, businesses and institutions of higher

education had little to offer each other.

4. The growth curve of business and higher education

partnerships has increased significantly over the past 30

years, and a number of successful alliances have been

formed.

5. America's growing concern with foreign competition

and decreases in domestic productivity have spurred such

initiatives.

6. Thus, one of the main reasons for business and

higher education collaborations is to promote the economic

and development growth of the United States.
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7. Business and higher education partnerships provide

new opportunities for leadership on college and university

campuses as well as in corporate communities.

8. Business and higher education collaborations are

most often beneficial to both the corporate sector and the

higher education community.

9. Despite the benefits, there are obstacles to

developing such alliances. The obstacles include

(a) differences in the attitudes of those involved,

(b) differences in administrative philosophies, and

(c) contrasting professional work styles.

10. Even though there are problems to overcome, the

results of these alliances, which connect higher education's

teaching, research, and service to the corporate community,

are making a positive impact on both the American work force

and American education.

The tone set by literature on business and higher

education partnerships, then is optimistic concerning the

future of such collaborations. In spite of differing views

concerning what is needed to insure the continuing success

of these new innovative partnerships, most agree that the

partnerships will play a significant role in shaping the

nation's economy. Therefore, it is imperative that all

members of the university and corporate communities become

familiar with the subject.



CHAPTER 3

METHODS AND PROCEDURES

Introduction

The purpose of this chapter is to present the methods

and procedures used to obtain and analyze the data of this

descriptive study. Patton (1990) distinguished qualitative

research as that which emphasizes process or the explanation

of how things happen rather than a specific outcome. He

identified three kinds of qualitative data collection

techniques: (a) in-depth, open-ended interviews; (b) direct

observation; and (c) written documents. Interview data

include direct quotations from individuals concerning their

views, ideas, feelings, and knowledge. Observation data

comprise detailed descriptions of individuals' observable

experiences, including actions, interactions, organizational

processes, and behaviors. Analysis of written documents, or

document analysis, consists of quotations, excerpts, or

entire passages from records, memoranda, correspondence,

reports, personal diaries, and written responses to

questions and surveys.

As outlined in Chapter 1, the purposes of this study

were (a) to describe the business and higher education

44
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partnerships in one Texas community college and (b) to

describe and analyze the premises of business and higher

education partnerships; the planning, organization, and

administrative structure in the selected community college;

educational benefits received by both businesses and their

employees who are involved in cooperative partnerships in

general and at the selected community college; future

challenges and opportunities for partnerships at other

levels of American higher education; and needed research to

evaluate business and higher education partnerships.

Population and Setting

The participants of this descriptive study were

individuals who were part of the Business and Professional

Institute (BPI) at North Lake College in Irving, Texas.

Participants were BPI account executives and selected

college personnel, including the college president, vice

president of instruction, vice president of business

services, selected division chairpeople, associate dean of

continuing education, selected faculty, and selected

students (also referred to in the study as clients).

North Lake College, a part of the multi-campus system

of Dallas County Community College opened in 1977 and serves

the communities of Irving, Grand Prairie, Coppell, and

Northwest Dallas. The BIP is a vehicle for the delivery of
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credit and noncredit courses to business and industry,

either on-site or on-campus. The name is generic and

includes all activities that involve technical training

academic instruction for businesses located within the

college service area.

The site was chosen because of accessibility and

because of my relationship with the BPI and college staffs.

As a part-time faculty member at North Lake College, a

consultant for the BPI, a student in the college president's

general and academic administration courses, and having

fulfilled my doctoral program internship requirements at the

BPI, I maintained a professional relationship with the BPI

account executives and college personnel. This relationship

provided a level of trust that allowed open and frank

discussions about the BPI. Lincoln and Guba (1985)

commented on the concept of trust:

The development of trust is something to which the
inquirer must attend from the very inception of the
inquiry. In a very real sense the ultimate credibility
of the outcome depends upon the extent to which trust
has been established. (p. 200)

In regard to accessibility, Kirk and Miller (1986)

identified the access variable as being vital in qualitative

research.
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Method and Data Collections

This study is more than a pooling of information on

business and higher education partnerships. In order to

determine and explicate what administrators and faculty in

higher education need to know about collaborative efforts

between business and higher education as prerequisites to

the development and implementation of such alliances at

their own institutions and to develop as rich a study as

possible, a descriptive study was conducted which included a

thorough review of literature, research, and models

pertaining to business and higher education partnerships.

This research is organized and synthesized in an effort to

facilitate an understanding of key concepts and ideas which

are related to business and higher education partnerships

and to provide an understanding of the movement as it is

being studied, discussed, and implemented today.

Procedures used included the examination of claims, the

identification of assumptions, and the drawing out of

implications of these assumptions in order to determine what

is really meant, what can be done, and what needs to be done

regarding the implementation of business and higher

education partnerships. From the background research,

choices were specified, prioritized, and defended concerning

what all administrators and faculty at all levels of higher
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education need to know about business and higher education

partnerships.

In order to achieve the purposes of this study, data

were collected through observation, individual interviews,

and an examination of secondary sources. Observations and

interviews were recorded with handwritten notes. Final

presentation of the data is in a descriptive format and is

reported in narrative fashion.

1. Research question 1 is addressed through the

literature review, research, and analysis of manuals and

documents.

2. Research question 2 is addressed through

observation, review of documents, and individual interviews.

3. Research question 3 is addressed through

observation review of documents, and individual interviews.

4. Research question 4 is addressed through review of

literature and individual interviews.

5. Research question 5 is addressed through review of

literature and individual interviews.

Summary

The participants and setting of the study are

identified in this chapter. The procedures and methods used

for data collection and analysis are also outlined in
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detail. A presentation of the data is provided in

Chapter 4.



CHAPTER 4

PRESENTATION AND ANALYSES OF DATA

Introduction

The findings resulting from an analysis of the business

and higher education partnership program at North Lake

Community College are presented in this chapter. Data were

analyzed in an effort to address research questions 2 and 3

from Chapter 1. The questions are analyzed in a

descriptive, narrative format. Research question 1 was

addressed in Chapter 2, and research questions 4 and 5 are

considered in Chapter 5.

Description of the Population

As noted in Chapter 3, the participants in this study

included individuals who were a part of the Business and

Professional Institute (BPI) at North Lake College in

Irving, Texas. They included account executives, the

college president, the vice president of instruction, the

vice president of business, the division chairperson, the

associate dean of continuing education, instructors,

secretaries and clerical employees, and selected students or

clients.
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Analysis of Data

The five research questions that were developed to

guide this study were presented in Chapter 1. Question 1

was addressed in Chapter 2. The following data analysis

presentation conforms to the sequence of research questions

2 and 3. Research questions 4 and 5 are addressed in

Chapter 5.

This chapter is divided into three sections. Section

one includes a discussion of the antecedents and origins of

the BPI at North Lake College, and is based on an

examination of secondary sources which address the planning,

organization, and administration of the BPI. The second

section includes significant portions of the interviews

conducted with subjects of the study. Finally, in section

three, recommendations and changes are set forth to ensure

greater effectiveness of the BPI.

Research question 2 asked: "How has the business

education partnership at the selected community college been

planned, organized, and administered?" Research question 3

asked: "What comprises the educational program of business

and higher education experience at this college?"

Antecedents and Origins of the Program

North Lake College, one campus site of the multi-level

campus system of Dallas County Community College, began
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operation in 1977. North Lake College serves students from

the communities of Irving, Grand Prairie, Coppell, and

Northwest Dallas with programs in both academic and

technical education. During the first 6 years of operation

the college showed a continuous growth in student

enrollment, but leveled off during the 7th year, and even

declined in some instructional areas. In light of the

leveling off and decline in enrollment, a Marketing Task

Force was created in 1983 to determine the directions the

college should take. In 1984, the following conclusions

were reached:

1. North Lake can no longer afford to be all
things to all people of the community.

2. With declining student enrollment and
budgetary constraints, marketing priorities must be
established and aggressively pursued.

3. The campus must assume a proactive position in
marketing its services and must prioritize areas of
services to be delivered.

4. All personnel must be actively involved in
maintaining a quality, efficient and cost-effective
operation. (Farrow, 1985, p. 2)

The conclusions indicated that there was a need to develop a

progressive marketing and training program to serve the

rapidly growing business community. The expansion process

created a need by college administrators for assistance in

planning, developing, and operating such a program.

In the fall of 1984, the President's Advisory Council

developed a plan to create a marketing and training center

on the North Lake campus. The center was to be known as the
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Business and Industry Training Center (BITC). The center

was housed in the main building on the campus and included

three offices, with a reception area which was accessible to

community and campus personnel.

According to Farrow (1985), a new marketing

organization was formed which included a marketing director,

two administrative marketing personnel, and a secretary.

The Marketing Task Force made recommendations, developed

materials, reviewed suggestions, and made decisions in order

to help the center get started. By February 1, 1985, the

BITC was functioning.

Philosophy

The philosophy of the BITC was that there were training

needs in the business community that were not being met by

traditional classroom instruction. In addition, with the

impact of high technology, rapid economical and sociological

development, and demands for productivity in the market

place, education must be practical and relevant in order to

satisfy business and industry needs. North Lake College was

in a position to deliver training which would meet those

needs.

Purposes of Business and Industry Training Center

BITC was a vehicle for the delivery of credit or

noncredit courses to business and industry, either at the
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business site or on the North Lake campus. Activities that

involved technical training or academic instruction for

businesses located within the college service area came

under the auspices of the BITC.

The purposes of the center were (a) to assist

businesses in identifying training which was needed, either

in technical or academic areas; (b) to provide an avenue for

training-directors and supervisors to provide training for

their employees; (c) to provide technical courses needed by

employees in order to be promoted or to advance in specific

fields (i.e., data processing, diesel mechanics, management,

etc.); and (d) to meet the business community's needs for

well-trained and better-informed personnel by providing

courses and seminars.

It was important that the (a) training programs be

developed in unique ways based on the needs of the

community; (b) training for businesses adhere to the

constraints of the college, district board policies, state

mandates, and local philosophy; (c) instructors and

administrators involved in training continue to reflect

individual methodology and expertise; (d) variety and

uniqueness of training proposals enable the BITC to better

serve diverse businesses and employees throughout the

college services area; and (e) evaluation and assessment of
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the center's activities be periodically conducted to insure

quality and expedient delivery of services (Farrow, 1985).

Business and Industry Training Center guidelines. In

an effort to assure quality training and instruction, the

North Lake central office developed the following standards:

1. The program of instruction required by
businesses will develop skills and knowledge in a
professional and expedient manner and of sufficient
duration to provide the necessary tools to develop
needed competencies.

2. The program of instruction will be developed
and conducted in consultation with instructors,
division chairpersons, campus administrators, and
employers.

3. Classrooms, libraries, instructional
equipment, supplies, teaching aids, and other materials
will be adequate in supply and quality to enable those
who are to be trained to meet the expectations of
requesting businesses.

4. Instruction will be conducted and supervised
by qualified personnel.

5. Marketing and contract activities will be the
primary function of the training center staff, while
instructional delivery will be the primary
responsibility of the academic division including
continuing education.

6. Evaluations of instruction, marketing, and
contract procedures and resources will be conducted by
the training center staff with input from the
President's Advisory Council, the Instructional
Council, the college business office, Student
Development Council, and the business community.

7. The BIT [Business and Industry Training]
Center will ultimately be self-contained and
cost-effective.

8. Evaluation will be conducted on a yearly basis
for cost effectiveness and productivity. (Farrow,
1985, p. 24)

Business and Industry Training Center staff. The

central office of the BITC housed the staff which included a
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marketing and training director, two administrative

marketing and contract specialists, and one

secretary-receptionist. According to Farrow (1985), the

center was the hub in the wheel of activities that were

associated with marketing and training; the spoke

represented the campus personnel; the rim, the business

community. Each part, she noted, is as important as the

whole.

Responsibilities of Business and Industry Training Center

Staff

Marketing and training director. The center's director

reported directly to the vice president of instruction. The

director's primary responsibilities were (a) the supervision

and training of the center personnel; (b) the maintenance of

a computer-based information system involving all marketing

and training activities; (c) to act as liaison between

business leaders and college personnel; (d) maintenance of

the BITC budget; (e) the training of all personnel involved

in the center's marketing and instructional delivery

activities; (f) the delivery of quality training to

businesses on a timely basis, at a reasonable cost, and

within appropriate guidelines; (g) coordination of

promotional materials and mailings with the director of the
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public information office; and (h) the development of

marketing strategy.

Marketing and contract administrators. The marketing

and contract administrators reported directly to the

director of marketing and training. Their primary

responsibilities were to (a) identify potential leads and

contacts with business and industry; (b) arrange initial

meetings with appropriate employers to determine training

needs and develop contracts; (c) arrange follow-up meetings

with appropriate campus personnel in academic decisions and

continuing education and employers to determine curriculum

content and appropriate delivery system; (d) deliver

contracts, contact instructors, arrange registration

procedures and textbook purchases, arrange on-site

classrooms and instructional equipment for each training

course through a check-list procedure; (e) provide the

center secretary with accurate records and data for daily

computer input; (f) arrange campus tours and luncheons where

and when appropriate; (g) provide special seminary and

programs for the business community when the need is

apparent; (h) assist the instructional staff in developing

unique and varied training proposals; and (i) assist in

conducting evaluations of training programs, evaluations of
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courses and instructors by students, and evaluations of

courses and instructors by companies.

Secretary-receptionist. The secretary-receptionist

reported directly to the director of marketing and training.

This individual's primary responsibilities were to (a) input

all marketing and training data on the IBM computer on a

daily basis; (b) assist the center's staff in maintaining

accurate information available for immediate recovery;

(c) maintain appropriate calendars with appointments and

deadlines for BITC staff; (d) answer telephones and receive

visitors to the BITC; (e) provide a BITC communication

network for all campus personnel; (f) assist in bookkeeping;

(g) handle all correspondence needs of staff, including

inter-office memorandums, letters to businesses, and

mailings; and (h) maintain mailing lists and generate labels

relevant to business and industry activities.

Responsibilities of Campus Personnel

Responsibilities of the college president were to

(a) provide the BITC with business leads and contacts for

follow-up on a weekly basis; (b) actively participate in

promotional meetings with businesses (luncheons, tours,

seminars, etc); (c) provide an avenue for the President's

Advisory Council to remain informed of BITC progress and

activities; (d) serve as a consultant to the BITC in the
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development of varied and unique training proposals;

(e) participate periodically in the visits to business and

industry; (f) provide adequate resources for the successful

delivery of training programs; and (g) pursue information

regarding the availability of philanthropical funds.

Responsibilities of the vice president of instruction

were to (a) supervise the director of marketing and

training; (b) assist the BITC in involving division

chairpersons, continuing education personnel, and faculty in

the instructional delivery through the Instructional

Council; (c) serve as a consultant to the BITC in developing

guidelines, interpreting policies, and program evaluation;

(d) actively participate in special promotional activities;

and (e) assist the BITC in reviewing curriculum offerings

and delivery systems of all credit classes in traditional

academic credit classes.

