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PREFACE

This study deals with the development of a p%an to implement a
program encouraging and promoting constituent support of the OSU College
of Business-Admfnistration, The désign of the plan is drawn primarily
from ideas and methods developed and proven successful for other institu-
tidns of higher education; however, the plan is unique because it is
tailored for the resources, circumstances, and aspirations of the OSU
Co]]egelof Business Administration. - This plan or one similar in purpose
is necessary for the CBA to successfully fulfill its mission of education.

Several individuals who have been significant in the completion of
this study meritvacknowledgment'at‘this time. Dr. B. Curtis Hamm has
been the principle advisor to this study and has given freely of his time
and energy. He has been much more than an advisor, however, he has been
- a persona1 friend and a friend to-my family. He has taken a personal
interest in my professional development and has been a source of encour-
agement and understanding.

To Charles Platt I am grateful and owe a great deal. He has given
me personal encouragement and prdfessiona] opportunity. Withoutvhis
willingness to help and the materials made available by him, this. study
would not have been possible.

My wife, Patricia, through her belief and understanding, has been the
inspiration and support for the successful completion of'my graduate work.
No one could have sacrificed more for another's dreams. My son, Chris,
has been the ideal son for he knew when to be a son and when to be a man.
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Finally, 1 wish td acknowledge my m@ther,vRuth, fo& it was her dream
before it was mine, _Shelknew the true value of an education because she
had none,vyet her Wisdom and courage carried a family through the most
difficult times. She canAneVer get the reward she deserVes‘beéahse this

world doesn't have it to offer.
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CHAPTER 1
INTRODUCTION

Since the end of the second World War, a new administrative area in
pub1i¢ institutions of higher learning clearly has emerged. It is an
area which even yet does not have a commonly understood name. The precise
dimensions of this new area also lack definition. It is sometimes called
Development, sometimes called College Ré]ations, or often simply Institu-
tional Advancement. The area}may be functionally defined as student
recruftment, faculty development, or prngram advancement.v It may be
operationally defined in terms of what it is not. Some of its components,
| however,}are clear and include pub]ic relations, alumni relations, and fund
ra1s1ng |

The recogn1t1on of this new area grew out of the rea11zat10n that
these three act1v1t1es have much in common, but that they often work at
cross-purposes. It grew also out of increased understanding of the great
burden of college and university administration in the middie of the
twentieth century. Finally, recognition grew out of the obvious need for
co-ordination of bits and pieces of administrative struCture'into a plat-
form which can support the institution of higher education it its central
job, which is teaching and the advancement of know]edge.(]ﬁ)

The term "program advancement" or "development program" is employed
in this report as a literary convenience and is meant to be applied to the

total program implemented by the College of Business Administration (CBA),

1
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0k1ahoma State'University to advance the understénding and support of its
educational objectivesf Program advahtement is an umbrella cqncept in-
cluding public relations activities, alumni programs, fund raising; and
conceivably could inc]udé state and federal liaison, stﬁdent recrui tment

and faculty developmént.
-Statement of Purpose

The purposé of this'study is to present é p]én for a CBA Development
Program and‘to propose stfategies for the implementation of the program;
The design presented in this study is nbf df‘a generalized nature which
would lend itself to universa1 app1icatioh. However, it has been developed
primarily frbm tested @nd proven programs énd éoncepté which have been
successful in other'simi1ar program designs. ' Neither is the plan so
specific and detailed as to preclude flexibility. Planning is a prerequi-
site of a successful advancement program and long range planning by

necessity allows for contingencies.
Approach to the Study -

This study does not attempt to build a case for institutional
advancement, deve]opment programs or constituency support. It is a fore-
gone conc]usion that the former is the primary continuing goal of every
viable institution of higher education. The importance of constituency
support, always the bastion of excellent private universities, is an
increasing concern for public, tax-assisted universities as budgets tighten.
Development programs are a carefully organized, coordinated interface “
between the two.

Given the importance of these concepts to the CBA, this paper begins



by focusing on a brief historical review; thus‘dagumenting the grdwth‘
and expanding démands‘of the college. Following the historical review,
an update on the CBA faculty, student and program status is presented.
Chapter IIl reiterates the stated goals and objectives of the college
and established specific goals and objectives of the development program.
The following two chapters propose strategies and techniques for achieving
those goals ahd objectives. 'Chapter IV deals with organizational design
and presents an analysis of existing CBA development éfforfs. Chapter V
presents programs and strategies for implementation over the long run.
The author's intention is for each chapter to chrono]ogically build
on the previous oné. The‘report's concluding chapter presents thoughts

on updating and evaluating the program and a brief summation.
Limitations of the Study

In a research study of this type, one is always faced with some
1imitations. The limitations faced in this study deal primarily with the
process of omitting both "cookbook” generalizations, which reduce the
applied usefulness of the study, and detailed specificity, which Timits
its flexibility for adaptation to meet contingencies.

The first major limitation is simply that there exists a myriad of
different untested ideas on development program designs worthy of con-
sideration and study. The fact that only tested and proven ideas were
drawn on in this particular study should be accepted, due to length and
time, and appreciated for the value of having proven, pre-tested data
inputs.

A further limitation is the lack of appropriate, current and varied

source materials. Development programs seem to be synonymous with fund



faising in the Dewey Decimal c1assification'system and while various
" references werevtound for the latter, few references were available for
the former. vHoper11y,‘with the help of the OSU.DevelopmentvFoundation‘s
sodrcé_]ibrany"and‘Dra B. Curtis Hamm's personally collected materials, -
the full implications of this limitation have Been partia11y avoided.

The personal bias ofvthe author is the final 1imitation’ofvthis study.
The pride that the author has in Oklahoma State University and the OSU
College of Business Administration hopefﬂ]]y is a bias that all graduates
have in common. Because.of the author's continuing association with 05U,
and in partfco]ar, the OSU Development Foundation, the concern for con-
stituency supoort‘and its increasing1y important role in the growth and

advancement of the CBA may be a personal bias.
Organization of Paper

This-keport is divided into six chapters. Chapter I, cOnSisting of
statement of purpose,’ approach to the study, limitations of the study,
and organ1zat1on of paper, serves an introductory funct1on Chapter II
deals with a CBA review--both historical and current. It is a documenta-
" tion of the CBA's growth and current status. Chapter III présents the
institutiona] goa]é and objectives of the CBA Development Program. Chapter
v deals with the program's internal organizational design and reviews
the CBA's existing advancement efforts. ~Chapter V is specifica]iy concerned
with program design and implementation strategies within a three.year time
period. Chapter'VI offers considerations for updating and evaluating the

program and serves as a concluding chapter for this study.



CHAPTER 11
A RETROSPECTIVE AND PREVAILING VIEW

A Historical Review
The oldest College of Business in Ok1éhoma; the S;hoo1 of Commerce
and Marketing was established in 1914 on the campus of Oklahoma Agri-
cultural and Mechanical College in Stillwater, Oklahoma. Established
twenty-three years after the founding of Oklahoma A & M, the School had
an initia] enroT]ment of thirty-seven students. It was one of the first
marketfng programs established at an institution of higher learning.
Reflecting the commérce needs of the times, electives offered in-
cluded Commercial Grades of Grain, Cotton Gradfng,vand Fruit Packing and
Grading. A full-time faculty of ;hree taught these basic courses in commerce.
Enrollment incréased as course offerings kept pace with the needs of
the state and nation. The School gained relevance during the "red]-]ife"
lesson years of the Great Depression, Although enrollment decreased.during
World War II, growing pains were feTt by the School of'Commerce shortly -
thereafter és evidenced by this excerpt from the 1948 yearbook:
| Like a mother hen who has adopted more chicks than
she can comfortably hover, Morrill Hall shelters -
beneath its gfant wings the throngs of students
and scores of faculty members who fill the offices .
and classrooms of.the Division of Commerce.

In 1955, the School of Commerce and Marketing offictally became the

College of Business. The name change and accompanying curpicular changes

5



reflected a responsiveness to the dictates of the times. By 1957 tentative
planning had begun for a new structuré to house the expanded needs of the
Co11egé. Planning for the new College of Business Building began in earnest
in 1960. | |
A milestone was reéched in terms 6f enrd11ment in 1966 as the College
‘of Busihess became the second largest academic division of Oklahoma State
4University.'.The'new CBA Building was completed in 1966 and dedicated in
1967. The College df Business became the College of Business Administration

in 1970.
A Status Report

The Co11egé of Business Administration maintained the diétihction

as Oklahoma State Univeréity's second largest academic division in terms’
of enrollment, with 3,080 students enrolled ih the 1974-75 spring semester.
These students'were actively pursuing their academic interests in four
depértmenta] divisions* and in over 105 courses.

| There are ten four-year undergraduate degree programs in the CBA
which Tead to a Bachelor of Science degree fn Business Administration.
Each of the majors offered prepares a student to enter a number of differ-
ent occupatiohs or to pursue adVanced‘study in a gfadﬁate college or col-
lege of law. In addition to the four-year degree programs, a two-year
cektificate program with either a stenographicior a clerical procedures
option is offered. . The degree programs of the CBA at OSU are fully
accredited by the Accredifation Council of the American Assembly of

(6)

Collegiate Schools of Business.