Responsibility of the vice president of business

services were to (a) assist the BITC in processing training

contracts, student fees, and all other training-related

monetary transactions; and (b) serve as a consultant to the

BITC in business transactions relating to legalities,

board-approved budgetary items, personnel and corporate

contracts, and fee-developed formulas.

Responsibilities of the vice president of student

development were to (a) assist the BITC in providing staff
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development programs that relate to the marketing and

training efforts on campus, and (b) coordinate all

additional student support services, including Learning

Resource Center.

Responsibilities of the financial aid director were to

(a) assist the BITC in financial aid and scholarships or

veteran activities when appropriate.

The responsibilities of the division chairperson were

to (a) develop and supervise all credit curriculum and

instruction delivered to businesses as pertains to the

division; (b) identify instructors for all credit courses as

pertains to the division; (c) assist the BITC in identifying

instructors and appropriate curriculum in noncredit

instruction delivered to businesses as pertains to the

division; (d) assist the BITC as consultants in developing

curriculum and instructional delivery system; (e) actively

participate in special promotional activities related to

marketing; (d) provide leads as business contacts to the

BITC on a regular basis; (e) encourage instructional staff

to create alternate delivery methods for the BITC to promote

in the marketplace; (f) accompany the marketing team to

businesses to close contracts and establish delivery systems

when needed; (g) respond promptly to requests of the

marketing team to deliver instruction and training;

(h) provide BITC with appropriate information and data
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concerning the instructional progress and training and

instruction; (i) provide avenues of communication with staff

concerning BITC activities; and (j) generate credit

instructional contracts.

The responsibilities of the associate dean of

continuing education were to (a) write contracts for all

noncredit training through the BITC; (b) assist in

identifying instructors for noncredit training, (c) complete

all required personnel forms; (d) complete all Texas

Education Agency course approval forms; (e) report to the

state all noncredit training programs including class rolls;

(f) oversee payroll for noncredit training; (g) oversee

registration for noncredit training programs; (h) issue

continuing education units as appropriate; (i) prepare

instructor contracts for noncredit training; (j) assist in

providing classroom space for all noncredit training on

campus and satellite locations; (k) provide BITC with leads

or business contacts for follow-up on a regular basis;

(1) assist BITC in coordinating noncredit continuing

education offerings with business and industry;

(m) participate periodically in visits with businesses;

(n) participate actively in promotional activities;

(o) provide avenues of communication and coordination

between the BITC and the continuing education office;

(p) report all noncredit training information to BITC
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secretary; and (q) assist in development of curriculum

content for training contracts as appropriate.

Responsibilities of the associate dean of technical and

occupational programs were to (a) process instructor

statement of qualifications for all credit and noncredit

training funded by the Texas Education Agency; (b) assist

the BITC in reviewing curriculum and delivery systems for

all technical and business offerings; (c) provide the BITC

with leads and contacts in the technical and business

community on a weekly basis; (d) provide the marketing and

training director access to advisory committee meetings;

(e) provide BITC with information concerning current trends

in technical and business training; (f) participate actively

in promotional activities as appropriate; (g) participate

periodically in visits to industry as appropriate; and

(h) serve as a technical consultant to the BITC.

The responsibilities of the Learning Resource Center

dean were to (a) assist BITC in the delivery of

instructional equipment on-site and on-campus when

appropriate; (b) assist in providing employees access to

library resources as appropriate; (c) assist in the

development administration and analysis of evaluation

instruments concerning instructional and marketing

activities; (d) assist in developing audio-visual

instructional materials pertaining to either marketing or

... ,. ,,:. tick, .:,;, - ., .. e:,,,. t,
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instructional delivery; and (e) assist instructors in

developing a unique and varied curriculum, as requested by

businesses.

The responsibilities of the public information director

were to (a) actively participate in the development of

promotional materials for the BITC, (b) advise the media of

special promotional marketing activities, (c) assist BITC in

preparing and printing brochures, and (d) assist BITC in

designing mail-outs and promotional correspondence.

Responsibilities of the registrar were to (a) oversee

the registration of all off-campus employees in credit

courses, (b) deliver class and final grade sheets to BITC

for all off-site credit classes, and (c) report all contact

hours generated in credit courses.

The responsibilities of instructors were to (a) deliver

instruction in credit and noncredit training as requested by

the division chairperson, either as part-of-load or an

extra-service; (b) assist in the instruction of noncredit

training as time and interest allow; (c) assist BITC in the

development of special interest courses and unique and

varied delivery systems such as fast-track, mini-series, and

short courses; (d) assist the BITC in follow-up visits to

businesses to finalize training curriculum and methodology;

and (e) assist the BITC in special promotional activities.
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The physical plant director's responsibilities were to

(a) assist the BITC in providing transportation of special

equipment when appropriate, and provide classrooms or areas

on campus with special requests for seating and equipment.

Responsibilities of Counselors were to (a) provide

testing programs as requested on-site by business and

industry, (b) assist in identifying appropriate instructors

for human development courses on-site, and (c) assist in the

development and assessment of portfolios for credit for

prior learning experience.

Responsibilities of the cooperative education director

were to (a) assist the BITC in identifying appropriate

cooperative courses within the marketing and training course

offerings, (b) provide the BITC with business and industry

contacts and leads for possible training activities,

(c) participate periodically in visits to businesses, and

(d) participate actively in promotional marketing programs.

The responsibilities of the data processing coordinator

were to (a) assist the marketing and training director in

the utilization of the IBM computer in the processing and

recovery of marketing and training data, (b) provide

training for BITC personnel in utilizing the computer center

to optimum benefits, and (c) assist the BITC secretary in

the programming of an efficient and practical information

system.
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The responsibilities of the director of student

programs and resources were to (a) assist BITC in the

creation of an attractive environment for on-site

promotional programs, (b) assist BITC in the identification

of appropriate speakers and consultants for promotional

seminars and courses, and (c) coordinate student activities

with business requests as appropriate.

The responsibilities of the director of food services

were to (a) provide appropriate, cost-effective menus and

service for on-campus promotional luncheons and dinners as

requested, and (b) provide off-campus brown bag luncheons

for business promotional activities as requested.

The personnel coordinator was responsible for

processing all extra-service contracts written to deliver

instructional programs and marketing efforts, and was to

assist in the orientation of new BITC personnel to campus

and district policies, benefits, and other related personnel

requests.

Responsibilities of the secretarial and clerical

employees were to (a) refer appropriate telephone inquiries

to the BITC in an expedient and professional manner,

(b) assist campus administrators and instructors in the

provision of training and marketing data to the BITC in an

expedient and responsive manner, and (c) coordinate training
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and instructional information with the

secretary-receptionist in the BITC (Farrow, 1985, pp. 8-14).

Additional Information to be Developed

At the time of BITC's opening, the Management Task

Force and the center's staff agreed that the following needs

should be addressed and developed:

Development and management of non-credit
offerings.

Guidelines for developing non-credit curriculum
and contracts.

Supervising non-credit classes.
Development and management of credit offerings.
Guidelines for developing credit offerings.
Supervising credit offerings.
Training guidelines for campus personnel in

visiting businesses.
Appropriate dress and attitudes.
Step-by-step process in visitation procedures.
Telephone techniques for secretary and clerical

staff on campus.
Tips for talkers.
Transferring marketing calls.
Procedures for developing unique and varied course

offerings.
Identifying business and industry training needs.
CAPS procedures.
Closure of training agreements.
Campus resources.
Budget allowances of the Business and Industry

Training Center.
Extra-service contracts allowances.
Available instructional services.
Textbook purchases.
Registration of on-site students.
Procuring instructional equipment and supplies.

(Farrow, 1985, p. 27)

As previously indicated, the BPI at North Lake College

had its origins in 1984, when the Marketing Task Force saw

the need to develop a training and instructional program to
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meet the growing needs of business and industry within the

college's service area. The institute, which was originally

called the BITC, began operation in February 1985 and is

still in operation today. However, since January 1986, the

center has been known as the BPI of North Lake College, and

is a part of the BPI of the Dallas County Community College

District. In order to understand how North Lake BPI

currently functions, it is necessary to consider the

development of the Dallas County Community College

District's BPI.

Development of the Business and Professional Institute

Before the development of the Dallas County Community

College District's BPI or North Lake College's BITC,

training for greater Dallas area businesses was facilitated

by the continuing education division on each of seven campus

sites. Most of the training programs were developed as a

result of requests initiated by businesses. There were not

many marketing efforts on the part of the community college

personnel; thus, training was intermittent at best, and

intercampus coordination was nonexistent.

As indicated, North Lake College responded to this

dilemma with the creation of the BITC. Two other campus

sites, Eastfield and Richland, soon followed North Lake's

lead and developed training centers on their own campuses.
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It is important to note that each of the three centers

functioned autonomously. The three campus sites experienced

favorable relationships with businesses in their own areas,

and demands for training programs increased rapidly. In

order to respond to the numerous requests for program

development and training, the campuses initiated requests to

the district office for additional funding and for

guidelines to help meet the training demands. As a result

of the requests for district support, a district marketing

and training program was planned and implemented.

The new organization was created by an institute

provost who submitted the plan for the new institute--the

BPI. The plan was accepted by the President's Advisory

Council in the fall 1985. A full-time staff, committed to

the training needs of business, industry, and governmental

agencies was hired. The staff consisted of a program

coordinator, a vice chancellor of business affairs, a

secretary, eight account executives for individual campus

sites, and five full-time secretaries. In January 1986, the

BPI began serving business and industry. "Since that time,

hundreds of companies have contracted for and profited by

training services ranging from short seminars to full-length

technical courses, and even full two year degree programs"

(Farrow, 1988, p. 17).
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The BPI was so successful that in less than 2 years,

the district expanded its efforts to serve the community by

adding four new programs to the existing BPI. On December

10, 1987, Dallas County Community College District held a

ground breaking ceremony for a $7 million facility. The

following five divisions are now housed in the new Bill J.

Priest Training Center:

1. The BPI provides customized training and services

on a contractual basis for businesses, associations, and

governmental agencies, either on-site or at one of the seven

Dallas County Community College District locations.

2. The Small Business Development Center provides

training, counseling, and research materials for existing or

beginning small business operations.

3. The Small Business Incubator provides the same

services as the Small Business Development Center plus

giving new businesses a place to operate in a nurturing

environment for 1 to 3 years.

4. The Bid Assistance Center provides assistance to

businesses that wish to bid on government contracts or to

offer bids as subcontractors.

5. The Job Training Center provides job-skills

training for entry-level employment.
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Although each of the five divisions are important and

deserve discussion, the focus of this study is solely on the

BPI.

Purpose of the Institute

The Dallas County Community College District BPI was

established to improve the district's service to the Dallas

area business community. The desired outcomes were to

(a) position the district in the Dallas area marketplace

with an improved image as a responsive and quality provider

of business and professional training services; (b) provide

unified and focused training services throughout the county

while avoiding service area conflicts; (c) provide active

leadership in the economic development of the Dallas area;

(d) build upon college initiates, using the best ideas

already developed in formulating standard policies and

procedures; (e) price services to allow recovery of

operating costs, including appropriate reimbursement of the

colleges' indirect costs; (f) enhance community support for

the district, ranging from political action to contribution

of facilities and equipment; and (g) enhance overall

district enrollment through improved image and community

awareness (Farrow, 1988).
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Business and Professional Training Guidelines

In order to assure quality instruction, consistent

procedures, and a communication network within the BPI, a

centralized office was created to manage the programs and

provide operational resources for campuses. As a result,

the following standards are maintained:

1. The program of instruction required by
businesses will develop skills and knowledge in a
professional and expedient manner and of sufficient
duration to provide the necessary tools to develop
needed competencies.

2. The program of instruction will be developed
and conducted in consultation with instructors,
division chairpersons, campus administrators, and
employers.

3. Classrooms, libraries, instructional
equipment, supplies, teaching aids, and other materials
will be adequate in supply and quality to enable those
who are to be trained to meet the expectations of
requesting businesses.

4. Instruction will be conducted and supervised
by qualified personnel.

5. Marketing and contract activities will be the
primary function of the Institute, while instructional
delivery will be the primary responsibility of the
campus academic divisions including continuing
education.

6. Evaluations of instruction, marketing, and
contract procedures and resources will be conducted by
the institute with input from the president's council,
the campus instructional councils, student development
councils, and the business community.

7. The institute will be self-contained and
cost-effective.

8. Evaluation will be conducted on a semester
basis for cost effectiveness and productivity.
(Farrow, 1988, p. 28)

Institute Organization

As noted earlier in this chapter, the district office

of the institute is staffed with a provost, a program
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coordinator, and an executive secretary. The associate vice

chancellor of business affairs supplements the staff and

handles all institute business operations.

In order to facilitate working relationships with the

college staffs and to take advantage of college reputations,

the BPI staff includes account executives who work full-time

for the institute but who have offices at the colleges.

Each college designates a person at the dean level or above

as liaison to the institute and its resident account

executive. (See Organizational Chart Appendix A.)

According to Downey (J. Downey, personal communication,

November 10, 1991) and Farrow (1988), the institute acts as

a broker for the colleges, arranging contract instruction,

which includes (a) nonreimbursable noncredit,

(b) reimbursable noncredit, and (c) nonreimbursable credit;

reimbursable credit classes; testing and assessment; and

employee counseling. Except for reimbursable credit

classes, all of the institute's instructional services are

provided to businesses on a total cost recovery, contract

basis.

The institute uses the instructional capabilities of

the colleges. Account executives often work with several

colleges but use the college to which they are assigned

unless that college is unable to provide the needed

instruction. In order to avoid confusion, account



73

executives' territories, which are not the same as college

service areas, are established. An account executive

retains total responsibility for a client firm on a

continuing basis. The institute uses a workload and

performance measurement system to adjust territories and

assure that account executives are neither overloaded or

under-utilized. Account executives may develop special

industry or program expertise but do not work outside their

assigned territories except upon direction from the

institute office. Client firms that have offices in more

than one territory are assigned to an account executive by

the institute office (Farrow, 1988).

Account executives are distributed as follows: North

Lake and Richland have two each, and Eastfield, Brookhaven,

El Centro, and Mountain View each have one account

executive. The Mountain View account executive serves the

south and southeast areas of the county, including Cedar

Valley.

The BPI central administration provides the following

rationale for the organizational structure:

1. Presents a single identity to the entire business

community.

2. Provides for quick, effective delivery to total

county minimizing service area conflicts.
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3. Increases efficiency in planning, pricing,

promoting, programming, and evaluating programs.

4. Improves potential for a central pool of part-time

instructors.

5. Increases opportunities for faculty at all colleges

to participate in BPI courses.

6. Maintains close college contact with faculty and

administration.

7. Improves communication among account executives.

8. Enhances business procedures related to contracts

and billing.

Responsibilities to the Institute Staff

The institute's district based provost reports directly

to the vice chancellor of educational affairs; second-level

supervision is received from the chancellor. The provost

provides leadership, management, and direction for the

Business and Industry Institute and is responsible for

initiating, developing, and maintaining contact with Dallas

County business and industry in order to increase contracted

educational services district-wide. The provost's

responsibilities include the development and implementation

of related marketing strategy. The provost's principal

duties and responsibilities are to (a) initiate contact with

business and industry leaders to develop increased
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enrollment through contract educational services,

(b) develop and maintain a training program for Dallas

County Community College District personnel involved in

contract education services, (c) supervise assigned clerical

personnel, (d) develop and administer the allocated program

budget, and (e) serve on the BPI Advisory Board.

The district-based program coordinator reports directly

to the institute provost; second-level supervisor is the

vice chancellor of educational affairs. The program

coordinator is responsible for the coordination of on-going

college-based activities for business and industry programs,

initiates, develops, and maintains contact with business and

industry leaders in Dallas County, makes referrals to

account executives, and may assist the provost and BPI in

various administrative and functional tasks. The program

coordinator's principal duties and responsibilities are to

initiate contact with business and industry leaders to

develop contract educational services, and to evaluate

program needs and make specific referrals to account

executives for follow-up.

The district-based executive secretary reports directly

to the institute provost. This individual performs complex

and highly responsible secretarial services requiring the

exercise of independent judgment, initiative, and discretion

based on considerable knowledge of organization, functions,
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policies, and procedures. Work assignments are received

with only broad statements of objectives. The executive

secretary's principal duties and responsibilities are as

follows:

1. Provide assistance to the institute provost by

screening calls, visitors, and mail; interpret the

organization policies, rules, and regulations in response to

queries from others; answer letters and general

correspondence; plan appointment schedules and make travel

arrangements; and process confidential matters.

2. Makes arrangements for conferences and meetings

which includes assisting in preparing agendas, gathering and

compiling data, and contacting participants.

3. Prepares special reports, answers requests for

information which may include completing questionnaires and

compiling data from files, taking and transcribing minutes

of meetings or conferences, and providing follow-up on

"action" items.

4. May supervise a variety of clerical support

personnel assigned to work group.

5. Performs responsible public relations duties

through contact and association with visitors and the

general public.

The campus-based secretary II reports on location to

the senior account executive; second-level supervision of

-
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record is the institute provost. The secretary II inputs

all marketing and training data on the computer on a daily

basis; assists account executives in maintaining accurate

information available for immediate recovery; maintains

appropriate calendars with appointments and deadlines;

answers telephones and receives visitors to the campus BPI;

provides a communication network for all campus personnel;

assists in bookkeeping; handles all correspondence needs of

staff including interoffice memorandums, letters to

businesses, and mailings; maintains mailing lists; and

generates labels relevant to training activities.

The principal duties and responsibilities of the

secretary II include the following:

Input contracts, proposals, letters, memos,
instructor information, and maintain files for account
executives on the IBM-PC.

Process TEA [Texas Education Agency] forms, class
changes, CEUs [Continuing Education Unit], physical
plant requests, food requests, and LRC [Learning
Resource Center] forms. Make sure forms are accurate
and completed in timely manner.

Type course materials for instructors and arrange
for printing.

Assist in training preparation.
Maintain budget records and expenditures.
Maintain professional and pleasant attitude toward

business people and college staff both in person and on
the telephone.

Tally seminar evaluations.
Maintain office files--campus, company, forms.
Purchase office supplies and classroom supplies.
Conduct tours of the campus.
Collect data on courses being taught. (Farrow,

1988, pp. 8-12)
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Business Procedures

Institute financing. As mentioned previously, in

addition to recovering all of its operating costs, the

institute expects to recover allocable college and district

indirect costs. The college indirect costs are rounded to

35% and district indirect costs are rounded to 15%. These,

added to the 50% for institute expenses, make the total

instructional cost equal to direct salaries plus 100%.

Contracts may also include charges for room use fees,

textbooks, supplies, and other services which are billed at

cost without adding administrative fees or indirect costs.

In order to minimize the complexity of the financial

transactions associated with the institute, standard

district systems are used wherever possible. Transfer of

funds from the institute to the colleges are made at the end

of each semester using the budget allocation system.

For noncredit and nonreimbursable credit contract

instruction, the institute pays the instructor and all other

direct costs, such as books and supplies, and receives all

revenues, reimbursing the college for 35% of the difference

between the total contract and the direct costs. If

services are performed for the institute as part of a

person's regular load, the college is reimbursed only for

extra-service replacement costs.
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For reimbursable credit courses arranged by the

institute, the college pays all expenses and receives normal

funding through the allocation formula. The institute

assesses a service charge of $500 per 3 contact hour course

(50% of $984 part-time salary, rounded). This charge is

deducted from the 35% indirect cost recovery due the college

from contract instruction. The college is not required to

pay any service charge which exceeds the total indirect cost

recovery due.

Instructional contracts. No service is provided until

a contract has been fully executed. After approval by the

client's authorized representative, the contract is sent to

the provost for review and is then forwarded to the vice

chancellor for business affairs for final approval.

Copyright, ownership, and competition. Before

beginning work for the institute, each employee is required

to sign an agreement which provides that the district will,

without additional compensation, retain full ownership and

right to copyright and use all curriculum and materials

produced during paid instructional development; and will not

compete with the district by providing instructional

services to any of the clients to whom he or she has been

assigned during the prior year.
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Business and Professional Institute offices at college

locations. Each college provides an office for the account

executive assigned to the location plus a secretarial work

station. The colleges are also responsible for furnishing

and equipping the offices. The institute covers all

operating costs of the offices, including supplies, copier

costs, telephone installation and service, and salaries.

The primary functions of the account executives are to

market training and to facilitate the delivery of training

when contracts have been signed. Marketing at the account

executive level primarily means sales and contracting of

training. General marketing efforts are directed by the

district BPI office. Heavy involvement with civic clubs and

chambers of commerce should be primarily the responsibility

of college and district executive staff and the district BPI

staff.

Involvement of account executives at the colleges

should create a balance between the maintenance of adequate

sales outreach and the establishment of college

relationships which enhance delivery of training and

services. Account executives should not have heavy

committee involvement.

A key practice of the BPI is to have only one contact

person for each company. To insure that this practice is

maintained, all contracts with business, industry, and
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governmental agencies are handled by the BPI. Exceptions to

this policy are made, where appropriate, for colleges to

contract directly with technical associations such as trade

unions. Existing large contracts, such as those with the

University of Texas Health Science Center, the Electrical

Apprenticeship program, and the jail program, are definitely

left with the colleges for the remainder of the contract

year. Such contracts are considered on an individual basis,

and the respective colleges determine the most appropriate

way to handle them. The procedures for exceptional

contracts were reviewed before September 1987, to determine

if they were still appropriate.

The account executives' marketing territories are

assigned based on distribution of available training

opportunities in the county. The delivery of training is

generally accomplished by the college where the account

executive is assigned. If the college is unable to respond

expeditiously and with quality service, the account

executive calls upon another college to deliver the service.

Companies with multiple locations are serviced by a single

account executive as assigned by the provost. The decision

for assignment is based upon such factors as (a) company

location, (b) initial account executive contact, and

(c) type of training requested. Very large clients, such as

Texas Instruments, are usually serviced by the BPI office.
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Data system. A micro-computer-based data system was

developed for the institute. The database includes data

related to clients, client contacts or representatives,

records of meetings with clients, services available to

clients, and data on instructors and their availability for

BPI courses.

Types of Training

Contract training includes all credit or noncredit

training and instruction conducted by the Dallas County

Community College District for any business, governmental,

or industrial entity that is offered exclusively for that

entity and is not advertised to the public for

participation, and that requires a contract or letter of

agreement for the delivery of the training which is paid for

by either company or participating employees.

Credit instruction and training includes any course

described in the Dallas County Community College District

catalog. College credit is earned and instruction must be

(a) offered only through a campus instruction division,

(b) approved by the Texas Education Agency or coordinating

board, (c) offered only by a certified instructor,

(d) offered in specified semester-length or equivalent,

(e) restricted to a predetermined curriculum, (f) require

students to register through the registrar's office during
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regular registration or any time through flex entry,

(g) require students to purchase predetermined supplies or

textbooks, (h) require students to pay predetermined costs

per course (i.e., laboratory fees), (i) require student

assessment in mathematics and English according to district

policy, and (j) be funded by the Texas Education Agency

through a contact-hour formula.

Contact hours are the number of hours an instructor has

contact with students during a semester course. Funding

differs according to subject area (see Technical

Occupational Office). Generated funding is retained by the

campus conducting the training.

Noncredit instruction and training includes any course

offered through the continuing education division that does

not carry college credit. These courses have no limitations

as to content, curriculum, instructor certification, or

length. The courses offer (a) limitless flexibility and

adaptability, (b) Texas Education Agency funding if the

course is approved as vocational training (Texas Education

Agency funding generated remains with campus offering the

training), (c) on-site registration by instructors, and

(d) continuing education unit credits.

Texas Education Agency funding is available for courses

that are approved as vocational training. This funding
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requires course content approval by the district and

(a) statement of qualification of the instructor.

A continuing education unit is defined as 10 contact

hours of participation in an organized continuing education

adult or extension experience under reasonable sponsorship,

capable direction, and qualified instruction. The

continuing education unit should not be interpreted as a

substitute for college credit; it is merely a means of

recording and reporting the various continuing education

activities accumulated over a period of years.

Promotional seminars include activities sponsored by

the institute to promote interest by companies in the

institute and to generate company leads for campus account

executives. The six types of promotional seminars include

the following:

1. Chief executive officer luncheons on campuses in

which company chief executive officers are contacted by

college presidents or the institute. The provost sends the

designated company employees to participate as a one time,

Ad Hoc Advisory Committee on training needs.

2. Seminars presented by renowned speakers on generic

topics of interest to a variety of companies (i.e.,

motivational topics).
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3. Seminars presented by specific field specialists

for a specific audience (i.e., banking trends for the

banking industry).

4. Round-table discussions by experts to provide area

businesses a vehicle for communication (i.e., executive

round tables).

5. Any creative activity requested by the business

community that enhances the institute and the companies

served.

6. Any creative activity perceived by account

executives to be of benefit to the business community or of

promotional value of the institute.

Database System

The purposes of the database are to provide centralized

data necessary to account for BPI activity using the

Cornerstone Software, and to support the campus-based

account executives.

The BPI central office maintains the database on a

personal computer system, provides data to the account

executive on a regular schedule or upon request as

appropriate, and provides appropriate forms to campus

offices to be completed by account executives and returned

for input at the central office.
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Maintenance of the database by campus offices requires

that account executives provide information which originates

at the colleges to the central office on a weekly basis.

This information is sent each Friday with input on the

following Monday. In addition, information is sent on

transaction forms to the central office.

Data to be included in the database for clients include

basic data on organizations to whom the BPI may provide

instructional services; for meetings include records on

contacts with clients; for instructors include data on

instructors including credentials, topics offered, and times

available; for services include data on services which have

been or may be offered; and for contracts include basic data

on contracts for instructional services.

Campus Office Organization

Within each campus office the senior account executive

manages the campus office, monitors the office budget,

approves purchases for office supplies, copying key,

postage, and printing; signs leave forms for the department

assistant and account executives assigned to the office; is

responsible for business services record keeping sent to the

central office on a timely basis every Friday; supervises

the secretary II (supervision of account executives is

handled by the central office); distributes new accounts on
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an equitable basis; maintains the computer-based information

system involving all marketing and training activities; and

assists the central office in the on-the-job training of

personnel involved in marketing and instructional delivery

activities.

Account executives identify potential leads and

contacts with business and industry; arrange initial

meetings with appropriate employers to determine training

needs and develop contracts; arrange follow-up meetings with

appropriate campus personnel in academic divisions and

continuing education and employers to determine curriculum

content and appropriate delivery system; deliver contracts,

contact instructors, arrange registration procedures and

textbook purchases, arrange on-site classrooms and

instructional equipment for each training course through a

check list procedure; provide the center secretary with

accurate records and data for daily computer input; arrange

campus tours and luncheons where and when appropriate;

provide special seminars and programs for the business

community when need is apparent; assist instructional staff

in developing unique and varied training proposals; and

assist in conducting evaluations of training programs,

including the evaluation of courses and instructors by

students and the evaluation of courses and instructors by

the companies.
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Responsibilities for physical appropriations are shared

by the campus and institute. Campus responsibilities

include the provision of (a) a location on campus that is

easily accessible to campus personnel and business clients,

(b) adequate office furniture that is suitable for a

professional climate, (c) adequate space to offer each

account executive a private office and the department

assistant adequate reception and working space, (d) an

IBM-PC, (e) a correcting typewriter, (f) training rooms,

(g) signs and easels, (h) printing access, and (i) audio and

visual equipment. Institute responsibilities include the

provision of (a) expandable office supplies, (b) small

office equipment (i.e., three-hole punch and labelers),

(c) telephone service, and (d) division books and

periodicals. The central office budget center's

responsibilities are for (a) personnel payroll,

(b) brochures and letterhead, (c) advertising projects,

(d) forms, (e) promotional folders and pens, (f) business

cards, (g) computer software--Cornerstone, (h) subscriptions

to periodicals, and (i) in- and out-of-county travel. The

campus office budget responsibilities include (a) office

supplies; (b) small equipment for office, such as a

telephone recorder; (c) postage; (d) a copier; (e) printing

costs; and (f) computer supplies.
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Samples of the forms used by the BPI are included in

Appendix B. Forms are provided for (a) client contracts;

(b) proposals; (c) clients; (d) meetings; (e) instructors;

(f) services; (g) progress reports; (h) billing

authorization; (i) Texas Education Agency reimbursement;

(j) statement of qualifications; (k) out-of-county travel;

(1) illness, vacation, and professional leaves; and

(m) requisitions. All completed forms are due at the

central office by Monday of each week, and are due as

generated. Billing authorization forms for credit

reimbursable courses are sent to the campus business office.

Completed forms are sent to continuing education. All forms

must be completed with all information requested.

Incomplete forms are returned to the sender for future input

and cause delays and down time. Contract forms cannot be

input until client, instructor, services, and meeting forms

are completed and input on the computer.

Campus involvement in the institute includes all

activities required in the delivery of training. Additional

involvement includes assistance in identifying potential

training opportunities in the business community (Farrow,

1988).

Campus Delivery Responsibilities

The BPI of the Dallas County Community College District

found its antecedents in the BITC established in February
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1985, at North Lake Community College. The BITC functioned

autonomously until January 1986, when it became a part of

the district's BPI.

North Lake College and the other campuses of the

district currently provide an office for each account

executive assigned to their campuses, furnish and equip the

offices, and cover all operating costs. The account

executive on each campus site, including North Lake College,

assists in the efforts of the BPI to provide quality

training to business and industry within the district's

marketing area. Account executives' involvement begins with

the client contact and continues through the follow-up

visits.