*Thg departmental divisions within the CBA are: accounting, administrative
‘sciences, business education and administrative services, and economics.



Faculty Accomplishments

‘_ Throughodt its history, the CBA goal has ‘been to "bkoduce'graduates
possessing the essenfia]s of scientific and 1iter&ry knowledge and the
assurance that they are‘equipped to'enter,'with confidence, their chosen
field of business affairs. Each and every student shall possess the ability
to thihk, solve problems, and grow in knowledge aﬁd achievement."(])

Meeting.the goal required a commitment to excellence on the part of
the faculty and staff. Frbm a full-time facuity ef two -in 1915, fhe
faculty of the CBA grew to 63 in the 1973-74 academic year. The growth

was qualitative as well. Several CBA faculty members have been natioha]]y

recognized fer outstanding academic work and for;professiohé] leadership

and are listed in such publications as Who's Who ih America, dutstanding

Educators of America, and Who's Who in American Education. Other selected

data concerning faculty qualification and achievement is highlighted in
Figures 2.1 and;2.2. | |

Of the sixty-three 1974 spring faculty menmbers of the CBA, 47 had 3
doctorate degrees, two had law degrees, five had m%ster's degrees and the
remaining nine were in the diséertation‘stage of their doctofafe prograTs.
These credentials are indicative of a CBA facu]ty whieh is committed to|
excellence, providing the student with the best instruction possible. Jhis
is a tremendous accomp]iéhment in staffing that the CBA is not content to

maintain but rather is dedicated to improve.

Program Accomplishments

The College has been recognized for excellence in many ways. It is
accredited by the American Assembly of Collegiate Schools of Business in

both the undergraduate and graduate programs. The CBA was one of twelve
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colleges throughout the United States selected by Ford Motor Company to

host the College Roundtable Program. The MBA program of the College was

the first such program to receive an enrichment grant from Ford Motor Company.

Joint)y sponsored with the U. S. Senate and the Ford Foundation, a

*A program or organization is only counted once, even if several faculty
members attended or belonged.
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National Manpower Conference was held at OSU and was attended by 700

leaders from 40 states. An international finance seminar was sponsored
by the CBA to gaih greater understanding of the international gold dilemma.
The seminar featured a slate of eleven internatiqna] monetary experts.
U.s. Congressmathenny S. Reuss, Chairman of the Banking and Currency
Committee's Subcommittee on International Finanée, called the seminar,
"the finest assembly of talent in the field that I have ever seen."

In regards to research, the College of Business Administration's -
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Manpower Research and Training Center was established under a $250,000

grant from.the U. S. Department of Labor and was one of seven to be selected
from a list of 100 unfversities that applied. CBA faculty members are
continuously engaged in research efforts in addition}te»their.teaching
duties. | o |

The College of Business Administration is organized to serve all of
its constituents. Since the summer of 1973, the Center for Entrepreneurship
and Venture Management has offered consu]tjng}servicés to a variety of small
businesses around the State of Ok1ahoma The Center's expenses are paid
by the Small Business Adm1n1strat1on and’ the serv1ces are free to bus1nesses
that request them. The consulting service Qperates.through a Small Business
Council consfsting of feculty hembers from various academic ereas in the
Co]]ege. | |

Business Extension of the College of Business Adm1n1strat1on funct1ons
in two maJor areas as a part of Oklahoma State Un1vers1ty Extens1on The
two areas include Management Development and Economic Educat1on

The Management\Deve]opment Program has the primary responsibility for
providingvmanagers, executives, and administratofs with opportunities to
continue their education and more easily adapt recent deVe]opments in ad-
ministrative technology. Over 1,500 persons participated fn these non-
credit short courses, conferences, and seminars and off-campus credit
courses which were taught primarily by CBA faculty members in the 1973-74
academic year.

The Economic Education Program area provides state wide leadership
of.coordinated efforts to improve the competence of Oklahoma students in
grades 1 to 12 fqr effeetive decisioh making in citizenship roles as (1)
consumers, (2) workers making oceupationa] choices, and (3) voters in

societal economic¢ issues.
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Thesé»statiétics document'the mission and status of the College of
Business Administration‘s_commitment--academic exée11ence for students
and continuing edﬁcationAand«services to other constituents. These
statistics demonétrate thét the CBA has a program‘worthy.of constituent
support. But the}rea1.3u¢cess of the Schoo1.is measured ih terms of what
it perucés; | | ‘ |

The CBA has many dfstinguiﬁhed alumni who have served'in_induétry.
and government. Alumni include a 1ieutenant genera1.and_tWO major genéra]s
in the U.S. Army, the Chairman of the_Béard Qf a 1arge retailing corpor-
qtion, the President of a major dur§b1e goods prbducing firm, as We]1 as

other outstanding leaders of business and government.



CHAPTER 111
GOALS AND OBJECTIVES
Goal Setting

Ideally, the goals and objectives of a development program are
established from an analysis of the program's pas% performance. Since
obviously no historical analysis can be conducted for a newly established
development program, another technique for goal setting must be employed.

In order to establish tenable goals and objectives for a new program,
inputs must be assimilated from three major areas. The three sources of
inputs include the goals, objectives, and past performances of other
similar educational deVe]opment programs; the needs of the O0SU College of
Business Administration; and the capabilities, both physical and financial,
of‘the‘CBA; |

Goal setting must be a compromise between needs and capabi]ities.

Goals must be rea]istic} but not overly cautious. To establish goals which .
are unattainable because of physical, budgetary, or other limitations is
self-defeating. On the other hand it is important to establish a high
aspiration level as low goals tend to result in lower achievements. An
upward adjuStment of goa1s once the initial target has been met results in
negative feelings. An analysis of the capabilities of the prospective
program is necessary not only to determine the CBA's internal capabilities
in terms of manpower and available funds, but also the external capabilities

of alumni and other constituency.
12
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Primarily, the reason for researching the development efforts of
vother 51m11ar institutions is to avoid the problems and pitfalls they
’have_encountered. In-an undertakingiof this.nature, mistakes are very
costly' ’Another reasbn fon reviewing other brograms is to borhow’ideas
and methods which can be successfully adapted to the CBA's application
There is no need ‘to "reinvent the wheel.”

| From a broad v1ewp01nt, the goa1 of the CBA DeVe]opment Program is

to advance the understanding and support of the Coliege of Business
Administration. Beyond this statement, more specific 1anguage is needed
so evaluation techniques can}be employed to measure the progress toward
acconpiishing the overall goal. The establishment of iong;range and short-
range objectives as part of}the overall plan is an exce11ent method of
avoiding the imprecision of generalized statements, and of keeping the
all important "down the pike" view. | | |

The objectives of most institutional advancement programs could pro-
bably be defined very generally as increased funds, community understanding,
and recognition within the education profession. These broad objectives,
which have many implications, form the basis for more specific objectives
that will depend upon the nature of the institution and the unique situation

in which it currently finds itself.
Institutiona110bjectives

The institutional objectives established for the College of Business
Administration are those internal accomplishments that are necessary to
aghieving the.overa11 goal. They are not unlike the objectives outlined
annuai]y in the CBA annual report. These institutional objectives are:

1. To constantly keep abreast of and make curricular changes
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necessary to keep the CBA educated student prepared

to enter the.buéiness prdfession of hisvéhOice:

To encourageband promote the active search fof<qUa]ity
faculty members and to méke every poésib]e efforf fo
retain fhe quality faculty members of the CBA staff.
To establish forums for the exchange of information
and ideas among students, faculty, and staff, and to
promote frequent'informa1‘and social 1nteract{on among
the groups. |

fb provide serviée to CBA constituents in tHe form of
tontihuing education programs, éonsu]ting services,
and guest lecturers.

To make the CBA receptive to the suggéstions and re-
commendations of all its constituents.

To establish a full-time staff membér to be responsible
fqr public relations and alumni relations efforts of
the CBA and to be charged with coordinating the fund
raising activities among the departmentsbwithin the
CBA; and responsible for coordinating'these activities
and acting as solicitation representative to the OSU
Development Foundation; thus ensuring that the CBA

can fully utilize the existing fund raising efforts
and build a case for the allocation of unrestricted
University funds to the CBA.