Initial client contacts include the referral of clients

by the district office to the appropriate campus BPI office,

and referrals from community entities such a chambers, civic

clubs, or associations. Account executives solicit clients

directly by making cold calls in the business community;

advertising through direct mail, campus programs,

presentations, and trade show exhibits; participating in

community functions such as association meetings and chamber

projects; and contacting inactive clients. Additional

contacts are generated by clients who call the campus BPI

office direct and by satisfied clients who refer possible

new clients to the BPI campus office.
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After receiving an initial request, an account

executive contacts the client immediately by telephone to

arrange a meeting. This meeting involves the approach and

the interview. The approach sets the rapport between the

client and the account executive. Interviews with potential

clients are conducted on site or at the campus BPI office to

determine the clients' training needs. At this time,

several options are considered to better serve the client.

If the client has a small business and is seeking training

for just a few employees or managers, or is requesting small

business counseling, the client is referred to the Small

Business Development Center at Dallas (a component of the

BPI operation). If the client is seeking specific training

for one or two individuals within the organization, and

customized training is not cost effective or relevant, the

client is referred to the appropriate campus credit division

or continuing education office for service. If the client

can best be served with credit or noncredit training offered

through the BPI operation, the training needs are discussed

and evaluated, and further activities are planned. The

account executive completes a Client Data Form (#1 Appendix

E) and immediately sends it to the central BPI office for

data input.

The Client Data Form, completed by the account

executive, serves several purposes. It is used to create an
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up-to-date mailing list for the BPI, and to determine which

clients are being served by which account executives. It is

the intent of the BPI to have one account executive market

and service the needs of each company, association, or

governmental agency without violating the district

guidelines of college delivery areas. If a client is listed

in the database, it is the responsibility of the account

executive who submitted the information to consistently

attend to that client's training needs. If the account does

not produce an agreement within a 12-month period, the

client relationship is reviewed and considered for

reassignment to another account executive. The Client Data

Form also provides an accurate accounting of the number of

businesses, associations, and governmental agencies being

served by the BPI. The account executive sends the

completed Client Data Form to the BPI central office as soon

as the client is identified as a viable candidate for

present or future training opportunities. This form should

be sent the same day as the original contact to assure that

the account executive is credited with the account. Failure

to do so may create the probability of two account

executives contacting the same client.

The account executives select the content specialists

by reviewing the instructor database for appropriate matches

with client requests. The account executive locates new
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prospects through community and campus referrals, and

utilizes client recommendations for highly technical or

specialized persons.

The account executive and the selected content

specialists meet to discuss appropriate strategies regarding

training assessments, course objectives and activities,

methods of instruction, competencies to be obtained,

appropriate time frames, needed facilities, and

instructional materials.

The account executive and the content specialist meet

with the client to discuss the specifics of the proposed new

training as determined by the account executive and the

content specialist. (Certain situations may not require

this meeting, such as when repeating the same course for the

same client.) At this time the account executive

demonstrates and validates the service offered. The content

specialist is involved only with the specifics of the

proposed training. The account executive moderates this

discussion and maintains the responsibility for all sales

transactions and negotiations. It should further be noted

that the content specialist is not paid for this visit. It

is a service rendered to the client. The content specialist

may be compensated in the future in possible course

development and/or training for the BPI. Immediately

following the meeting with the client and the content
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specialist, the account executive contacts the client for

input concerning discussion and satisfaction. Once client

satisfaction is assured, the account executive determines

the training content, researches available facilities, and

locates needed available instructional materials.

Faculty are selected by the account executive from the

BPI instructor data bank. This computer printout is

compiled by the BPI coordinator of business operations at

the district office utilizing information submitted by the

account executive's program coordinator and provost using

the Instructor Data Form. Instructors listed within the

data bank have either taught for the BPI or have been

interviewed and recommended by a member of the BPI staff.

Instructors are also selected from continuing education

deans, program developers, campus liaison, and campus

division chairs. These sources are excellent because they

represent part-time and full-time instructors who are

familiar with the system. An additional source for

instructors is from content specialists who assist in the

development of custom training.

The account executive interviews potential instructors

who appear to have the best qualifications required to match

the requests of the client in demeanor, credentials,

delivery methods, and chemistry. If, after the interview,

the account executive and client determine that a potential
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instructor is inappropriate, the instructor is notified of

the mismatch. The account executive repeats the procedure

until a suitable instructor is identified. The account

executive contacts the client and arranges a meeting to

introduce the instructor who has been identified. After the

meeting, the account executive contacts the client to

ascertain whether the preselection of the instructor was

satisfactory. If the client has reservations concerning the

selection, the account executive initiates another selection

process. While the rejection of an instructor by a client

does not happen often, it is imperative that the selection

of the instructor have complete approval by the client. The

account executive must be sensitive to this and strive to

keep quality delivery, not personalities, in mind when

responding to a client's rejection of an instructor for

whatever reason. If the client approves the preselection of

the instructor, the instructor is notified of a possible

agreement and the availability of the instructor is

confirmed. The account executive completes an Instructor

Data Form and sends it to the BPI coordinator of business

operations for input. This form is completed only on

instructors who have not previously been entered into the

bank.

The account executive then develops a cost analysis for

the proposed training utilizing the hourly rate for
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instructors based on the following instructor formula for

noncredit offerings: Base Rate A, $18 per hour--more

supervision of training than instruction (fitness), Base

Rate B $25 per hour--personal development and general

interest, Base Rate C, $35 per hour--technical and clerical,

and Base Rate D, $50 per hour--executive, managerial, and

high tech. The provost may approve other rates if

appropriately justified. Instructional development is

compensated at a rate of $25 per hour only if reimbursed by

the client. The amount of development time appropriate for

the course is determined by the account executive and the

instructor, with assistance from the division chair or

continuing education dean, if appropriate. In order to

cover indirect operation costs, a 100% mark-up of all

noncredit instructional and developmental costs is made when

materials, facilities, and fees are offered at estimated

direct cost.

Compensation for all reimbursable credit courses

follows the policy established by the Board of Trustees and

detailed in the colleges' credit catalogs. Minimum class

size is determined by the instructor-cost-break-even point.

Courses offered with less than minimum are assessed the cost

of tuition fees and reimbursement per participant and are so

stated in the agreement. The authorization work sheet

details the formula for this calculation. For reimbursement
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of noncredit courses, the pricing must be the same (per

student) as advertised in the noncredit course schedule. If

the per-student tuition plus reimbursement is the same or

greater than normal BPI pricing, the client is charged a per

person rate and reimbursement is requested. If the

per-student tuition plus reimbursement is less than regular

BPI pricing, then reimbursement is not requested and the

regular BPI pricing prevails.

Reimbursable noncredit pricing is determined using the

standard BPI Authorization form to price the training.

Continuing education is consulted in order to determine the

per-student tuition of the reimbursable course. The

possible minimum enrollment of BPI pricing is determined.

(Twelve is the average class size.) Line 5 on the

authorization form is divided by the possible minimum

enrollment. The minimum enrollment is then adjusted up or

down from the 12 average students to compare as favorably as

possible to continuing education per-student price. If the

BPI per-student price is still higher than the continuing

education price, the Texas Education Agency reimbursement is

figured and subtracted from the BPI per-student price. The

BPI per-student price is compared with continuing education

per-student price, and the rate that best covers BPI costs

is established. The BPI price is used without reimbursement

if costs cannot be covered by the continuing education
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price. The continuing education per-person price is used if

pricing covers BPI costs.

The account executive prepared the final agreement and

authorization forms (#4 and #5, Appendix B). The agreement

form is standardized and has been approved by the district

legal counselor. Any deviation from this standardized form

must be approved by the provost, with legal counselor review

and subsequent approval. An annotated copy of this form is

included in the manual. The specifics of the agreement are

the only variables of this standardized, approved form. BPI

Authorization form 5 is also a standardized form which

enables the account executive to itemize the price of the

training. The information on this form is input on the

computer and provides sales and delivery data which are the

basis for tracking the BPI progress. The form is divided

into credit and noncredit sections for accuracy of

calculations. The authorization form must accompany the

agreement form when sent to the BPI office for approval.

Agreement and authorization forms are submitted

directly to the program coordinator who reviews them for

accuracy and initials them for final approval by the

provost. Once the provost approves the authorization form,

the account executive is notified by the program coordinator

of the agreement and authorization approval, and the account

executive gains the client's signature on two original
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agreements. Account executives are encouraged to personally

deliver the agreement to the client to expedite the process

and to be available to field any questions; however, under

appropriate circumstances the agreement is mailed.

The designation of authorized persons to sign contracts

is mandated by Dallas County Community College District

board policy. As such, the BPI conforms to this stated

policy by operating under specific guidelines.

All reimbursable credit agreements regardless of amount

and all noncredit agreements up to the amount of $2,000 are

approved and signed by the provost. The agreements (two

originals) and the accompanying authorization are then sent

to the BPI coordinator of business operations for

processing.

All noncredit agreements amounting to between $2,000

and $5,000 are approved for signature by the provost. The

legal counselor and chancellor (or designated

representative) approve and sign the agreements. The signed

agreements are then returned to the BPI coordinator of

business operations for processing.

All noncredit agreements amounting to between $5,000

and $25,000 are approved for signature by the provost. The

legal counselor and chancellor (or designated

representative) approve and sign the agreements. The

district Board of Trustees then approves the agreement
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after-the-fact at the next regularly scheduled meeting.

After the Chancellor's signature is obtained, agreements are

sent to the BPI coordinator of business operations for

processing.

All noncredit agreements amounting to over $25,000 are

approved for signature by the provost and are approved and

initialed by the legal counselor. The district Board of

Trustees approves, and the chancellor signs the agreement

following the next regularly scheduled meeting. It is

important that the account executive when involved with the

agreements amounting to over $25,000, consider the timing

required to get on the board agenda for appropriate actions

at the next meeting. This information is shared with the

client, and the account executive is to follow-up in an

expedient manner so as not to miss the imposed deadlines.

The signed agreements are then sent to the BPI coordinator

of business operations for processing and are recorded by

the BPI coordinator of business operations.

In preparing instructors' contracts, account executives

submit information for preparing contract form 6, including

the information regarding instructional hours and rate of

pay as agreed upon by the account executive and the

instructor, to the appropriate division for credit courses.

Noncredit contracts are prepared by the BPI secretary. The

instructor signs contract form 7, the supplementary Conflict
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of Interest form 16, and additional forms as appropriate.

If the instructor is a full-time or part-time employee of

the district, the account executive sends the contract to

the employee's immediate supervisor who checks the status of

the employee's load limitations and, if the load is

satisfactory, signs the contract. If the load exceeds the

employee's limitations, the immediate supervisor advises the

account executive and returns the contract unsigned. The

account executive then must identify another eligible

instructor. The account executive signs the contract and

forwards it for further processing. This delay could be

avoided if the account executive determined the instructor's

availability with the immediate supervisor.

New hires are processed through the campus personnel

office with appropriate forms. If a course is to be

reimbursable, the instructor completes a Statement of

Qualification form with subsequent approval. The personnel

coordinator then enters data according to regular campus

procedures.

In recording the agreement, the BPI coordinator of

business operations enters the data into the computer

utilizing form 8, Contract Spreadsheet, after receiving two

original agreements, properly signed, and the attached

authorization forms, properly approved. This Contract

Spreadsheet is printed monthly to depict gross sales. At

. N .. ,,. ,t._..t, . . .. ,, ._._.,. ,.. ,r.., .. -
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that time, the delivery data is entered into the computer

utilizing form 17, Delivery Spreadsheet. This spreadsheet

is printed as a quarterly financial report, and reflects

gross income, expenses, and net income. One original

contract is then returned to the account executive for

distribution to the client, and one original contract plus

the authorization is filed in the BPI coordinator of

business operations' office.

The instructor, with account executive input, develops

the course outline, adhering to client requests and

participants' needs. Upon completion of the course outline,

the account executive arranges to have the course outline

printed using form 9. This outline is sent to the central

BPI office where it is distributed to other account

executives for marketing purposes.

If course development is required and the cost for this

development is being charged the client, the account

executive contracts with the content specialists, or

instructor if the instructor has served as the content

specialist, to prepare the course in written form. This

course development becomes the property of BPI and serves as

an "on-the-shelf" course which may be used for future

marketing purposes or offerings. The format for the course

development utilizes form 18, Course Development Package.

This completed form is also sent to the central BPI office
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by the client. The instructor (or content specialist)

develops the course under the guidance of the account

executive; however, because the client is not billed for it,

this development remains the property of the instructor. It

should be noted that regardless of the amount of time

involved in paid development of a course, a course

development is not required. All that has to be completed

by the instructor is a course outline, if one does not exist

for that specific course. If a course outline does exist,

the account executive simply supplies the outline to the

instructor for preparation of delivery. The instructor is

paid for course development, if required and agreed upon,

but not for course preparation, which is included in the

hourly instructional delivery costs.

Next, the instructor or content specialist develops the

course using the outline included on form 9. The account

executive reviews, critiques, and approves the course

outline or development as submitted by the instructor or

content specialist, and sends the completed course

development package to the BPI program coordinator for

cataloging and distribution. The instructor is paid for the

development after the contract is submitted to the campus

personnel coordinator for processing. The instructor or

content specialist is not paid until all required forms are

completed, submitted, and approved.
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When arranging classes, the account executive

determines, with input from the client, which type of

classes are to be offered from the following choices:

(a) credit-reimbursable classes (all credit classes are

automatically reimbursed by the Coordination Board);

(b) noncredit-nonreimbursable-noncontinuing education unit

(a continuing education unit is a noncredit continuing

education course--10 class hours = 1 continuing education

unit); (c) noncredit-nonreimbursable-continuing education

unit; (d) noncredit-reimbursable-noncontinuing education

unit; or (e) noncredit-reimbursable-continuing education

unit. The instructor and client are then alerted of

schedules and commitments.

In arranging credit reimbursement, the account

executive contacts the appropriate campus division

chairperson and submits all data pertaining to the class as

outlined in the agreement. The division chairperson assumes

the responsibility of setting up the class, identifying an

instructor, and arranging the instructor contract as

outlined in the district policy and procedures manual. The

account executive and the division chairperson work jointly

in selecting the instructor. This is necessary to insure

that the instructor meets the requirements of the client's

request. The account executive then sends an original copy

+
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of the agreement to the client and retains a copy of the

agreement in the campus BPI file.

In arranging credit classes the college division

chairperson sets up the class using the same procedures

required of any credit offering as outlines by district

policy and procedures. The division chairperson prepares

the instructor contract, gains necessary signatures, and

submits the completed contract to the campus personnel

coordinator for processing. The account executive provides

the division chair and registrar with arrangements for

registering participants either on-site or on-campus

according to the terms of the agreement. The division

chairperson orders textbooks and arranges for the delivery

of necessary texts from the campus bookstore either on-site

or on-campus.

Upon satisfactory completion of the course, students

are awarded credit following district guidelines. The

registrar reports to the state for Coordination Board

reimbursement.

In arranging noncredit-reimbursable-continuing

education units, the account executive sends one original,

signed agreement to the client and retains a copy for the

campus BPI office files. With the assistance of the

continuing education division, the account executive checks

the master Coordinating-Board-approved printout for
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verification of approval. If the course does not already

have such approval, the account executive submits the

required data to the continuing education division to

initiate procedures to request Coordinating Board approval.

This request for approval may take more than 2 months to

gain; therefore, it is critical that the procedure be

requested promptly to fall within the quarterly reporting

period.

The account executive informs the appropriate personnel

in the continuing education division of the request for

reimbursement if the course is currently approved on the

master list, and the continuing education division sets up

the course following district procedures. The account

executive coordinates the delivery by scheduling the

instructor and by assuring all components of the agreement

are satisfied.

The instructor registers participants at the first

class meeting and returns the completed registration forms

to the BPI office the same day. In appropriate cases, the

account executive may register the class if the account

executive attends the first class meeting to introduce the

instructor or monitor the start-up. This usually occurs

when the instructor is new to the BPI operation or when the

class is offered to a new client. The instructor submits

attendance records to the BPI office for distribution to the
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continuing education division, and the continuing education

division records students following usual procedures. The

continuing education division submits reports for

Coordinating Board funding following district procedures.

Finally, the continuing education division awards continuing

education unit credits, via the BPI office, to participants

who have satisfied the requirements.

The account executive arranges, with the BPI secretary,

the acquisition of needed supplies, such as notebooks,

pencils, note pads, and other materials, and audio visual

equipment and materials, such as overhead projectors and

charts, as requested by the instructor. If the instructor

requests designated texts, the BPI secretary (for noncredit)

or division chairperson (for credit) makes the necessary

arrangements for the bookstore or other suppliers to deliver

the needed texts.

If the class is held on campus, the BPI secretary, with

the assistance of the continuing education office,

identifies an appropriate, available classroom or laboratory

and reserves it through usual campus procedures. If the

class is held on-site (company facilities), the account

executive makes arrangements with the client to reserve the

identified room or laboratory and makes sure that adequate

seating and other necessities are available. If additional

supplies or equipment such as software, training manuals, or
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manufacturers' manuals are required in the delivery of

instruction, the BPI secretary (for noncredit) or division

chairperson (for credit) makes the necessary arrangements

for purchase or acquisition of such special materials.

In getting classes started, the BPI secretary arranges

delivery of instructional materials for noncredit courses.

The division office arranges delivery for credit classes.

The continuing education office supplies the BPI secretary

with a sufficient number of registration forms for

participation in a noncredit course. The BPI secretary

provides the instructor or account executive (whichever is

appropriate) with forms to be completed on the first class

day. The registrar provides registration for credit

classes. The account executive introduces the instructor to

the class on the first class day and monitors the class for

several minutes to assure quality delivery of the client's

requests.

In invoicing the client, changes must be made if,

before or during instructional delivery, there is an

agreement amendment or cancellation. After receiving a copy

of the signed agreement form, the BPI coordinator of

business operations, the campus business office invoices the

client according to the terms included in the agreement and

sends a copy of the invoice to the BPI coordinator of

business operations. Upon receiving the invoice from the
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campus business office, the client arranges payment to the

campus business office according to the terms stated in the

agreement, and the campus business office then reconciles

the account. If the account is not paid within 30 days of

the invoice, the campus business office notifies the account

executive, who contacts the client to arrange for immediate

payment. If the account is still unpaid after 45 days, the

account executive notifies the BPI vice president of

business services who, with the assistance of the district

legal counselor, begins proceedings to collect the past due

account. The district vice president of business services

is responsible for collecting the account.

If changes are required due to an agreement

cancellation before or during instructional delivery, the

account executive stops all development and instructional

activities immediately and notes the exact date of

termination for billing purposes. Upon notification of the

termination of the agreement, the instructor or content

specialist submits a time sheet for work completed. The

account executive immediately stops all other expenditures

on the date of termination of the agreement, calculates all

new expenditures up to the date of termination of the

agreement, and assesses a cancellation fee which reflects

10% of the original agreement amount and all actual expenses

incurred up to the date of termination of the agreement for
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noncredit offerings. Credit offerings follow the policies

found in the campus catalog with respect to dropping

classes. The account executive then submits cancelled

authorization forms reflecting the cancellation fee to the

BPI coordinator of business operations for entry on the

delivery spreadsheet and to the campus business office for

invoicing the client.

For monitoring and evaluating classes, the BPI

secretary (noncredit) or division office (credit) provides

student evaluation forms to instructors. This form, form

12, is distributed to students and is completed on the last

class day. The instructors return the completed forms to

the campus BPI office. Upon completion of a class, the BPI

secretary (noncredit) or division office (credit) provides

instructors with an Instructor Evaluation form (form 13)

which is completed and returned to the campus BPI office.

At this time, the account executive provides clients with a

Client Evaluation form (form 14) which is completed and

returned to the campus BPI office. Collection of this form

by a visit to the client provides the account executive with

an excellent opportunity to discuss possible follow-up

training and to gain valuable validation of the training,

either by letter or written comments, to be used in future

marketing activities.
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The BPI secretary collects, evaluates, and summarizes

the data on all three evaluations. A summary of the

evaluations is recorded on form 15 which is sent to the BPI

coordinator of business operations who files it with the

original agreement. The BPI secretary also collects

enrollment data and includes this information on form 15

before it is sent to the BPI coordinator of business

operations. All actuals (actual enrollment, direct and

indirect costs) are entered on the BPI Authorization form

(form 15, yellow copy) by the secretary who then sends it to

the BPI coordinator of business operations for entry on the

Delivery Spreadsheet (form 17).

In order to facilitate students' evaluation of a class,

the BPI secretary (noncredit) or division office (credit)

distributes Student Evaluation forms (form 12) to the

instructor before the last day of class. The instructor

then administers the evaluations on the last class day and

returns the completed forms to the campus BPI office. The

BPI secretary distributes copies of the completed forms with

the originals filed in the campus BPI office to the client

and to the instructor at the account executive's discretion.

After assigning evaluation scores, the BPI secretary enters

the evaluation scores on the Evaluation Summary (form 15)

and sends it to the BPI coordinator of business operations

for filing with the original agreement.
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At the conclusion of the class, the BPI secretary

(noncredit) or division office (credit) supplies the

instructor with an Instructor Evaluation form. The

instructor completes the form and returns it to the campus

BPI office. The BPI secretary assigns an evaluation score

and files it in the BPI campus office. The BPI secretary

then enters the score on the Evaluation Summary form (form

15) which is sent to the BPI coordinator of business

operations for filing.

A Client Evaluation form (form 14) is sent by the

secretary to the company contact with whom the account

executive has actively worked in the delivery of the

instruction. The client who has been actively involved with

the account executive in the delivery of the instruction

completes the Client Evaluation form and returns it to the

campus BPI office. The BPI secretary then assigns a score

to the evaluation and files the results in the BPI campus

office. The BPI secretary enters the score on the

Evaluation Summary form (form 15) which is sent to the BPI

coordinator of business operations for filing.

At the conclusion of the instructional delivery, the

BPI secretary completes the actuals (actual enrollment,

direct and indirect costs) on the authorization form (form

15). The authorization form with the recorded actuals is

sent to the BPI coordinator of business operations for entry
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on the Delivery Spreadsheet (form 17). The BPI secretary

calculates the student, instructor, and client evaluation

forms. The BPI secretary enters the evaluation and

enrollment summaries on the evaluation and enrollment

summary form (form 15) and submits it to the BPI coordinator

of business operations for filing with the agreement.

Immediately after the conclusion of the instructional

delivery, the account executive performs follow-up by

writing a letter of appreciation to the client for the

opportunity to service the client's training requests. This

letter should be received by the client within a week of the

conclusion of training. A request by the account executive

for a letter of validation from a new client is appropriate

at this time. Further follow-up is provided by the account

executive who contacts the client at 4-month intervals after

the completion of training. The account executive uses a

letter summarizing the training that was delivered and

suggesting possible future training, a telephone call to

touch base and inquire about other training needs that have

developed, and a personal visit to deliver updated materials

on other training programs currently being offered to other

companies by BPI to facilitate future agreements.

In addition, the account executive includes the client

in appropriate future marketing activities, such as

(a) mailings that include the quarterly BPI newsletter and
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brochures on specific training; (b) special events such as

teleconferences, seminars, and BPI lunches or breakfasts;

and (c) announcements of campus or district activities which

might be of interest to the client (Farrow, 1988).

As evidenced from the previous descriptions of

activities, the account executive is the central link

between the college BPI and the BPI central office. The

account executive's responsibilities for delivering

training--including seminars, workshops, assessment

programs, and customized courses--to business and industry

are also reflected in the proceeding descriptions.

Business Professional Institute: Effects of the
Central Office Procedures on the Staff at

North Lake College

As explained earlier, the BPI had its origins in the

BITC which was established at North Lake College on February

1, 1985. As noted, the BITC operated autonomously until the

BPI began operation in January 1986. The purpose of this

research study was to describe and analyze the business and

higher education partnership at North Lake College. In

order to objectively describe the partnership program,

secondary sources were consulted and on-site interviews were

conducted with representatives of the BPI at North Lake

College. The following interview questions and responses
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provide insight into the relationship between North Lake

College and the central office of BPI:

1. Describe the internal communication processes at

North Lake College.

Reports . . . meetings . . . memorandums . .

phone . . . newsletter . . . college liaison . . . through

the account executive . . . not clear.

2. Describe the external communication processes

(between North Lake College and central BPI).

Sporadic . . . through the college president, the

account executives, coffee meetings, reports, brochures,

correspondence.

It isn't well defined. The account executive is the

key. It's her responsibility to let the rest of us know

what's happening.

Meetings are scheduled without advance notice.

3. What is your role at the North Lake College BPI?

Account executive . . . college president . .

instructor.

4. Do you like your job?

Yes . . . most of the time . . . sometimes.

5. How do you feel about BPI's operational policies

(i.e., central office control and location vs. campus

control and location, BPI and continuing education
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relationship, role of the college liaison, coordination

board policies, contract training)?

Coordination from district level is a must . . . too

much pressure from the "top," identify the "boss," no

unification of contract system . . . don't know much about

the coordinating board . . . we need to review fees . .

move away from centralization.

6. How do you feel about existing marketing

procedures? How would you change these efforts?

More marketing support! More time to market!

7. (For account executives.) What types of training

did you receive to prepare you for your current position?

What other training would be helpful?

Not much training . . . here it is--go to it. . .

How does continuing education work? . . . information about

state coordination policies . . . who is #L . . . formal

training program. . . . Where do I fit into the college

community?

8. Who is responsible for client program delivery?

How could the process be improved?

Account executives are responsible .

instructor/consultant helps develop too . . we need canned

programs.

9. How effective is your evaluation process?
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Not effective (clients . . . students . .

consultants).

10. What would be the ideal working relationship

between North Lake College and central BPI?

Non-adversarial relationship. College needs to control

own budget. Central BPI to provide coordination only.

De-emphasize central BPI.

11. What is the greatest benefit North Lake College has

realized from the central BPI?

New contracts. Better marketing. None . . . well,

maybe better coordination of programs. More quality

workshops.

12. If you could change central BPI procedures, what

would you change?

More control at the college level. Give account

executives more authority. Involve faculty more, provide

them with quality workshops. Change the pricing structure.

After reviewing the interview responses, the North

Lake-BPI relationship was found to be positive and effective

in most areas. However, the following observations and

recommendations are offered.
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Observations and Recommendations

Communication

Observations--While there is a multiplicity of

communication vehicles at BPI, there seems to be a

discrepancy in the communications link between the college

and the central location. For example, several of those

being interviewed seemed to feel the lack of campus

involvement due to mixed messages from the central office.

Recommendations--The campus personnel need to know

their specific roles as they relate to campus communications

and involvement. Additionally, this clarification would

help define BPI's role to all campus and BPI personnel.

External Communication

Observations--The account executives feel that they

have the primary responsibility for external communications

but agree that they have limited time and finances to

accomplish the task successfully. For example, they need to

be selling continually; thus, they have little time for

informal networking (i.e., luncheons, dinners, chamber

meetings, city council, country clubs). Furthermore, they

cannot personally afford such activities and amenities.

Recommendations--Reiterate the role of the provost and

college president as it relates to their duties in assuming

partial responsibility for external communications. Also
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provide limited expense accounts for account executives'

entertainment, networking, and communication activities.

Job Roles and Descriptions

Observations--While account executives seem to clearly

perceive their job roles, they are in agreement that they

wear too many hats. One account executive used the old

cliche, "I'm a jack of all trades." Other personnel seem to

be satisfied with their job roles.

Recommendations--The hiring of program coordinators and

professionally trained consultants could enable account

executives to spend more time marketing and selling.

Central Coordination

Observations--Almost everyone interviewed agreed that

the central location is more of a disadvantage than an

advantage (i.e., no campus identity, little community

involvement, complicated contract delivery)i. In short, the

respondents favored decentralization.

Recommendations--Reevaluate and redefine the need for

and functions of the central office. The priorities of the

central staff might be to coordinate and disseminate

information, provide clerical and secretarial services,

provide meeting spaces for large groups, and coordinate, but

not to regulate.
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Marketing

Observations--Account executives need more time to

market and more marketing as well as sales training.

Recommendations--Help account executives identify

markets and develop more specific marketing training. (See

the first recommendations.)

Training

Observations--It is obvious that the account executives

need more training in sales and marketing, but they also

need training in course and program development, design, and

evaluation. Further, they need knowledge and information

about how continuing education functions, how state

coordination of higher education works, and how the college

and the community work together to fulfill the mission of

the college.

Recommendations--Account executives need to have more

than management, marketing, and sales training experience

and knowledge; they need to have training as educators. It

is important to remember that the BPI is providing education

to the business community. Account executives should have

education and experience in both the business and education

(curriculum, higher education administration) communities.
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Client Program Proposal Preparation
and Program Delivery

Observations--Account executives feel that they are

solely responsible for the preparation and delivery of

programs. Some admit that instructors and consultants help

with the proposal preparation.

Recommendations--Account executives need more training

in program and course development as well as proposal

preparation. However, if BPI would develop a training

program for their consultants, the trained consultants would

be more qualified and better prepared to write proposals and

deliver programs. Thus, the account executives would have

more time for sales and marketing.

Evaluation Process

Observations--Some of the individuals interviewed did

not realize that BPI had an evaluation component for their

programs. Certainly, the account executives were aware of

the evaluation forms, but they did not consider them to be

effective.

Recommendations--The evaluation forms need to be

considered and analyzed for meaningful insights into BPI's

effectiveness.
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Chapter Summary

Individuals who are a part of the BPI at North Lake

College in Irving, Texas, were surveyed for this descriptive

study. Included were BPI account executives, the college

president, the vice president of instruction, the vice

president of business services, selected division

chairperson, the associate dean of continuing education, and

selected faculty and students. The participants were

contacted in order to discuss issues concerning the business

partnership program at North Lake College.

Individual interviews and conversations, along with an

analytical examination of secondary sources, were used to

answer the question, "How has the business and higher

education partnership model at one community college been

planned, organized, and administered?"

Analysis of the data revealed the following major data

findings:

1. The BPI at North Lake College, a part of the Dallas

County Community College District's BPI, originated in 1984

through the efforts of the President's Advisory Council.

The council created a marketing and training center on the

North Lake Campus which was appropriately called the BITC.