To make each and every faculty and staff member aware
of the importance and necessity of them being active
as fund raisers and public relations ambassadors for !

the CBA. | ' 3
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8. To dévé]op strong ties between the student and the
CBA and to make the student aware of his present
andvcontinuing role as a supporter of the CBA and

higher education.
“Public Relation Objectives

vTo build public suppokf for the Co]]egé of Business Adminisfration,
cértain steps must be taken to ensQre‘that the College is fulfilling its
public service role to society{ Once it has»been estab1ished that the
Co]1ége is indeed performing satisfactori]y ih this role, every effort
must be made to inform the pub]ié of the Co]]egé's»perfokmance. Building
a good image and kéeping it‘in the public’eye is of utmost importance.
The CBA's public re]étion objectives are:
1. To establish the CBA's proper image in the pubTic eye
and incfease public awareness of that image.
2. To gain specific support of programs that are designed
primarily for éervice and to gain institutional support
for the CBA as well as to gain an understanding of the
role the CBA plays in society.
3. Tb improve communications between the CBA and all of
its constituenfs.
4. To develop a good faculty, staff, and student, as well
as, professional reputation.
5. To build an internal and external awareness of the needs

of the CBA.
Alumni Objectives

The alumni represent a specific constituency of the College of Busi-
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ness Administration. In this study; the term “alumni" refers to all
former students 6f the CBA as we11'as.graduates. A successful advance-
ment program hinges on the support of these individuals on a continuing
basis. An awareness of their role as supporters of fhe school should be
developed while they are in student status; however, every effort must

be made t6 reaffirm their ties with the4schooi and to strengthen the bond
between the two. The old adage "use me or lose me"‘app1ies particu]ar?y»

(3)

to this group. Specific alumni objectives are:

1. To build a strong Alumni -- CBA relationship.

2. To involve the alumni in internal as well as exterha]
constructive endeavor$ of the CBA.

3. To solicit alumni suggestions and rgcommendations on
CBA matters. |

4. To énbourage continuing alumni education thro&gh
specially designed CBA mini-courses and se%inars.

5. To develop a sense of alumni responsibility toward the
CBA and higher‘education overall.

6. To use every convenient opportunity to get CBA alumni

back to the campus for CBA or general university activities.
Fund Raising Objectives

One cbmprehensive and cardinal principle lies at the root of the
most notable fund raising achievements: no appeal for support can be made
effectively without a good case which establishes institutioné1 merit, an
effective public relations program, and constituents thoroughly committed
to the cause and willing to work for it. The completion of the objectives

outlined previously is a prerequisite to a succeésfu] fund raising program.
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Fund raising objectives are the most difficult to establish. Once

they have been established, adjusting them downward or upward is out of

the question. Specific financial objectives must be spelied out prior

"to approaching potential contributors. If financial objectives prove

unattainable or too easily attained, use this,experﬁence to help establish

objectives for the next planning period. One thing&to‘keep in mind--each

succeeding planning period's objectives should be greater than the pre-

ceding one. CBA fund raising objectives for the three year program are:

1.

To receive an initial gift from at least 25 percent-of '

‘the CBA alumni constituency.

To have at least 75 percent faculty and staff partici-

pation annually in the CBA fund drive.

. - To establish one fully endowed chair for the CBA or

two partially endowed chairs, with at least one major
gift of $250,000 or greater being received for this
purpose. \

To increase the annual support to a minimum of $100,000
per year by the end of the three year planning period.
To estab]ish four fully endowed scholarship funds of

at least $10,000 each, hopefu11y'each as the result of

a single gift.

To establish a faculty salary supplement fund for each

departmental division within the CBA by the end of the
three year planning period. ($40,000 - $80,000)



CHAPTER IV

A THREE YEAR PLAN:
THE FIRST YEAR --- ORGANIZATION AND ANALYSIS

Human Resource Organization

The heért of the business development program will be found at home--
inside the College of Business Administration. There must be total commit-
ment to the program on the part of everyone involved--faculty and staff.
This total commitment begins by establishing a full-time director of the
CBA Development Program.

Quackenbush states it thus, "To be successful, a Business Development
'Program must have a driving force to sustain its growth and momentum.

This force can be an enthusiastic dean or department chairman. However,
experience has shown that the program also needs a director who often may
be'enlisted from the faculty, given a reduced teaching load, and perhaps
placed on an eleven-month appointment for a minimum of three years. He
snould also be interested in the practical problems ef business and an in-
dividual with some business background."(13)

Thomas Gonser further substantiates the need for a brogram director
and an integrated organization, "We have never seen long-term continuity
of Development work achieved without really integrated organization; or

known of a purely public relations program that brought in money; or found

- a meaningful alumni program that wasn't tied in closely with the objectives

of the institution; or observed an effective recruitment program that

18
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wasn't backed by alumni, parents, students, and faculty activity; or seen
a-Deve]opment Progfam thét was anything more than a plan on paper without
the people to carry it.out,"(s)

The director of the CBA Development Program is in effect a program
coordinator. The program coordinator‘s (PC) office should be an extension
- of the. Dean s office.

It w111 not be the PC's job to make po]lcy, a]though obv1ous]y he
should function at the policy level. The PC will consult on policy, pro-
vide information in its making, and then assume the responsibi]ity for
vputtfng decisions ihto detaf]ed operation The PC will 1nterpret po]1cy
to those under h]s d1rect1on, and thus directly or indirectly to the whole
College.

The PC should free the Dean for concentration in academic areas,
screening public relations, alumni related and fund raising requests thatu
reach the Dean's office. Specifically, the PC will be charged with:

‘1. Organizing and directing an office in charge of public

fe]ations, fundiraising, and alumni relations.
2. Summarizing and reporting upon the work of the PC's
office to the Dean's office.

3. Serving as a member of the Dean's immédiate staff
in policy-making and planning. In effect, the PC is
a special advisor representing several non-academic
areas.

4, Summarizing and reporting upon the progress of programs

- to a special advancement committee composed of faculty

and student members, The PC will also actively solicit
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“and be recéptive to inputs from the committee.
The Pwai11 serve éé a 1?ai§0nvbetween‘the COh-
mittee and the Dean's office. This does not mean
fhat direct contact”Betweenvthe committee and the
Dean's office will be shut off. On the contrary,

- the Dean should sit as an ex-officio member of .
the committee and attend meetings when p6$$ib1e.

To carry out these responsibilities, it‘is necessary that the program
and the PC have the‘fu1] cooperation and support of the entire staff of
the College. The PC must obviously héve the authority to carry out these
responsibi1ities; | |

It is imperative from the very beginning that faculty and staff
members understand that fhey will be.the front line workers in the pro-
gram with the PC as a coordinator. Very often, faculty members expertise
in specific areas will be called on and such expertise should be given;
In addition, department heads and members of specific departments will he
carrying their department's message to persons who have identified ah
interest in their area.

Obvidus1y, the creation of this post involves some prob]ems of
authority. The PC has under his auspices functions of at least three
people-~the public relations director, the}a]umni\association director,
and the development foundation director. He must be able to initially
ease any negative feelings they héve toward the creation of his post and
to point out the advantages to them of which there are several.

The CBA program coordinator will be able to work closely with the
director of the OSU Alumni Association. The PC will often have an oppor-

tunity to provide current addresses and files to the alumni director and
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reteivevsame from the direttor. The PC will work W1th a select group of

~ alumni (CBA dlumni) and thus should help maintain & stronger alumni tie,
benefitting both programs. The PC will be able to furnish the campus
public relations office with timely, more pertinent information and thus
e]iminéte much of the screening that occurs in fhat office. Thé PC will
have a staff whfch'wi11 greafly enhance the capabilities of the deve]opmeht
~office and one which can more competently represent thevCol1ege to those
who have an expressed interest. The PC can also fﬁrnish detai]ed infor-
mation about the CBA's needs and programs. Thus the PC can point out the

complementary nature of the CBA Development Program,

Qua]ifications of the Program Coordinator

Now that the responsibilities of the program coordinator have been
delineated, who should fill this post? No less care should be takeh in the
se]ectioh}of a direcfor of the CBA Development Program than in the picking
of.ahy other administrative officer. The selection of that individual
should be made by the people with whom he or she will be working.

| Thefe are certain criteria for the selection of an 1ndividué1 to fill
this position. First of all, that person should be Fechnica]]y competent
and capable of carrying out the duties of the post. 'The second qualifi-
cation, and perhaps the most important, that individual should have an
honest, predominant interest in academics and the College of Business
Administration. To convince others, it is first necessary to be convinced.

That individual should also have a comprehensive knowledge of the
CBA and of Oklahoma State University. This requires planned effort and
study, not just knowing through experience.

Obviously a fourth qualification, the ability to get along with
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peop]é and an attractive personality are important requirements. Finally,
this individual needs confidence in himself and self-respect. The PC
shou]d be.aware that his work has dignity‘and critical importéncef' If
the PC_is to be accepted as a Tegitimate membervof the’academic commUnity,
’he‘must convince others as well. |
| Léé]ié suggeéts’the following checklist to descrfbe sdme of the
déve]opment program.director's ro]eé énd somé of the qualities néeded.
The PC will have to:(l]) |
.,.‘.work closely with and command the respect‘of the
dean, the other administratfve officers, and the
faculty-student advancement council;
.‘.work closely with and gain the respect of faculty
members;
. .pafticipate in institutional planning and decision-
making; |
. .have the executive ability to assign responsibility
and establish priorities for a multitude of actf-
vities;
. .be familiar enough with the techniques of fund
raising, public relations, and alumni programs to
plan, coordinate, and evaluate these activities;
. .serve as one of the institution's principal
emissaries with various inf]uentia]Iindividua1s
and groups;
. .articulate the institution's programs and objec-
tives in a convincing and persuasive manner;

.know business procedures in order to establish and
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~-maintain an efficient, effective organization;
.'.}.cbnstant1y seek more creative, imaginative ways
 to further the understanding and support of the
»anstitution; |
‘vaVTous1y, the CBA,Deve]opment‘Program Director must be a multi-
talented individual. Fortunately such taTented persons are at hand. It
is.not imperative for the director to have moved up through the ranks of
0SU's public relations, deve1opment,bor alumni office. Neither is it
imperative for the PC td haVe had educational exper%ence. What is espe-
cially important to the‘deqn and the selection comm%ttee is that the
person whom is selected has demonstrated successful administrative perfor-
mance in some type of position in which he was required to meet certain
specified standards.