The primary purpose of the BITC was to provide delivery of

credit and noncredit courses to Dallas area businesses and

industries, either at the business site or at North Lake



123

College. The BITC was administered at North Lake College

and the programs of instruction were developed and conducted

in consultation with instructors, division chairpersons,

campus administrators, and employers. The marketing and

contract activities were the function of the training center

staff, and instructional delivery was the responsibility of

the academic division of the college. Yearly evaluations of

instruction, marketing, and contracting procedures and

resources were completed by the training center staff, the

President's Advisory Council, the Instructional Council, the

college business office, the Student Development Council,

and the business community.

2. By 1985, North Lake College and two other campus

sites, Eastfield and Richland, were enjoying favorable

relationships with the businesses in their respective

geographic locations; thus, the demands for training

programs increased rapidly. The three campus sites turned

to the Dallas County Community College District office for

additional funding and guidelines. Instead of simply

supplying the needed funding and guidelines, the district

created a district-wide marketing and training program which

provided customized training and services on a contractual

basis for businesses, associations, and governmental

agencies, either on-site or on one of the seven Dallas

County Community College District locations. The BPI staff,
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including a provost, a program coordinator, and an executive

secretary, assumed the responsibility for all institute

business operations. Although the college campus locations

had functioned autonomously in the past, each campus

including North Lake College now functioned as an arm of the

Dallas County Community College District central BPI.

Basically, each campus location provided an office for an

account executive who was assigned to the specific campus,

furnished and equipped the offices, and covered all

operating costs.

3. Numerous areas within the BPI appear to be working

well. However, there are some areas that may need to be

reviewed, discussed, and possibly altered. Those areas

include training policy development, internal and external

communication, relationships of individual campus sites to

central BPI, job roles, and evaluation procedures.

This chapter has provided a presentation of data

concerning the business partnership program at one community

college. Chapter 5 includes a summary and interpretation of

the results derived from the analysis of data.
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SUMMARY, CONCLUSIONS, INTERPRETATION,

AND RECOMMENDATIONS

A summary of the purposes, methods and procedures,

analysis of the data, and the findings of this study are

included in this chapter. Research questions 4 and 5 are

addressed. In addition, conclusions and recommendations

based upon the findings of the study are presented.

Summary

This study concerned business partnerships in higher

education. The major purpose of this study was to describe

and analyze the business and higher education partnership

program in one Texas community college. Secondary purposes

were to (a) identify the premises of business and higher

education partnerships; (b) describe the planning,

organization, and administrative structure in one community

college; (c) identify the benefits received by businesses

and their employees who are involved in corporate

partnerships in general, and at one selected community

college; (d) identify future challenges and opportunities

for partnerships at other levels of American higher

125
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education; and (e) identify research needed in order to

evaluate business and higher education partnerships.

Three kinds of qualitative data collection techniques

were used in this study: (a) in-depth, open-ended

interviews; (b) direct observation; and (c) analyses of

secondary sources. Interview data were collected from the

participants in the study. The participants, individuals

who were part of the Business and Professional Institute

(BPI) at North Lake College, provided interaction during

individual open-ended interviews concerning the planning,

organization, and administrative structure of the

partnership program at the college. In addition to

collecting data from the interviews, detailed descriptions

were made of participants' observable experiences. Finally,

written documents were analyzed and evaluated.

The data are presented in a descriptive, narrative

format. Because, as noted in Chapter 3, qualitative

research emphasizes process or explanation of how things

happen rather than specific outcomes, no statistical tests

were computed for this study.

Summary of Major Data Findings

Data collected to answer the research question of this

study revealed the following major findings:
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1. American business and higher education partnerships

are not a new concept or idea. Their antecedents are in the

19th century when the Morrill Act of 1862 defined the

service missions of land-grant institutions of higher

education. The mission of these institutions was to prepare

young men for agricultural or mechanical jobs; thus,

education's purpose was to serve the needs of the American

work force.

2. Even though the idea of business and higher

education partnerships has been in existence for well over a

century, continued feelings of distrust and skepticism

remain among members of the corporate world and educational

communities in regard to these alliances. These types of

feelings among leaders in the corporate and educational

settings have, in many instances, stifled the growth of such

alliances.

3. The idea that businesses and institutions of higher

education have little to offer each other has served to

create feelings of ambivalence about existing or possible

partnerships between the two communities. Many believed

that neither side had any goods worth exchanging and that

each side spoke a different language and had different

purposes and objectives.

4. In spite of the differences between businesses and

higher education, the growth curve of business and higher
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education partnerships has increased significantly over the

past 30 years and, as a result, many successful alliances

have been formed.

5. America's growing concern with foreign competition

and decreased domestic productivity have spurred many

business and higher education alliances. Successful

partnerships not only support business training and

development in new technologies, research, and product

development, they also help institutions of higher education

to increase student population, revitalize faculty, create

new leadership positions, and stimulate institutional

development.

6. As a result of both instructional and corporate

growth, the economic growth and development of the United

States is supported by the stimulation and enhancement of

the capacity of individuals and organizations to produce

goods and services in order to create jobs and income.

7. Business and higher education collaborations, then,

are most often economically beneficial to both the corporate

sector and the higher education community. Equally

important, such alliances provide new opportunities for

leadership in both environments.

8. Despite the benefits of such partnerships, there

are obstacles to such alliances. The obstacles include

(a) differences in the attitudes of those involved,
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(b) differences in administrative philosophy, and

(c) contrasting professional work styles.

9. While there are problems to overcome, the results

of partnerships, which have connected education's teaching,

research, and service to the corporate world, are having a

positive impact on both American education and the American

work force.

10. All institutions of higher education, regardless of

their service missions, can engage in business and higher

education partnerships. Some of the most innovative

partnerships appear to be at the community college level.

In part, this is due to the broad and encompassing service

missions of community colleges which are often written to

accommodate the country's developing high technology work

force.

11. The educational services provided to the American

work force by community colleges such as North Lake College

are important and diverse.

12. The BPI at North Lake College, although not without

problems, represents one of the most successful and

innovative business and higher education partnership

programs in America.
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Discussion of Findings

The purpose of this study was not to try to prove or

disprove any particular fact or theory; rather, it was to

describe and analyze business partnerships in higher

education with emphasis on one Texas community college. As

stated earlier, this research encompassed qualitative data

collection techniques. In addition, many of the

observations and interview analyses were subjective in

nature and were not measured or evaluated by questionnaires

or evaluation forms.

For the most part, the individuals who were a part of

the BPI at North Lake College at the time of this study,

including the BPI account executives, the college president,

vice president of instruction, vice president of business

services, selected division chairpersons, associate dean of

continuing education, and selected faculty and students,

emphasized the positive aspects and successful outcomes of

the BPI. While most areas appeared to be working well, the

following areas needed to be reviewed, discussed, and

changed: (a) training policy development, (b) internal and

external communication, (c) relationships of individual

campus sites to central BPI, (d) job roles, and

(e) evaluation procedures.

In regard to the BPI's training and development

program, most of the account executives agreed that more
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continuing education and development sessions need to be

offered to them as in-service sessions. They further agreed

that the sessions need to address the purposes of continuing

education, the contents and application of state

coordination and cooperation policies, and the relationship

and effects of the BPI on traditional education.

Specifically, the account executives wanted to know, "Where

do I really fit in regard to the college community?"

Perhaps one of the most important comments was, "The account

executive must not only have a background in business

functions and management, but in educational administration

and development."

In addition to training and development concerns,

account executives, as well as other BPI participants,

concurred that both the internal and external communication

processes could be improved. Most communication was

initiated by the account executives, but often meetings were

scheduled by another institute member without advance notice

to those expected to attend. While most participants seemed

to prefer dialogic rather than hierarchial communication

processes, they expressed a desire to have one person in

charge of communication procedures at each campus site.

Another major concern of the BPI participants was the

relationships of individual campus sites to central

administration regarding central office control and location
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as opposed to campus control and location, role of the

college liaison, coordinating board policies, and contract

training. Unanimous agreement was evident among the BPI

participants that coordination, not regulation, of the BPI

at the district level is essential. Participants also

agreed that current efforts toward coordination relied too

heavily on a top-down approach. More collaborative efforts

were recommended on the part of all who are involved with

the program. Some of the needed coordination efforts

included education about related BPI issues, such as

coordination board policies and contract training.

The need to move from centralization to local site

coordination with site liaisons assuming the responsibility

for communication with the district office was considered

paramount to the success of BPI. Of equal concern to those

involved was the need to define job roles and

responsibilities. These roles, which are clearly described

in Chapter 4, need to be reiterated and reviewed

periodically, and altered when necessary. Finally, the BPI

has an extensive evaluation process, described in Chapter 4,

but as is the case with job roles, the evaluation process

needs to be reviewed and changed frequently.

Even though there are facets of the business and higher

education program at North Lake College which need to be

reviewed and updated, participants agreed that the institute
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was doing an excellent job of delivering both credit and

noncredit courses to Dallas area businesses. The BPI

participants at North Lake College, like the literature on

business and higher education partnerships in general, were

optimistic concerning the future of such collaborations. On

the basis of the findings of this study, the following

observations were made:

1. The North Lake College BPI at North Lake College is

unique in its efforts to develop programming to meet the

needs of business and industry within the college's service

area.

2. The BPI's personnel are, for the most part,

enthusiastic and committed to the goals and objectives of

the institute.

3. The BPI is an example of a business and higher

education partnership program which exemplifies the idea

that such alliances can address and meet the needs of both

industry and education without compromising either

education's traditions or industries' commitment to

competition and productivity.

4. The faculty, students, and administrators at North

Lake College overwhelmingly agreed that the BPI is an

important entity of their college.

5. The BPI, is planned, organized, and administered at

both the campus and district levels with the district level
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being responsible for coordination of district-wide

programs.

6. The BPI offers local businesses and industries a

smorgasbord of courses which are offered either on campus or

at corporate sites, for credit or noncredit; as a part of a

degree or nondegree program. The courses are planned and

developed according to student needs. Instructors seek not

only to inform their students, but also to stimulate,

motivate, and challenge them.

7. North Lake College has a proactive position in

marketing the BPI services to the area corporate sector.

8. All North Lake BPI personnel are actively involved

in maintaining a quality and cost-effective institute.

9. The goals and objectives of North Lake's BPI are

consonant with the service mission of the college.

10. The North Lake BPI is, indeed, making human

resource investment by offering educational training to the

corporate world which provides employees with skills,

knowledge, and attitudes which will make them more

productive and competitive.

Conclusions

On the basis of the findings of this study, the

following conclusions appear to be warranted:

**AVOTe->-.- ;i - r, _ar>_ .Ma'- Wr ,,:,
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1. Business and higher education partnerships are

based on three premises: (a) that the alliances will

improve the financial situations of colleges and

universities, (b) that the partnerships will improve

American productivity and competitiveness, and (c) that the

collaborative efforts will improve the well-being of the

American business community. Such partnerships have the

potential to benefit the needs of both business and

industry. Perceived benefits for higher education include

the potential not only to improve the financial situation

for the schools involved in such ventures, but the potential

to promote the advancement of knowledge by improving the

quality of research and instruction. Other benefits include

the potential to increase the number of graduates in

high-demand fields such as computer science and health

services, to provide students with exposure to real world

problems, to avoid the complicated reporting requirements

that obtaining government monies requires, and to gain

access to company research facilities. Industry also stands

to gain from the creation of such partnerships. Some

benefits include an access to manpower, a means to draw from

the work of researchers without the need to expand in-house

facilities, a way to gain professional development for

corporate employees, a method to ease the demand for

research and development and investments, and a way to
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create and promote company prestige and image by fostering

community relations. In addition to these benefits, both

higher education and industry stand to gain new leadership

roles as a result of their partnership efforts.

Examples of successful alliances include cooperative

education; corporate associate and affiliate programs;

bilateral and corsortial research agreements; training

programs; personnel exchanges, internships, and sabbaticals;

conferences, colloquia, and symposia; consultancies,

lectureships, and faculty loans; volunteer programs;

corporate access to university resources and vice versa;

corporate recruiting; and joint national projects. In order

to assure the continued success of such collaborations,

higher education and industry must work together to update

American education through better training, continued

education, and advanced research and development. No longer

will higher education and business and industry be able to

isolate their foci; instead, they must work together to

create a better world for students as well as employees.

2. North Lake College's BPI, developed to meet the

training needs of the area business community in 1984,

provides active leadership in economic development in the

Dallas area. Equally important, the BPI enhances campus

enrollment through improved image and community awareness.

A
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The BPI, which is now a part of the Dallas County

Community College District's BPI, provides delivery of

credit and noncredit courses to Dallas area businesses, at

the business site or at North Lake College. The BPI,

comprised of both campus administrative personnel and campus

faculty, collaborate with business leaders in order to

deliver necessary and needed training to the corporate

community.

3. The educational program at North Lake College is

developed and conducted in consultation with instructors,

division chairpersons, campus administrators, and employees.

The instruction is conducted and supervised by qualified

personnel. Evaluations of instruction are conducted by the

training center staff with input from the President's

Advisory Council, the Instructional Council, the college

business office, the Student Development Council, and the

business community.

4. There is a growing need for alliances between

businesses and institutions of higher education in America.

Although a number of problems have been identified and

discussed, these problems are not unsurmountable. Both the

business and academic communities are becoming more informed

about the need for such partnerships, and there is evidence

that progress is being made toward solving problems in both

communities. Numerous colleges and universities are
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reporting an increase in the number of such alliances, and

most institutions indicate a growing willingness on the part

of their faculty and administrators to consider such

programs as being imperative, not only to their own future

successes, but to the success of the American economy.

While all this is true, there is also wide agreement

that business and higher education partnerships still

require careful attention and study. Powers, Powers, Betz,

and Aslanian (1988) identified a number of questions and

concerns which need to be considered:

[1.] Will researchers become secretive about
their work, with profit for themselves and their
backers at stake?

[2.] Will increased contact with higher education
provide industry with opportunities to lure away the
most gifted from faculties across the country?

[3.] Industry support tends to come in small,
short-termed allotments, which may be withdrawn as
corporate interests change.

[4.] Industrial support of university research
may cause faculty members to drift into more applied
and less basic research; will this short-term pattern
of funding also cause them unconsciously to restrict
the scope of their research designs?

[5.] How will contractual restrictions and
demands affect distribution of faculty members among
disciplines?

[6.] Will perversion of mission and loss of
quality result from offering training programs for
industry--turning colleges into "tinker-techs"?

[7.] Will presidents increasingly be hired more
for good looks and diplomacy in dealing with
legislators, CEO's [chief effective officers], and the
press than for many substantial leadership skills?