The logical place to look is in the associate dean's office. This
is not to suggest that fhe CBA Associate Dean doesn't have enough to do.
On the Contrary,vbut many of the things that he now does are natural |
extensions of the deve]opment program. Many of the support functions that
are needed are cﬁrrent]y existing under the auspices of the CBA Assistant
to the Dean. The Associate Dean is also aware of the services available
through the 0SU Devé1opmen£ Foundation. Of course, many of the pfesent
responsibilities of the office musf be delegated elsewhere. The role of
the CBA Development Program Director, regardless of the actual title, will
be full-time.

Whether a present administrator, member of the faculty or a new
appointee fills the post, look for a quality leader. Look for a person
who is dedicated, who has the time, enthusiasm and desire, talent and a
great deai of persistency. Look for the person who has the desire and

ability to do a superb job.
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The Faculty-Student Advancement Council

One of the duties of the advancemént program:coordihatorfis to act
as aJ]iaison between the special fachity—stﬁdeht édvancemént committee
and the CBA Dean. Andther duty‘ié to make progresé reportS 6n advance-
ment programs to this committee. -

The establishment and involvement of a faculty-student advancement
counci1‘is a necessity if the CBA is to have a viable, successful develop-
ment program. This committee shbuld be comprised of a faculty member from
each departmént,within the College of Business Administration and one
student from each of the c]assifications---freshman through graduate
status. in addition, a representative'from Business Extension and Research
should be on thfs council. The function of this_counci] is three-fold---
it has an:adVisory function; jt serves as a liaison between the program
coordinator and the group represented, and it serves a support‘function.

In an advisory capacity, the council makeS'recommendations to. the
program coordinator oh various advancement programs:and projects. New
ideas should originate from this group and group me%bers should plan the
“devil's advocate" role in testing the feasibility of programs brought
up>for review. This group should have the authority to enact br eliminate
programs with a consensus vote. |

As a liaison between the PC and the respective group which each
member represents, each member must act as a conduit to see that the
voices of his or her constituency are heard and that their interests are
represented. Each member is charged with the task of fulfilling the
communications role between the PC and the facuity, staff, and the students
of the CBA.

The advancement council has several responsibilities in a support
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fuhctioﬁ;k Forémost‘ofcthese is acting as a‘program répresentative'to
prospective donors, alumni, or other interested constituents of the CBA.
The codnci] hembers Shou16vhave an expertise in their field or re]éting

to their peer groups and be évai]ab]e to the PC when this expertisé is
called on. - They should represent or be abie to identify a representative
for any particular program or interest area within the College of Business
Administration. - They are, in effect, the advancement program's fkont

line representatives of identified interest areas.

Staff'Requirements

The great difficulty in prov1d1ng re]evant organizationai gu1de11nes
for the CBA Development Program is that no two institutions are exactiy
the same. Leslie presupposes that, "four‘persons - maybe three in certain
cases - constitute the minimum proiessiohai staff for an effective advance-

ment program."(]1)

He.quaiifies this later by indicating that competent
administrative and secretarial staff can SUppiemént, of in some cases Sub-
stitute for prbfessiona]s.

The CBA can suctessfuily administer the development program with no
additional staff members. This is possible for threé reasons. First of
all, many of the files and supporting records necessary to administer
the program are available either in the CBA, the OSU Alumni Association,
or the OSU Development Foundation. The problem of assembling this infor-
mation is not nearly as severe as the problem of collecting it. Secondly,
many of the required services and professional support functions needed
are provided by the OSU Development Foundation. Frequently the groundwork

for the initial approach has already been laid and reference material is

readily available. Finally, the PC can be selected from among the CBA
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adminfStrative Sfaff'or faculty members, A functional reassignment of
duties would, of course, be necessary..

- Ideally one édditidna] secretarial-clerical staff position would be
created.  This person is needed td»hand]e cbrrespondence, file updating
ahd‘miéce]laneous program detai]s‘unique tb the deVe]opment progré}p°
Additional work-study, part~time,aand graduate assistant help wou]d be
valuable. Besides performing necessary tasks, these stﬁdenfs would gain
exposure to the program and’direct]y benefit from it. The budgetary

considerations are'discussed later in the study.
Situational Analysis

"The Co]]ége of Bu§iness Administkation has some commendable advance-
mentvefforts; The CBA Deve]Oﬁmeht Prog}am can be built from these
beginnings.  However, thesé efforts have béen fragmented and\]ack the
overall comprehensiveness needed.

It is difficUIt to evaluate the degree of success of the CBA public
relations, alumni relations, and fund raising efforts. Ultimately, they
must be evaluated With respect to achievement -of the CBA's educational
objectives. In the interim;»fhere are four ingredienté necessary for
- successful evaluation: (1) clear policies and objectives, (2) relevant
institutional or personal standards of acceptable performance, (3) reliable
data, and (4) systematic procedures.

If all four of these components exist, evaluation can be quantitative
or qualitative, objective or subjeétive. Since these ingredients are

lacking, the CBA's efforts are evaluated by comparing the number of doilars

received from private sources (individuals, corporations, and foundations)
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for each of the University's seven academic divisions. *(See Figuré 4.1.)
For further ana]ysis,,the.distribution of income by source is compared in
Table I. | o

These comparisons are not presénted as avscie%tific, guantitative
measure‘of program success rather as a "yardstick," avgenera1i2ed evé]u—
ation. At'a glance, one would surmise that the_CBA’s efforts among
businesses Have beeh more successful than those amdng alumni. The public
relations efforts among "friends" of the'Co11ege would appear to be rel-

atively unsuccessful when evaluated in terms of dollars received.

'Pub]ic Relations Efforts

The CBA Associates Organization:has the potential 6f being the most
productive advancement effort of the College. This group is comprised
of a l}'se1ect.gr'oup of business and other professional persons who are
committed tq the welfare and progress of the Co]]ege."(4) The specific
purposes of this group‘afe paraphrased below:

1. To pub1fcizevCBA activities to, and receive feedback

from, the community. |

2. To provide evaluation of CBA programs.

3. To assist the faculty in obtaining experience in busi-

ness and government.

4. To interact with students.

5. To interact with faculty members.

*The comparison is only for monies or goods receipted through the OSU
Development Foundation.
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A Arts & T ' ] $48,171
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Business : ’
Administration ‘ $48,916

$63,827

Agriculture

Veterinary , ' $70,016
Medicine - >

Engineering | $<$285,111
DOLLARS ‘

| | ‘ N 14
FIGURE 4.1 Private Do]]ar Income by Academic Division - ]974f )

6. Tovdevelop a speakers bureau and provide support for

such programs. '

7. To promote recognition of faculty, a]umni, and staff

for outstanding achievement. |

The CBA ASsociates' primary function is public relations. With the
current members as a strong nucleus, and with the careful screening of
future applicants, this'prdgram should be extremely effective. It should
be one of the cornerstohes of a strong CBA Deve]opmgnt Program.

The Associates program is the primary, organizedbpublic relations
effort of the CBA. There are other miscellaneous programs which are less
organized and therefore are more difficult to evaluate. Special awards
and achievements of faculty and students are recognized through releases
via the OSU Public Information Office. Annual awards banquets are held

to honor outstahding alumni, students, and faculty. The continuation of

these efforts are vital to the development program.



TABLE I
‘SOURCES OF PRIVATE GIFT INCOME. AND DISTRIBUTION BY ACADEMIC DIVISION
JANUARY 1 - APRIL 30, 1975

Academic Division Aly_mﬂl Friends =~ Corporations Foun“dations. Other  Totals
Agriculture 5 9,297.77 1,985.02 6,770.00 49,200. 00 ©125.00 67,377.79
Arts & Sciences 3,605. 00 9,524.00 10,335. 00 20.00  23,484.00
Business - ~ 6,885.00 620. 00 14,260.00  4,285.00 : 26,050.00
Education 4,045.00 230. 00 150.00 . 4,425.00
Engineering 10,268, 36 1,070.00 61,201.09 8,895.00 500.00 81,934.45
Home Economics 2,615.50 527.00  1,131.18 = 1,950.00  6,223.68
Veterinary Medicine  2,093.50 3,551.00 16,295.53 ~  6,000.00 500. 00 28,440.03

6¢
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"Alumni Relations

The only formal, comprehensive communication effort of the CBA that

is alumni oriented is the College of Business Administration Newsletter.

It is a sehi-annua] publication which serves primﬁri]y to updaté alumni

on thé internal affairs of the College, and of thé happenings of their
fellow graduates. This should serve as thé beginning, but the beginhing
only, of a vital portion of the CBA Development Program -- alumni commun-
ication. Another hoteworthy accomplishment in the area of,a1umni relations
is the CBA A]umﬁi Hall of %amé. Qutstanding a1umqi are recognized with
plaques which ére‘disp1ayed in conspicuous p]aces of honor in the College

of Business Administration.
Program Organization

Deve]oping and Maintaining Files

After the human aspect of organization is completed, the next step -
in the initial phase of the development program is to organize logistically.
Logiética] organization begins by‘deve1oping fi1e§ and it depends on the
maintenance of those fi]es; The CBA Development Program can and should
direct monies received for CBA program advancement through the OSU Develop-
ment Foundation. The OSU Board of Regents specifies that privéte gifts
to OSU be received through the OSU Development Foundation. However,
the CBA should develop and maintain files and records to facilitate the
dissemination of information and the solicitation of funds in the CBA
Development Program.

There are primarily two reasons for this action, The first reason

is that the CBA can devote more time and money to updating and keeping
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curreht’f{]es for the devé]opment program. There will be a smaller number
of files to work with and“therefore more time for file analysis. The
second reason concerns "vested interests." If the CBA staff goes through
the time.and}expense'necessary to locate and cu1t§vaté’supporters of the
CBA, it makes sense that the CBA would want to ta%e care of those potential
benefactors and insulate them from constant bombardment from othef campus
groups seeking support.

Fiie'organization begins by 1dentifying and segmenting the audience
to be‘cohtactedi It's the same step that has to be taken in any major
»marketing effort. The success of the overall program depends on how well
‘ihe CBA story is told. The message must be téi]ored to thé audience. The
audienge‘segments_wou1d inc1ude but not be limited to: atumni, friends,
(non-graduates), cdrporétions, foundations, students, parehts, facU?ty,‘
,organizatiOns (unions, etc;) and the general public (a]] others who don't
fit into another Category regardless of any demonstratedvinterest.)
After the .audience has been segmented,:every effort must be made to identify
and get a current address on every CBA constituent, those who fit in a
'Specific category rather than “"general public." This is a tall order and
will require address correction requested mailings, personal contacts with
constituents who méy know current addresses of others, and telephone contact
with friends or relatives of the constituent for whom an address is being
sought. Some help will come from determining certain affiliations of éhe
constituent, such as a fraternity or sorority, and making contact thro&gh
the organization. Other addresses will come in over a period of "tria] and
error." Sti1l other addresses will never be found. But every possibTé
effort must be made to establish current addresses on all constituentsjand

i

to keep those addresses current. For the alumni constituency, the file
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should also contain such information as year graduated’and degree he]d
special interests, campus affiliations-~-any and alil 1nformat1on that is
pert1nent to establishing a personal re]at1onsh1p w1th the a?umnus

The files for the other constituents should include the same basic
information as is included in the alumni file. Keep one thiﬁg specifically
in mind, The only reason for buiiding these files is to estab1ish contact
with the person or entity whose record is on file. This means that infor-
mation must be accessible and current addresses must be available for
expedient and efficient addressing. This genera11y means electronic data
storage capabt]ities, but these capabilities or other feasible alternatives
are well within the CBA's grasp. | |

Once the files have been established, bude a profile of the CBA
audience. This may actually be two profiles or three which_provfde
generalizations about eaéh segment of the audiences so that thé PC can
build a specific format to appeal to each segment. This is the’market
research aspect that any successful firm engages in before launching a

product.

Support Programs

Support programs consist of those programs necessary te}maintain the
overall program, These are so obvious they afe often overlooked in the -
initial organization. If support programs are organized from the start;
the program coordinator can spend his time judiciously in advancement efforts
rather than "fire—fighting."‘

One of the major support programs is a ffeedback" program. This pﬁo-
gram has to deal with processing and acknowledging the feedback from the
development program audience. This may be as elementary as sending "“thank

you" letters to CBA supporters. It most certainly will include a clearing
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'house for 1nformat1on that the aud1ence conveys to the PC for. d1ssem1nat1on
' to other persons, or through the CBA commun1cat1ons veh1c1e

«Anqther‘support program involves establishing recogn1t1on channels
for the different levels of CBA supporters. }For_eaeh eentribUtor‘of
ahounts ub‘to $100 a form "thank you" will suffice. Fon’amonnts greater
'than,$100’a different form of acknowledgment is;eppropriate,} For amounts
;between $100 and $1000,'personaTTZedithank_ybu 1ettersnfrom the Dean and
the departmentvheads are  necessary. }Te1ephone ca]Ts and persOnaj visits
on a timefavaiJable basis would .be quite appropriate. Fon gifts in excess
nf-$1000, the acknewledgement should fit the gift,} Time‘sheu1d specifically
'vbevmade.avai]able for personal "thank you‘s;“ |

A p]aqueirecognizing the donor for service to the CBA should be
designed:and pnesented to the donor. A contest to determine the piaque
design eou1d be held anong.the students to.gain student participation in
“the program. A cash prize should be awarded to the winning student and a
matching gift should be presented to the student S maJor department.
Throughout the program every effort must be made to 1nv01ve the facu]ty
and students as well as other CBA constituents.

Major donors to the CBA should be recognized ih speciai.ways. What
constitutes avmajor donor? When the donor gives, everyone will know{ A
special recognition for that donor should be estabtished in perpetuity
through the medium of the donor's choice, whether it be naming a building
for the donor, establishing a chair in the donor's name, or through some
other means,

For corporate givers, a support program involves such things as:
developing a 1ist of top recruits of the graduating class, provtdtng special

forums for student-corporation interaction, and keeping the company adyised
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of CBA happenings of interest to their company or industry. Corporate
contribufofs should receive specia1 mailings 6f reSeakch reports or other
business pub]ications which might proVe useful. Other support activities
will develop natura]]y‘as the program deve?dps. Proviéions must be made

to ensure that these support’act?vities‘can be carried 6ut.

Building Accountability

Another major stéb in program organization is to establish a system'
of program accountability. This involves such activities,as receipting
gifts,»dépositing monies and pub]ishfng financial reports. This §tep'is
what hakes mahy non-profif organizations 1abor intehsive. Fortunate1y, v
the program coordinatof doesn't have to establish a donor accountability
system. One is already at hfs disposal. |

The OSU Development Foundation is okganized on a dohor accountabi]ity
basis and compelled by law to comply with a donor's requested restriction.
The nécessary documentation such as a copy of receipts, and income and
expenditure reports are a]reédy being provided to the CBA, thus assuring
the PC ofrpropér controi. Al1 that is necessary is;that-the program
coordinator spend a certain amount of time fami]iarizing himself with the
system. Any supplementary reports that the PC feels are necessary to
effective]y fulfill his management responsibilities can be provided within

the established framework.

A Case Statement for the CBA

Pallard puts it bluntly, "the institution's case is the nub of the
(

matter." 9) Simply put, the case establishes the reputation of the College

and describes the product it has to sell---a quality education. The case



35

for any-insfitutiohfcohsists of the arguments for its continuance and
improvément. The college which rehders,superior service to society is
usuaj]y the one which enjoys superior support. Yet it is also true that
-superior‘service'to society which has not yet been rendered, but promises
to be, can equally expect to find support forthcoming, (12)

. The case should accentuate the positive, describe the pricrities of
the CBA and outline the specific needs that the CBA has in satisfying those
priorities. The case shouid never hinge on the fact that the College
needs money—--everybody does. The case should hinge on excellent programs
ahd the hécessfties of accomplishing such programs. Thé case‘statement
is a1way$ forma1ized and put in written form,but it should be basic enocugh
tov1end itself to verbal explanation. It is after all documented proof of
the CBA's qug]ifications“for constituentvsupport and should be presentable
in as many forms‘as possibie.

Receiving fihancia] support depends Iargely on the proper presentétion
of the case; yef few institutions do it well. This fact is stated succinctly
by David Church, who has had more: than thirty years of experience in edu-
catioﬁa] fund raising: v

"Our co]]eges‘appear to do better at stretching out the needy hand .
than at putting forward the best foot. Few institutfons competently present
their cases. They may say they need endowment or buildings or both, but
they fail to show, (a) the over-all financial picture, and (b) exactly
what would be accomplished if they received the needed funds. It is the

)

exceptional case that is thoroughly and impressively documented."“2
Budgetary Considerations

Figure 4.2 represents an analysis of organizational requirements of
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FUNCTION

Financial Support:

g Impiementation of solicita-

tion programs appropriate

to each constituency

Public ReTatibns:

News releases, copy prepar- -

ation, layout and design,
- and media servicing

Special Events:

Dedications, Commencements,
Convocations, Homecomings
Reunions, Anniversaries,
Major off-campus programs

Research and Evaluation:
Institutional and constitu-

ency research for use in
planning and evaluating

results of various advance-

ment program projects

General Administrative Services:

Secretarial and support staff,

Printing and duplicating,
Personnel, Records
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Business and Industr
Communications Media
Facu]ty and Staff
Foundations
Governing Board
Other Individuals
Donors |

Opinioh Leaders

Prospects

_Parents

Students
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the CBA Deve1qpment Pfogramva1dng the lines of aétivities or functions, a
wifhoutvregard for the cdnetituencies served by<eaCh'individua1 activity.
- Translating activity and per$6nne1 requirements into do]]are is a difficu]t
btesk as every staff Member who works on the budget knows. However, it's
not an impossible task and for a beginning program, there are tWo basic
options. Option 1 is to ané]yze resource needs for the program and budget
for those needs; Option 2 is to determine fiscal restrainté and budget-
the program wfthin those parameters. | |

Table II i]lustrates a pessimistic and optimistic sample of a budget
based‘on Option 1. Table III‘specifjes ﬁhe percentage allocation by
function based on.Option 2. Neither of these examples proVide a totally
rea]istic‘view'because of the incomplete Breakdown. These budgeted figures
ere based on current eStimates for simi]ér aetiyities er resources,

‘Regard]ess of‘the,budgeting method, it is clear that some resources
must be allocated to the CBA Development Program. Where are those finan-
cial resources to come from? Funds can be diverted to the program from
oiher allocations. "Seed" money. can be.requested from the OSU Development
Foundatidn er se]ected benefactors for program advancement. The 1dea1vway
is to restrict a peréentage of private dollars for the program and to
a]Tocate earnings from invested funds for progfam operatidn. The percentage
would be high initially and decrease as the program began to show results.
This will be an income producing aspect of the College, one that not only
will very soon be self supporting, but one that will also carry a sub-

stantial portion of the financial burden of other programs.