[8.] Will public relations offices increasingly
be asked to stage "events" for presidents with these
parties so that the public receives favorable
impressions of business/higher education alliances?
(pp. 229, 230)
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These questions are only a sample of the numerous

issues which must be considered and resolved by both the

academic and corporate world if business and higher

education alliances are to continue to grow and to

positively affect higher education traditions and

industries' competitive growth functions. Cohen and Zysman

(1987), Dickey (1984), Jaschik (1986), Prokesch (1987), and

Roemer and Schnitz (1982) raised other questions about such

issues as (a) the need to restructure higher education to

accommodate such partnerships, (b) the status and roles of

nontenured faculty members in regard to their participation

in such ventures, (c) the self-regulation of scientists and

engineers, (d) the status of academic freedom, (e) the shift

from a manufacturing to an information processing economy,

and (f) the changing role of the American government.

Researchers appear to agree that these issues are among the

pressing concerns that those involved in business and higher

education must consider.

Given the questions that need to be answered and the

issues that need to be considered, one may discern that

educators and business employees have much work to do if

they are to be successful in developing alliances which will

promote both learning and economic development. Whether or

not such entrepreneurial ventures continue to grow and

succeed remains to be seen. However, as indicated by the
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results of this study, many institutions of higher education

and businesses are using available resources to respond

positively to such collaborations.

Recommendations

The following recommendations are made for future

research:

1. A study should be made to look at whether

partnerships are effective avenues for recruitment of

students into traditional college studies.

2. A study should be undertaken to determine whether

or not training, including workshops and in-services, would

alter employees attitudes about business and higher

education partnerships.

3. A study is recommended to look at the opportunities

for new leadership roles for those involved in business and

higher education partnerships.

4. A study should be conducted to look at the ways

higher education can collaborate with elementary and

secondary schools to help them set up business and school

partnerships.

5. A comparative study is recommended to look at the

ways institutions of higher education in other countries

work to create and maintain partnerships with business and

industry.
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6. A study should be conducted to look at gender roles

in regard to mentoring and administrative leadership in such

ventures.

7. A study should be undertaken to look at effective

methods for accessing or evaluating partnerships.

The significance of research in both planning,

maintaining, and evaluating business and higher education

partnerships is more important than ever before. With the

rapid growth of such alliances, research is essential in

order to determine what works and what does not. Research

can extend basic knowledge about partnerships and, thereby,

help everyone involved to work together for common goals,

objectives, and advantages.
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BUSINESS AND PROFESSIONAL INSTITUTE
ORGANIZATIONAL CHART
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Forms

1. Client Data

2. Instructor Data

3. Proposal

4. Agreement

5. Authorization

6. Instructor Information

7. Instructor Contract

8. Contract Spreadsheet

9. Course Outline

10. Marketing Outline

11. Invoice Sample

12. Student Evaluation

13. Instructor Evaluation

14. Client (Company) Evaluation

15. Evaluation Summary

16. Conflict of Interest

17. Delivery Spreadsheet

18. Course Development Packet

19. Sample Introduction Letter

20. Progress Report
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For I
BUSINESS & PROFESSIONAL INSTIT1JE

CLIENT/CONTACT DATA SHEET

Company Name

Representaive

Dr. Mr. Ms. Mrs. (Circle One)

Tite/Dept.

Street/P.O. Box

City State

Company Phone (A/C)

Number of Employees Target Gir

Account Executive Delivery C

Original Contact Date Date Conn

Origin of Contact

FOR CONTRACTS ONLY:

Agreement No.

No. of Courses

Agreement Period:

Start End

S.I.C. Code

Zip Code

Rep's Extension

coup .

:ampus

tact Signed

w. BUSINESS & PROFESSIONAL INSTITUTE

CLIE.NT/CONTACT DATA SHEET

Company Name

Representative

Dr. Mr. Ms. Mrs. (Circle One)

Tide/Dept.

Swreet/P.O. Box S.I.C. Code

City State Zip Code

Company Phone (A/C) Rep's Extension

umber of Employees Target Group

Account Executive Delivery Campus

Original Contact Date Date Contract Signed

FOR CONTRACTS ONLY:

Agreement No.

No. of Courses
Agreement Period:

StartEnd

A

V
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Fore 2

INSTRUCTOR DATA FORM

Date Social Security No.

Last Name First Name.......

Title some Address__

City State Z..p

Work AddressWork Phon. ( )

Work City State Zip

Availability: (Days, Nights, Summer, Other).

If bilingual, state languages(s)

Topics: (Sample: 1. Marketing Comments: Real Estate)

1J. C_ mmn__ :

2. Comments:__

3. Comments:__

4* Comments_:

5. Comments:

TO BE COMPLETED BY ACCOUNT EXECUTIVE

Source Campus: Source AE: On File (Re) (Res):

Interview/Referred By: Phone: ( ).

Comments:

TO BE COMPLETED BY DATA INPUT OPERATOR

Date Data Input: Operator:

0
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Form 3

PROPOSAL FOR

(Company Name)

Submitted by: (A. E. name)
Senior Account ExeCUtiVe
Business and Professional Institute

pURPOSE: The purpose of this proposal is to set forth terms

that will facilitate__

INSTRUCTIONAL QUALITY: The .____dd_____bli__d__

will be conducted in accordance with standards 
established by

the Dallas County Community College District 
and the Texas

Education Agency. Instructional personnel will be employed by

the Institute. The instructor will maintain complete outlines

and objectives for each seminar/course ofrAtachentf"A".)
outline of the seminar/course is attac .

INSTRUCTIONAL MATERIALS AND SUPLIES: 
The Institute. Will

provide (examole: handouts and course instruCtiOnl'.

will provide ----

INSTRUCTIONAL SCEDULE: The course/seminar will be provided

from

TACILITIES: The course/seminar will be provided

REGISTRATION: The Institute will conduct on-ite registation

during the first class meeting. 
Adm

processing will be provided by College personnel.

FEES: The fee for the__

will be $__

BILLING: The Institute will invoice

at the beginning of the course/seminar. Invoice is due and

payable net 30 days.

The terms and fees quoted in this proposal are valid until
date -
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Form 4-1

AGREEMENT WITH DALLAS COUNTY COMMUNITY COLLEGE DISTRICT
FOR EDUCATIONAL SERVICES THROUGH ITS
BUSINESS AND PROFESSIONAL INSTITUTE

The Dallas County Community College District, A Texas political
subdivision of higher education, through its Business and
Professional Institute, (referred to as "Institute"), located at 701
Elm Street, Dallas, Texas, and Comoany , whose office
is located at Locatcn , Dallas, Texas, enter this
agreement as follows:

- Defines "Institute" and "Company" (or best description of
client e.g. agency, association, etc.) as referred throughout
the agreement.

- Identifies "Institute" and "Company" by titles and addresses.

1. Purpose. The Institute shall provide educational services to
the Company as provided in this agreement and more specifically
expressed in Attachment "A" which is incorporated by reference
herein.

- Educational services (either credit or non credit) by general
course title(s) including course number if available.

2. Instructional Quality. The Institute will employ qualified
personnel to provide educational services in accordance with
state regulations and policies of the Institute.

- Addresses the assurance of using only qualified personnel in
the delivery of the educational services.

- Insures that educational services are delivered in accordance
with state regulations (Coordinating Board guidelines) and
District (DCCCD) policies.

3. Instructional Material and Supplies. Instructional materials
and supplies will be provided as described in Attachment "A".

- Instructional materials and supplies used in the educational
services are directed to Attachment 'A'.

4. Fee. The fee will be s$for the non-credit services in
this agreement and will.be billed in accEdance with Attachment
"A". (Or) The fee for credit services in this agreement will
include tuition and fees as outlined in the college catalog and
will be billed in accordance with Attachment "A'".
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Forn 4-2

- Specifically quotes the exact and total amount of the

agreement including course development, instructional and/or

educational services delivery, materials, supplies,

facilities, and text book costs whenever applicable 
for

non-credit services.

- Identifies the procedure for payment of tuition and fees as

outlined in the DCCCD catalog for credit services.

- Billing procedure is directed to Attachment A.

5. Term. This agreement shall begin on date and end
on date

- The beginning date and the ending date of the delivery of

educational services including all development tiise.

6. Amendment. This agreement may be changed in writing by mutual

consent of the parties herein.

- Addresses the possible changing of the agreement in writing

by mutual consent of the Institute and Company. 
(Such

changes may be: (4) the fee when additional educational

services are requested, (5) altering the terms of the

agreement, (7) cancellation, or any of the following on

Attachment "A": 1, 2, 3, 4, & 5.

7. Cancellation. The Company may cancel this agreement in

accordance with Attachment "A".

- Directs procedures of cancellation by the Company.

8. Notice. Any notice provided under this contract shall be
delivered by mail or personal service to the parties named at the

address specified below.

- Identifies the procedure of delivering notice of 
the

agreement either by personal service or by 
mail.

Commanv Reresentative Account Executive

Name' A.E. Name
Company Business and Professional Institute

Address Name of Campus Center
Address

City, State, Zip City, State, Zip
Phone Number Phone Number
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Form 4-3

Executed in two original counterparts.

Company Dallas County Community College
Dis trict

By: By:

Aut.:.o::.Zea Representative Autnorized Representat ve

Date: Date:

Identifies the "Company" representative 'involved by name,
company, company address, and phone number.

- Identifies BPI Account Executive involved by name, college
BPI center, college BPI address, and phone number.

- Identifies the requirement of two (2) original agree-
ments signed by an authorized company representative
and the Dallas County Community College authorized
representative.

- Provides the date of the signed agreement.
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Form 4-4

ATTACHMENT "A"

- Identifies attachment

1. Schedule of Services. Name of Course(s) to be offered to
employees of Company Name, on Date (s) from Tine
beginning Date anc encing on -aa .

- Identifies credit services by course title and number
and/or non-credit services by course title.

Identifies the exclusive participants/Ikudience to
receive the educational services.

- Identifies the date(s) of the delivery of educational
services.

- Idenif:.es the time of day the educational services
will be delivered.

2. Materials and Supplies. The Institute will provide

The Company wi provice___________

- Identifies the responsibilities of the "Company" and
the "Inscitute" for providing any materials,
supplies, textbooks, and equipment required in the
delivery of the educational services.

3. Facilities.oAppropriate training facilities will be
provided by

- Identifies the location (title and address) where the
educational services- will be delivered.

4. Registration. The Institute will conduct on-site
registration on Date . Administrative services and
processing will be provided by

- Identifies the location (on site, on campus) of
registration of participants.

,. ,,,
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For 4-5

Identifies personnel involved in conducting
registration.

- Identifies the date of the registration activities.

5. Billing Procedure. The Institute will invoice the Company
at the beginning of each course. Invoice is due and
payable net 30 days.

- States the date the "Institute" will invoice the
"Company."

6. Force Majeure. The Institute or the Company shall not be
responsible far any delays in performance of this agreement
due to strikes, riots, acts of God, unavailability of
instructors or materials, war, governmental laws or
regulations. If a delay occurs, the Institute will make a
good faith effort to reschedule the service.

- Idencifes areas where the "Company" or the
"Institute" are not responsible for delays in
performance of agreement.

- Assures "Company" of the "Institute's" good faith
effort in case of delays in performance of
agreement.

7. Copying. No portion of the services provided herein shall
be copied or reproduced in any form without the written
consent of the Institute.

- States that no portion of the services provided may
be reproduced or copied by the "Company' without
written consent of the "Institute."

8. Video Taping. No portion of any course or training program
provided by the Institute may be video taped.

Assures quality control of training by denying video
taping of any BPI course or training unless written
consent is obtained by the "Company from the
"Ins titute'."

9. Cancellation by Company. If the Company cancels any or all
of the agreement at any time after execution of the
non-credit agreement, an administrative fee will be
assessed in the amount of 10 percent of the amount of the
non-credit agreement. In any case of cancellation by the
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For 4-

Company, the Company will 
also pay the Institute for

development, supplies, and materials, and/or instuction in

fulfilling the agreement up to the time written notiteof

cancellation is received by the InstitutC 
(Or) If the

Company cancels any or all of the credit agreement 
at any

time after execution of the aCeCD cancellion

procedures as outlined in

percent(10%) administrative fee be
Identifies asked to the"Cpany" if the "Company" cancels a

noncredit course afternexecution of the agreement.

States that credit course 
cancellations follow

guidelines outlined in the college

SIdentifies the "Company's" obligation to pay the

"Institute" for any development, supplies 
materials,

textbooks, and/or instructional 
delivery in

fulfilling the agreement 
up co b the me it

notice of cancellation is receive 
y

"Institute."

10. Assignment. Company shall no assign this agreement

without written consent of

- "Company" shall not assign (transfer) thisagreement

without written consent of the "Insvute."

11. Hold Harmless. Company shall hold the Institute whole and

1.hol armlessgainstany and al claims for damages, 
cost, and

hares sagis any ada ta may arise out of or be

expenses to person or property tha may aiot of or b

occasioned by this agreement 
or any of its activities or

from any act or omission 
of any employee or invitee 

of

Company.

- The "Company" shall assume responsiblity 
of any and

allclams or amaes, cost, and expenses to person
all claims for damages, csi h eieyo h

or property that may arise 
in the delivery of the

educational services.

12. Venue. Exclusive venue for this 
agreement shall be in

Dallas County, Texas.

- The exclusive venue (locality) for the agreement

shall be in Dallas County.

13. Enrollment. This agreement is coni;ent upon a minimumrent

enrollment of ___ participants and a aimum erlmn

of partoLpants. The Company may request training

for z ewr th.n a students, but will be assessed an
additionafee377for each student below the

minimum.
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Form 4-7

-tIdentifies the minimum and/or maximum enrollment of
participants, when applicable.

-. Where applicable in credit courses, identifies
additional fees required for each participant below
the minimum enrollment figure.

ADDITIONAL ATTACHMENTS. Additional attachments to the agreement
may be included under "Attacnmenc B, C, etc." ,to identify
specifics such as course outlines, detailed course descriptions
or other unique features of the educational services to be
delivered.
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BUSINESS AND PROFESSIONAL INSTITUTE AUTHORIZATION
CMPANY NAME AAGREEMENT NUMER CANCELLED FEE

eOUSE NAME CUREW.+SE[WPO. CNTATU1CE

IArEL BEINNING E"DNG [SLUNG I0
REPORT AT: CREDIT (12TH CLASS DAY) (SUMMER 4TH CLASS DAY) NON.CREDIT (3RD CLASS DAY)I ACCOUT EXECUTIVE CAMUS

ACTUAL SECTION I - NON-CREDIT ESTIMATE ESTIMATED
REVENUE 1. NSTRUCTIN COST REVENUE

1..., NME .... CLASS HAS X -... AT X 2 " 1..---... - .---

1N M E_.......CLASSHNRS X...,..RATEX 2 . . t..

2. DEVELOPMENT COSTS

2..NAME _....CLASSAS X.....,ATEX 2 2.......... 2. - ....

3............ N. FAME _ _ _E2 ...... -..-.

4. OTHER COSTS (COPYING. SUPPLIES. EQUIPMENT. ETC.)

S. _ 5. TOTAL COSTS - ADOUNES 1.2.3AND 4 ra0,U.s.

6. REIMURSEMENT: REQUESTED.. NOT REQUESTED -....

FORMULA: CLASSHRSX....SXI..........X........ESTIMATED STUENTS " 5 ----

5 m... ACTUAL STUDENTS

7. TOTAL REVENUE (ADO CONTRACT PRCE NO. 5 AND REIMBURSEMENT NO. 6) * -
. ..

SECTION It - CREDIT ESTIMATED

1. INSTRUCTION COSTS.

NAME .. WKLY CONTACT HRS X 326.00 X 2 " 1. -

2. DEVELOPMENT COSTS:

NAME__ .... OURS X .......... RATEX 2 . 2.