Personnel
(Additional)

Employee Benefits

Case Statement
(15,000 @ $1)

CBA Newsletter

(90,000 @ $.30)

TABLE II

"RESOURCE NEEDED" BUDGET
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OPTIMISTIC AND PESSIMISTIC VERSION OF A

Miscellaneous (Travel, supplies, etc.) _10,000

TOTAL

Optimistic Pessimistic

-1 Director $16,2000 1 Secr.-Clerical $5,400

1 Secr.-Clerical 5,400 1 Grad. Asst, 1,800

1 Grad. Asst. 1,800 1 Part-time 1,600

3 Part-time 4,800 2 Work-study -0-
_2 Work-study -0-

$28,200 5 $8,800

1,050 270

15,000 (2,000 @ $.20) 400

27,000 (30,000 @ $.17) 5,100

(14,000 @ $.25) 3,500

3,000




TABLE III
OPTIMUM FUNCTIONAL ALLOCATION BASED ON AN "AVAILABLE DOLLAR" BUDGET

Percentage of Optimistic Estimate* Pessimistic Estimate*

Function Funds Required ~of Funds Available of Funds Available
Information and Publications 43.75%
Fund Raising - 50%
Miscellaneous - 6.25%
TOTAL - 100%

*The Dean or Development Program Manager establishes the total
dollars available and the percentage is entered to obtain the
optimal allowable for each function.

6€



: ‘CHAPTER )

A THREE YEAR PLAN:
THE SECOND AND THIRD YEARS - STRATEGIES AND
IMPLEMENTATION

'Marketing Considerations

The second énd third years of the CBA blan for program advancement
are action years, whereas the first year is basically concerned with
organizing-for action. The emph;sis of the CBA Development Program is
moral and financial constituency support. It has been discussed pre-
- viously in this study how the public relations and alumni relations efforts
ére necessary to accomplish the support objectives of the program.
Understandably then, the first phase in the action-oriented years of the
deve]dpment program is directed toward establishing effectivé communication
between the CBA and its publics.
| The stages that a constituent goes through in the decision to support
or not to support the College are not unlike the stages a consumer goes
'through in the buying decision. The consumer is seen as going from a
felt need to pfepurchase activity to a purchase decision to use behavior

to postpurchase fee]ings.(]o)

The same process is applicable to-a donor's
decision to support a non-profit organization. This indicates that the
successful development program must judiciously employ various components

of the marketing mix---communication, distribution, pricing, and product

40
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decisioﬁé. The non-prﬁfit organization‘s manager}has’three major marketing
tasks: resource atffactioh, resourcé‘allocation, and persuasidn.>

‘The initial phase of the action program, as mentioned before, is
establishing éommunications. The communication's effort is directed toward
resource attraction. The program coordihator must depend on effective
éommunication to 1nf1uehce.a constituent to hake tﬁat initial gift. (See

Figure 5.1.)

Communication Programs

fhe-CéA’PUb]ication
The initial phase of the actidn plan are concérned with public
relations and alumni cultivation éfforts; More time organizing'for these
programs was not allocated initially for two bésic réasons:"
1f The College of Buéiness Admihistratioh'a]ready has the
framework for establishing extensive bommuhication
efforts. No further organization is really necessary,
it's just a matter of expanding}established efforts.
2. The organization accomp]iéhed for the fund raising
efforts will serve most adequately for communications
efforts. The actual logistics involved will warrant
1ittle or no deviation from the framework organized.
Once organized for the fund raising function, the other
functions are automatically included.
The first step in the action phase is to build a bridge between the
CBA and its constituents---primarily alumni, faculty, students, and
friends. The CBA newsletter . is designed with that function in mind, but

it its present form, it's just a beginning. The CBA alumni publication
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EQUEST

MAJOR GIFT

UPGRADED ANNUAL GIFTS

ANNUAL DONOR

FIRST TIME DONOR

CONSTITUENT UNIVERSE

FIGURE 5.1 The Development Pyramid*

*The aim of a development program is to move an individual from the
base to the apex of the pyramid. The number of participants per
level decreases for each succeeding level. The number of total
participants constantly increases in successful development programs.
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must serve severa] purposes it must establish a forum for written
commun1cat1on between the CBA, friends and aTumn1, it must present a
review or update on happenings within the CBA on a cont1nujng bas1s; it
must be a medium where faculty members and administrators can contribute
articles of constituent intefest; it must preéent a written record of the
accomplishments of all CBA constituents; and finally and most important,
it must be readable. Being readable infers stimulating in content énd
"~ attractive in design. |

Th1s may appear to: be a ta]] order but in actual1ty it can be
accomp11shed w1th m1n1ma1 organ1zat1ona1 prob1ems Ok]ahoma State University
has a graphic arts department for creative design. A campus pub]ic in-
formation'exists to providé layout and éditoria] and photographic support.
There is also a depaftment of pubTishing and printing on the 0SU campus
where the actual mechanics of assembly can'take p1ace.

This Ieaves the PC with the problem of‘1ocating sources of reporting.
Such sources ére internal to the College. Creative writers and editor-
ialists abound and if the support for this whole advancement program :is
what if should be, locating these sources should not be too difficult.
The‘facu]ty-student advancement council would be a good place to start.

WHat about the format for the communications vehicle? In reality,
"CBA Newsletter" is not a very imaginative title nor very stimulating.
Here is another opportunity for a student contest to name the CBA pub-
lication, another chance for student involvement. The publication should
be a montage relating information about all the different aspects of the
CBA---teaching, research, fellowship, human activity, students, alumni,
etc. Each pub]icationvshou1d have a section for department related events

in every issue.
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~This format of representing each departmeht in a single publication
in lieu of separate publications for each department is favored for two
reasons. First of all, a single publication provides more control in
gathering, assemb]ing,_and disseminating. Secondly, the single publication
represents the CBA as. a whole, separate departments but working together
for identical objectives.

‘This publication should be published monthly during the academic
year and one time during the summer session. The decision of how often
to publish should be based on the single criterion of maintaining quality.
If a high quality monthly pub]ication can't be produced, it should not

be attempted. Length is not as important as content.

Faculty-Student Cbmmunication

The CBA Development Program cannot be successful if the CBA faculty
is not enthusiastic about the program. It is primarily the administration's
job to get faculty support and maintain it by establishing that as a
selection criterion for:new faculty members. The faculty will in turn be
responsible primarily for en]iéting student support. It is not impossible
nor is it even unliikely. Just ask anyone who has ever attended one of
.the major private universities. It is a cinch that someone there did a
selling job for the college.

The faculty members should build the students' relationship with the
College. Faculty members should take every opportunity to strengthen the
tie between the CBA and the student. The student must be made aware of
the responsibility that he or she has to support the College. Awareness
can be developed in the classroom, at faculty advised student organization
meetings or anywhere the opportunity presents itself. This should def-

initely not be a "hard-sell1" effort, on the contrary a "for your infor-
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maﬁibn" apprOach shoﬁ]d‘be takeh, One of the.c1assic’opport0nities wi11
présent itself in the‘sfudents' final class meetihgs in‘his offher senior
Jear. S , , v . .

, Studentsﬂwho are recipients of sohe form of financial aid should be
made’awaré that someone was responsible. Scholarships ahd assistantships
don't have to be.repaid, but it shoqu'be impressed upon thé récipieht‘of
such awards that he or shevhas a moral obligation to provide the same
opportunity for someone else. Facilities are often made possible through
private donations and users of such faci]ities should be made aware that

they arevdepended upon to provide similar opportunities for others.

Other Communication Efforts

Students, faculty; and staff members should take advantage of every
opportunity to present an aspeét of the CBA to the'public. This involves
vo]unteering to speak to service clubs, becoming members of voluntary
committees, etc. It has to be the same kind of public relations efforts
put on'by ény service oriented business. |
| Continufng education services offered through business extension are
another examp1e of a pdb]ic relations efforts. -Semihars,.professiona1
conferences, and consulting services should be provided to as many CBA
constituents as possible. In addition, CBA constituents should have
input as to the type of cohtinuing.education services they desire.

Of course, in addition to the things mentioned previously in this
section, the advancement program coordinator must be active in his con-
tinuing roie as public information officer. Any newsworthy item must be
made available to the media. News releases should be forthcoming from
the CBA continuously. ‘These releases should not be provided just for the

local media.



46
Constituent Involvement Programs

If the communications,groundwork has been properly iaid,‘the s;eﬁ
from éommunication~to involvement should be a simple one for the‘constituent
to take. Thé secfet»to developing support for a cause is communication.

The secret for ma1nta1n1ng that support is involvement. The object of in-
volvement programs is to move the constituent to the next higher Tevel in
the Deve]opment Pyram1d (Figure 5.1). |

Use every means for publicizing events designed for constituent involv-
ment. Send special mailers in addition to prbmoting the events through
such organized channe]s as the CBA pub1icatfon Make sure tha£ eVepts are

designed for spec1a1 segments of the total constituent audience. The
.1nv01vement program is designed to br1ng the CBA and its constituents closer
together. The CBA Annual Awards Bangquet is one example of a good constituent
involvement program.' It should be retained and other programs_deve1oped
to involve parficu1ar segments of the total éonstituenty. Special pkograms
are neceésary to personalize the appeal.

Each department should establish special invo1vement programs. These
events shou]d be by invitation only and scheduled infrequently or they will
lose their special event status. Each department should identify the
special interests of its gnaduatés, not too difficult a task since they
have one interest in commoh - é degree from that particular department.
These events should bé varied in design, Ohebsemester a golf or tennis
tournament would be held. The next semester a basketball weekend, complete
with social festivities. Another semester a depértmentaT seminar on new
developments within the field. The possibilities are limitless and so are

the results.
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This approach is really "soft sell" but when tﬁe opportunity arises
for "hard sell" (and it will) take full advantage of it. At all times let
the constituent know the intent of the program. It is an involvement
program with deéigns on gaining support for the CBA. Always be on the ?up
and up" with prospective benefactors. If an attempt is made to delude them,
the advancement program will u!timate]y suffer.

Another involvement program centers around using the expertise of the
constituent in a variety of ways. One good way is to establish visiting
- lecture programs where business leaders or other constituents are invited
to speak to classes. CBA leaders should constantly be seéking the advice
and counsel of constituents who have an expertise or interest in specific
subject areas. These are but a few specific instances'of ways to involve
CBAbconstituents with the CBA. The idea is to use the communication qround-

work as a stepping stone for closer associations.
Fund Raising Programs

Formalized, organized fund raising activities should be conducted
during the final phase of the three-year plan. Needless to say, previously
established efforts of the CBA to gain private support should be continued
throughout the program. No fund raising efforts that have been successfully
used in the past should be discontinued while the business development
program is being implemented. It is vital that the CBA maintain the private
support of current benefactors while efforts are undertaken to improve
development activities, Fund raising efforts are directed toward moving

constituents to a higher level of the Deyelopment Pyramid (Figure 5.1).
Direct Mail

One of the best ways to ensure widespread coverage of all CBA consti-
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tuents in a fund raising program is through direct‘ma%T. It is "best" in
terms of coverage, and therein lies the vaiue of direct mail efforts. By
no means will the success of the CBA Development Program be assured through
diréct mail activities, but the success of the annha] giving program will.

There will 1ikely be those persons within the College who will promote
thé»fdea of gaining minimal support through averagé dollar amount contributed
and maximum suppbrt through number of contributors. "That is to saytthat
some will promote the "let's get five do]}ars from.everyoneﬁ idea. That
concept:sounds good_in theory but it se1dom works in practice. Statistics
show that mqre'than thirty percent oftcﬁaritable tontributions come from
less than ten percent of all donors. Rest.és$Ured that the "March of
Dimes" didn't conquer polio through ten tent contributions. A ten percent
response to direct mai]ingé is considered good when mailing audiences aren't
segmehted and mai]ing$ are indiscriminate in design. By segmenting the
audience and tailoring the appeal, CBA direct mail efforts should do much
better.

The CBA direct mail effort should be directed toward all identified
cohstituents once annually. Respondents to the 1n1t1$1 direct mail campaign
will be the best prospects for subsequent direct mail efforts. (Tables IV
and V). If people who have given in response to a previous year's general
direct mail effort don't respond to succeeding years' direct mail campaigns,
a second mailing should be designed, directed only to those persons. If
the second mailing elicits no response, send a third and a fourth, if there
is still no response. No more than four solicitation mailings should be
directed toward a specific audience annua]]y. Statistics show that 98
percent of the total responses will be received within thirteen weeks

(Table VI). Be very sure that once persons respond to a direct mail
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TYPICAL PERCENTAGES OF FIRST YEAR DONORS RENEWING AND CONTINUING

~Continuous

Year %Renewing ~ _Donors
1 - 100
2 60 60
3 80 | 48
4 80 | 38.4
5 80 30.7
6 80 | 24.6
7 80 19.7
8 80 157
9 80 12.6
0 - 80 - 10.0

]

appeal that they are excluded from sdbsequent appeals that year. Of course,

they will be solicited again, in the following year.

Testing and analyzing is a very important'part of a succesSfu] direct

mail program. Testing determines what kinds of appeals are the most

successful among specific constituent segmehts. Many of the tests and

analyses should be condUcted as individual or class projects by students.

This is another opportunity to build student awareness,through-invo]vement.

Important elements to test include:

1.

gt = w N

6.

(1)

Thé constituent mailing 1i§ts.

The appeal letter.

The types of appeals.

The amount asked for.

The type of postage---stamped, indetia, or other.

Inserts (brochures, etc.)

Tests should not be conducted for such direct mail elements as:

1. Whether to include a letter (always include one.)
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TYPICAL DONOR RENEWAL PATTERNS
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Donors

Year of Year

Lapsed % % Orig, . % % Orig. Total %
at start at start Donors Donors Lapsed Lapsed Orig

. Giving

of Year Giving Giving Giving Giving by end of Year

1 0 0 . ggg o0 - - 100%

2 100% 0 - 60% 60% - - 60%

3 605 40% 80%  48%  15% 6% 54%

+ sa 4s% 8% 43.2% 153 6.9% 50.1%
5 50. 1% 49.9% 80% 40.1% 5% 7.5% 47.6%
6  47.6% 52.4%  80% 38.1%  15%  7.9% 46.0%
7 46.0%  54.0%  80% 36.8%  15% 8.1% 44.,9%
8 44.9%  55.1% 80% 35.9%  15% 8.3% a8.2%
9 44.2% 55.8% 80% 35.3% 15%  8.4% 43.7%
10 43.7%  56.3%  80%  34.9% 15%  8.4% 43.3%

2. Don't test a one-page vs a two-page letter, instead

7.

test a one- or two-page letter vs a three- or four-

page letter.

. Subtle differences in color of printed stock.

Whether to have a postage paid return envelope
(always have one.) |

Subtle differences in layout design.

Whether or not to suggest a specific amount (always
do somewhere in the direct mail package.)

Type size (always use large type,)b

Tests have already been conducted concerning these jfems and statistics

have repeatedly borne out the importance of each element.
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TABLE VI v
A TYPICAL DIRECT MAIL RESPONSE PATTERN

Weeks_Aftek % of Total Response T Cunmuiative Response

Mailing . Received | Received
st | 5 5
2nd | | 15 “ 20
3rd 12 » 32
4th 13 | 45
5th 10 55
6th 9 64
7th 8 72

8th 8 80
9th 6 86
10th 4 90
11th 3 93
12th 3 96
13th 2 98

Each annual direct mail campaign should make a sbecific abpeal rather
than just a general appeal for dollars to support the CBA. Ideally the
appeal should vary with each annual campaign. Appeals for unrestricted
dollars are very difficult to obtain support for. Appeals for student
financial aids---loans and schd]arships-A—are generally the easiest ways
to gain support in direct mail appeals. The CBA's first direct mail appeal
should be of the latter type. |

A11 contributions for the CBA should be channeled through the 0SU
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Development Foundation. The business reply enveiopes‘shoqu be addressed
to the Foundation>end persohs solicited shou1debe instructed to make checks
péyab]e to the OSU Development Foundefion with a kesfr{ction hoted on the
check~for the Co]Tege:of Business Administration or specific projects within
the CBA. Therevare two pfimary keasons for channe1ing contributions through
the OSU’Development Foundation over and above the fact that the regents
officia]]y request that private funds be handled by that office. The first
reason.is that better donor accbuntability will be gained. Each contributor
will beAreceipted, thanked,'reeognized through different specia]]y.designed
recognition efforts,eanQ’be awarded certain privileges. This does not
excese thekCBA from properly thanking each giver. Every_giver must be
thanked by the CBA representative of the program or project.receiving the
gift. The secohdlfeason for channeling gifts to the CBA fhrough the 0SU
De?eiqpment Foundetion is to take advantage of the:cost savingserealized
by using an established accounting and receipting system. The only alter-
native to using the Foundation system‘is to esteblish one for the CBA |
advancement program.

Direct mail efforts will be instrumental in gaining annual support;
Most gifts will probably average around $25 but gifts will range up to $1000.
Many compahies have,matchihg gift programs where the company wi]] match
dollar per dollar an employee's contribution to higher education. Thus
additional gifts will be gained over and above direct contributions from

individuals.