3. TOTAL DIRECT COSTS - ADD LINES I AND 2

4. - 4. TUITIONIFEES (PER STUDENT) (F) (SP) (SI 4.-

4A. 4A. ACTUAL ADDITIONAL REVENUE BASED ON OUT OF COUNTY TUITION

S. ...- 5. REIMBURSEMENT (PER STUDENT) _ X X t6_ _......

. 6. REVENUE PER STUDENT (A LINES 4 AND S 6

7..MMMUM NO. OF STUDENTS REQUIRED(.INE 3)DIOVIEDLBYLINE 6 * -.

i. . . TOTAL TUITION (NO. OF STUDENTS X LINE 4) "

1. TOTAL REIMURSEMENT: ,...,.ESTIMATED STUDENTS X LINE 5 "" ""

9.. . ..........ACTUAL STUDENTS X LINE S

10. __-. 10. SUS-TOTAL REVENUE (AD LINES $ AND 9)" ,

1.. .- it. ADDITIONAL FEES FOR SURMINIMUM ENROLLMENT

m. gow on. W 5.R1 W I , aomnm , ama awour

12. I 12. TOTAL REVENUE LUNES 10 AN II)

Program Coordinabor Revew _______ Data Provost Approval ________

0 Tsrentaw wsfE . ET. wNN 4CON CT YELONa .OW.T WNA 5wA S lau -. hacrt 5scUTu maNINr. IW N I T P PIN , M WL .INACTUALI
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Form 6

Instructor Contract Information Form

College Semester _._..

Place of Performance ______________________________________

Instructor Name Soc. Sec.

Home Address

City State_._..._.....

Home Telephone Business Telephone

Payment Method

Pay Rate Contract Hours......

Begin Date End Date Contract Amt.

Assignment/Course Title

DCCCD Employment Status:

Location

Teaching Hours: Credit Non-Credit

Fair Labor Standard Act Exempt: Yes No
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COLLEGE
)ALLAS COUNTY COMMUNITY COLLEGE DISTRICT

SEMESTER
PECIAL EMPLOYMENT AGREEMENT

PLACE OF PERFORMANCE

resent is made snam oene into between h Oallas County Communy College Olaenet. as Em0@yr, and 414 unflSInglnd EmPloreeta
. U.OOe S 8114 fbletSUl here na ta.

Dory U cAM

- - - --- _- . __M . ..... " S .C.l A S TANDiAF S
CCO EMPLOYMENT STATUS LOCATION: TEACHING HOURS! r ' a-."-*-- -

CREDIT ACT_____

NON-CREDIT_.

41$ AGREEMENT Is suclect to schedule changes. suffcIent enrollment endlor personnel changes based upon adnlbtastrldve de le Of.
4f ODUGATIONS of te Emnoyer are conditoned upon me faihui andutinely perfonnance by ew Employer o 0 u41 esh e aenb such

1er duties aend requiremena as may be seoiafeb by e aachmelm nere.AS AGREEMENT adaW nes heated by or bsinig on te Employer u midof Instaunent bes ben sensed by the Emprnployer Olsctof
rrsonnel.

- EEGN Ua jOT vI LEC. ssviis

M aurT PuEsAaVIO ATS VCEt 5 04 OF 1s. SA A 'S .OFF

m DISTRICT PERSONNEL SERVICES AND DEVELOPMENT

N

'4

I I !
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Fort 9

Course NTR oDuTrOw To t.oUS r*,

Instruc:or: Shelby H. Daniel

Hour 16

Dater Early / Late Summer '33 (?)

This class will guide students in the mastery of basic Locus operations as well as
provide an overview of the vast and varied capabilities and sample applications of this
software package. Topics covered will include using the Locus database, graphs,
formulas, and spreadshe::s. Because of the complex nature of this program and the
various intricacies involved, this class will put a strong emphasis on hands-on exercises.

Ideally, the class will be broken up into four, four-hour segments scheduled Monday
through Thursday. Each day will concentrate on different capabilities of Lotus 1':?3
with each student progressing at his own pace and scheduled lectures keeping the
students appraised of the approaching features and the possible applications of the given
software capabilities. Although each class will progress according ,to the interests and
expertise of the students involved, a sample of a given week follows:

Monday: Review of general computer operations, terminology,
keyboarding, and DOS as they pertain to Lotus 10:'3 and an
overview of the capabilities and applications of this program.

Tuesday: Introduction to the 1*2*3 worksheet with attention to editing,
error correction, menus, and commands. Start building
spreadsheets,

lYednesday: More work with building spreadsheets and start working with
graphs and formulas.

Thursday: Continue with spreadsheets, graphs, and formulas and cover the
Lotus database and workplace applications.
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For 10

BLUZPRINT RD1ING

Course Length: 40 hours

Course Description:

This course presents basic to complex skills.. for blueprint
reading. Requires some understanding of blueprints.

Target Groups: Welders and electricians

Instructional Method:

Lecture, student activities

Course Topics:

Introduction to Blueprint Reading
Drawing Formats
Fundamentals of Math for Blueprint Readers
Reading the Steel Rule
Lines for Drawing
Drawing Construction
Reading Two-Dimensional Drawings
Sketching Two-Dimensional Drawings
Sketching Three-Dimensional Drawings
Sectional Views
Auxiliary Views
Dimensioning
Tolerances
Detail, Subassemhly, and Assembly Drawings
Welded Assemblies
Gears
Reading Electrical & Electronic Schemati Diagrams
Drawing Changes
Reading Complex. Detail Drawings
Reading Complex Assembly Drawings & Parts Lists
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Form 11

REMt TO:
DALLAS COUNTY COMMUNITY COLLEGE DISTRICT

BUSINESS i PROFESSIONAL INSTITUTE
MOUNTAIN VIEW COLLEGE BUSINESS OFFICE

4841 WEST ILUINOIS AVE.
INVOICEDAU.AS, TEXAS 71211441
DATE Juy 27, 1.88

INVOICE

ORIGINAL
INVOICE

NO. 600184

- DAL S
.DA,- QC

1200 ?Lai S.reetCa1as, +: 752.2-433
aes.w

546

MO. - w .CR - .- -" j T«. -.UN , ..-.rTOT

G v*ran :n Co.7ract $ 3Dm-o -A-G Cl

543- Sur: ! .. +i2.. :.....
J l7 25-23, 1986

15 Stat ~ ',1. - 0

OISTRISUTIN-'WHITI
CANARY
PINK

-AEMITTANCE REQUEST TOTAL REMITTANCE REQUESTED
-..NUMERICAL
-ACCT ENTRY

L

F

'.AM YO. OOM144

m.
Agreemernit No

ON

L$3x732 0 ti0
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For. 12.

BUSINESS & PROFESSIONAL INSTITUTE

Participants Evaluation

Your impression of the seminar or course you have just completed will serve as a useful
tool in our attempt to present only the highest quality instruction and course offerings.

Company Name

Seminar Tide--

InstructorSeminar/Course Date

Please circle the number that corresponds to your opinion concerning the following statements.

1-Strongly Disagree 2-Disagree 3-No Opinion 4-.Agree 5-Strongly Agree

1 2 3 4 5 1. The seminar/course objectives were clearly defied.

1 2 3 4 5 2. The seminar/course objectives were met.

1 2 3 4 5 3. The instructor was well prepared.

1 2 3 4 5 4. The instructor was enthusiastic.

1 2 3 4 5 5. I would participate in another seminar/course with this
instructor.

1 2 3 4 5 6. The presentation of the material was clear and concise.

1 2 3 4 5 7. The instructional activities (i.e., discussion, lecture,
role play, audio-visuals, hand-outs, etc.)
were appropriate.

1 2 3 4 5 8. The length of the seminar/course was appropriate for
the subject covered.

1 2 3 4 5 9. What I learned in the seminar/course will be valuable.

1 2 3 4 5 10. Learned at least one thing that will directly apply to
my job.

(Answer 11 and 12 if seminar/course was held at Brookhaven College)

1 2 3 4 5 11. The room was satisfactory.

1 2 3 4 5 12. Found the roomeasily.

I particularly liked:

suggest the following changes:

Suggestions for topics of further interest: .. -. ... ..... -...M -----
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Form13

BUSINESS & PROFESSIONAL INSTITUTE

Instructor Evaluation

Your impression of the support you have received will serve as a useful tool in our anempt
to have the highest quality Business & Professional Institute.

Instructor

Seminar or Course Title ;

Seminar or Course Date(s)

Please circle the number that corresponds to your opinion concerning the following statemen .

1-Strongly Disagree 2-Disagree 3-No Opinion 4-Agree 5-Strongly Agree

1 2 3 4 5 1. 1 received adequate information from the Business &
Professional Institute staff and/or company for defining
seminar/course objectives.

1 2 3 4 5 2. The Business & Professional Instiui e staff was cooperative and
helpful in planning for the seminar/course.

1 2 3 4 5 3. Business Professional Instiute communication was timely.

1 2 3 4 5 4. I received adequate support for obtaining media equipment and
duplication of handouts.

1 2 3 4 5 5. The seminar/course facilities were appropriate.

I suggest the following changes:

Suggestions for other topics of interest to the participants:

......_.

mmmmm..

..... _
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Form 14

BUSINESS & PROFESSIONAL INSTITUTE

Company Evaluation

Your impression of the service you have received will serve as a useful tool in our anempt
to present only the highest quality instruction and course offerings.

Company

Evaluator: Name/Tide

Seminar or Course Tide

Seminar or Course Date(s)

Please circle the number that corresponds to your opinion concerning the following statmens.

1-Strongly Disagree 2-Disagree 3-No Opinion 4-Agree 5-Strongly Aree

1 2 3 4 5 1. The Business & Professional Instiute staff was
cooperative and helpful in planning the
seminar/course.

1 2 3 4 5 2. Communication from the Business and Professional
Institute staff was timely.

1 2 3 4 5 3. The instructor met or exceeded our expectations.

1 2 3 4 5 4. The seminar/course objectives were clearly
defined.

1 2 3 4 5 5. The seminar/course objectives were met.

1 2 3 4 5 6. The instructional activities (i.e., discussion,
lecture, role play, audio-visuals, enc.) during the
seminar/course were appropriate.

1 2 3 4 5 7. The knowledge/skills acquired in the seminar will
be valuable to our employees.

I suggest the following changes:

Suggestions for topics of interest to our acompany.:...--- - - - -

_ |||
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Fora 15

5 BUSINESS & PROFESSIONAL INSTITUTE
EVALUATION SUMMARY

Agreement Number: Date Submiued to District BPI -
Course Name:

Client Name:

Account Executive Name:

Number Earolled:

Averages Daze Completed

Student Evaluation

Instructor Evaluation

Client Evaluation
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Form 16

ATAC 'ET "A"

A. By signing this agreement the instructor agrees not to enter into

*cotV? agreements with the company named herein from this date wmtil

one year after the completion of this agreement in the Dallas CotmtY

Service area.

B By signing this agreement the instructor agrees not to distribute business

cards or other personal data while horkin wit thecOqpl.

C. The instructor agrees to submit Satement of Qualificatin forms, course

descriptions and outlines as required on a timely basis.

D. The instructor agrees to wearing professional attire befitting the

business enviroxmuent. Suits, dress shirts and ties for men and

suits, tailored dresses or tailored skirts/blouse for %Pnen are

suggested professional attire.

D. All cr riculuf and materials developed for this training remain the exclusive

property of the Dallas County Co ity College District and may not be.used

without written permission.

9



Business and Professional

Institute

Course Development Packet

Dallas County Community Collate District " 302 N. Market St. . Suite 300 " Dallaw, Teas 75202
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Form 18-1

I. Course Tia:

Ins tructor:

Audience*:

Total Istruct:onal ima:

Course Descripcion:

Raqui ad Ski s/Camp.canciaa:

Desired Prerequisice:
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Form 18-2

U. A. Course Objectives

Upon completion of this course/crainag, partic pans

wifl be able ct:

r -GM~iikihm%%31449#iin18#4Nil - --... .. . . . . . . .... . .

. ..
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Form 18-3

III. Pleas. provida a topical outline of the etra course,
indicating utics and/or individual sessions.
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Form 18-4

IV. A. Using topical outLine, Indicata the instructional machod

tobe used in each session.

- - "
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Form 18-5

V. Handouts

Please provide one complac master sat of participant handout

materials, including transparmncias.
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Form 18-6

VI. ibliography

Peaase list print and non-printsmatarisis which will be used in

delivery of istruction/raiaag and those which participant

vill be expected to read or rafarance.
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W1N57T Form 19
CCU" cowe

OLGLN LOUs

SAMPLE INTRODUCTION LZTTZR

Data

t

Name
Company Name
Address
City, State, Zip

Dear CEO Name .

In a continuing effort to serve our community more
effectively, an office within the Dallas County
Community College District has been established
exclusively for business and industry. The DCCCD
Business and Professional Institute, with a center at

College Name , is an information and training
resource for the business sector.

The purpose of the Instituta is to provide your company
with a single contact who will be available to assist you
with training and development service. The focus is on
customized training through seminars, workshops, and on-

going courses; however, other possibilities include all

the credit and non-credit courses offered on campus.

.. .AL's Name . your designated BPI contact at
College Name . will call on you in the next few

days to schedule an appointment to provide you with
some literature on the DCCCD Business and Prof essional
Institute and to answer any questions you might have.
We look forward to serving you.

Sincerely,

President's Name
President
College Name

sw

fN MAMM PAC
S.It *00

AMAH eMi
2u1 19777
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Form 20-3

PROGRESS REPORT INCLSIONS

In order to better track Account Executive client activities, the

following inclusions are requested in submitting progress reports:

A. N.C. * New Client

Used when personal .contact (telephone or visit) is
made with a client for the very first time.

3. I.C. - Inactive Client

Used when personal contact (telephone or visit) is
made with a client who was contacted before but is
not currently active with the BPI. The previous
contacts could have involved one or more of the
following:

1. Initial contacts (phone or visit)

2. Proposal/agreement negotiations

3. Training

C. O.C. Ongoing Client

Used when personal contact (telephone or visit) is
made with a client who is currently involved with
the SPI in any of the following activities:

1. Proposal negotiations
2. Agreement negotitions
3. Training activities
4. Training follow-up activities

In filling out progress reports, the above initials should be used
as appropriate following the list of each client contacted.

Example: Monday

1. Visited Dan Durham, Elixor Corporation (N.C.)
to discuss management training . . . .

2. Telecommunication with Jerry Smith, Cabbell
Company (O.C.) concerning class schedule for
next week. .

3. Visited Jane Darin, Telex Corporation (I.C.)
concerning the development by the BPI of a new
computer curriculum she was interested in four
months ago. She has requested a proposal for
training . .
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