Personal Solicitation:

The small gift is important but the real success of the CBA advancement

program depends on large contributions from individuals, corporations, and
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foundations The only etfective_method for gainihg these large gifts is
through persona] solicitation.

- Each person capable of g1v1ng a large gift to the CBA has spec1a1
interests; The right way to approach that person is by appealing to
thosebspeciaT interests. People who give do so to_satisfy'their_needs,
not to satisfy'the needs of the reoipient of the gift. Before a prospect
is approached for a ]arge g1ft a lot of t1me should be spend in researching
that prospect and ]ay1ng the groundwork for the request Peop1e with the
means to contribute s1gn1flcant]y to the CBA are often best approached by
someone w1th ~equal soc1a1 prestige and professional status that they them-
se]ves,enJoy. Utilize members of the CBA Associates programs, or other
prominent persons who can estabTish a common interest or who have an
established relationship, to approach the prospect.

Make very sure that the person soliciting the gift is enthusiastic
and comp1ete]y_so]d on the program -himself. Rea]ize'a]so that the e]apSed
time from Tdentificatioh of a prospective benefactor to theysO]icitation
for a donation to the CBA may be several months, sometimes even years. The
cu]tivation process is important and should oe carefully planned. Of equal
importance is the effort to continue giving attention to the prospect once
he or she has made a gift.

After the groundwork»has been laid, approach the prospect with a good
case for the program which he's going to be asked to support and with a
specific amount in mind. Don't ask for the prospect to give according to
his or her means, ask for a gift commensurate with the prospect's means for
giving. After all, a great deal of research has gone into this solicitation
effort and the solicitor by now is very aware of the prospects capabilities.

Corporations and foundations can also be sources of large gifts to the CBA.
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Researching the educational interests. of such organizations is a prerequisite
to‘making a requesf for sopport Facu]ty members can be va]uab]e so11c1tors
of corporate and foondation gifts There is no better way to approach
a bank, for examp]e, than to have a professor of bank1ng w1th a know]edge
of the company s 1nterests, prev1ous contact w1th the bank, and with a
spec1f1c program in mind contact the right bank officer. |

_Corporations and foUndations both are impressed with professionalism
and good management.' A We]T presented project, well thought out in advance;
with‘a past record of fiscal responsibiTity within the CBAvgreatTy enhances
the chance of securing corporate and foundation support for. the College
of Business Administration. Most often the CBA Dean or a faculty member,
~along with the advancement program coord1nator, w111 make the best team for

so11c1t1ng corporations and foundat1ons.

Donor Recognition

A goodvadyancement program has no ending, There is an organized
beginning but the identification and cultivation of prospects is not a
process which culminates once the gift is secured. On the contrary, once
the donor responds a new phase of cultivation begins, a phase.which attempts
to move the donor to a higher giving level or at least maintain the current
level. The second phase of cultivation begins with rewarding the contributor.
Special awards, giving level clubs and privileges must be established for
donors at all giving levels.

Persons who have contributed from $25 to $100 should receive a card, a
wallet-sized reproduction of their diploma for example, with wording to the
effect that they are recognized as loyal supporters of the CBA, This should

be the basis for recognition to all giving levels. Donors should be presented
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this p1Us}something eise as they reach higher giving-1eveTs; In othér words,
recognition at each 1eve1‘bu11dSIUpon the previqus levels. Plaques or other
similar awards cou1d‘bé;used for the higher gfving Tevels With each being
of a different design and more pretentious as_thé-giving level increases.
| 0f course, it goes without saying that major contributors should be |
recognized in speciai ways. The most successful way. of recogniziﬁg‘major
givers is by estab]ishing a perpetual monument. Private univefsities offer
good examples, For example, graduates of the Dartmouth School of Business
are, and refer to themse]Ves as,,graduates‘of the Amos Tuck School of Busi-
ness. | o | o
. The possibilities are limitless. A majof donoracou1d be recognized
by.naming the College of Business Administration for him---for instance,
the "John Doe C611ege of Busihess‘Administration.? Each room could be named
for a major giver---individual or corporate. For instance, there could be
Room 103, fAcme Associates Accounting Room" or the "Tbm Smitﬁ Learning
Resources Center." This type of recognition is an éffective selling point
as well as a means of recognition,
Chairs'and professorships coﬁ]d be named for major givers. There
could be the "Joe Doe Erofessor of Marketing" or the "A & S Associates
Chair of’Accounting" for example. Formal recognition, of course; cannot
substitute for continuous personal recognition through éontact and involving

the donor in the affairs of the CBA.

‘A CorpOrate Affiliate Program

It is a simple fact that most business schools need to communicate
more effectively with the business community. 'In a.rural environment Tike

Stillwater, it is even more essential that a viable business school promote
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v¢ontinuingvcommunicatioh with its counterparts in ihduétry. If fhe CBA
fﬁi]s‘td deve1op such aﬁtﬁye communicatibn;-it neg]ecﬁs its natural
1abokatory‘and'more'importéntTy;.the advisdry>and fihancia],he]pfthe
business comhunity can provide, : | |

Successfu1 communication with;the business coﬁmunity means much more
‘than just putting the Corporate Contributions Committee members on the
CBA Newsletter mailing list. Personal contact is very imhortant to a
mutually rewarding CBA--business re]ationship.' Members of the CBA Associates
group should provide as,much personal interaction as possible among their
 professiona1‘countérparts.' The CBA'Dean, faculty members,kéndvthe program
coofdinator, as meﬁtioned préviousiy, will also be very important in estab-
lishing an intehface with the business commdnity. |

Sbetia] preparatioﬁs_are necessary to obtain financial support from
busines§ and industrial organizations. An appeal directed toward alumni
is‘based on-]oyaity. An appeal directed toward the‘business community should
be based on the."quid pro quo" approach. The main criteria used in selecting
recipients of corporate contributions is, "How does the company benefit?"

If fhe company benefits indirectly by supporting;the CBA, the CBA will be

in competition with the "charitus universe" for the corporate dollar. If
the company‘benefits directly, other than just fulfilling its role of social
responsibility, thé CBA is in a much more favorable position to obtain
financial support. To énsure that the business community benefits is the
purpose of the Corporate Affiliate Program.

Corporations would gain membership in the affiliates program by making
an unrestricted grant to the CBA and retain membership by making annual
gifts--restricted to a specific department or project, or unrestricted.

The initial contribution should be at least $5,000 and the annual contribu-

tion should be at least $2,000. The responsibility of the CBA is to ensure
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that»aff11iate.member$ Qet their money's worth. This is accombiiéhéd by
awarding members with certain benefits.
| A majdr benefit_of affi1iate program'memberShip 1s.theﬂawareness

within each member organization-~-at various levels of management-féthét
the company is coﬁtributfng generously to the training of society‘é future
business lTeaders. Affiliates should be awarded special priQi]eges_in the
CBA p1aCement office. These privileges should include: special Tists of
the best graduates, special intérviewing facilities and a pre—interview
mixer with,thevDean and faculty members, and the fullest cooperatibn of
the placement office in 1océting candidates. Researth reports, papers,
and other publications of the CBA should flow regularly to affiliate
members. Affiliates should be sent advance invitations to participate
in a variety of continuing education courses offered by the CBA to assist
active managers 1n'keeping abreast of their fie]ds, Registration prefer-
ence should be accorded executives of affiliate companies. Member organ-
izations should be invited to send representatives to periodic seminars
and conferences on business subjects offered in locations throughout the
state; | |

Corporéte donors are é]]owed by the IRS to give up to 5 percent of
their pre-tax profits for charitable deductions. Typically they give 1
percent of pre-tax profits. A successful CBA Development Program must have
corporate support.  Such support can be ensured by demonstrating that

corporations stand to benefit if the CBA carries out its mission of education,



CHAPTER VI
CONCLUSTON

Evaluating and Updating

The broad purposevof the CBA Deve]opmentvaogram is to advance the

‘understanding and support of the 0SU Co11e§e of Business Administration.

The Tong term objectives are increased funds, community understanding,

and professional recognition. A comprehensive program of pub1ic-fe1ations,
alumni relations, and fund raising efforts has been developed to accomplish
. these objectives. To be effective, these various activities must complement
each other.

Given this, it is difficult to offer criteria for evaluating the CBA
Deve]opment Program. The mix of ihgredients, ahd the importance of the
yarious programs, will vary with the relative degreé:of.importance of the
three objectiVes. If increased funds far overshadows community understanding
and professional recognition in importance, gift dollars would naturally
be the central measurement factor of performance. The problem is, however;
is that'it is a circle of interrelationships in which one relationship is
dependent upon the others. - If increasedvfunds don't come, is it ineffective
public relations, alumni relations, or fund raising efforts?

At this early stage in the development of meaningful evaluative criteria
for advancement programs of institutions of higher learning, the amount and
cost of gift dollars appear the best measurement of productivity, It should

be realized that certain advancement activities, may have only tangential

- 58
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results in the fund raising program. Institutions must make specia]'
management decisions regarding these activities, and, if the activities
are to be.continued, inStitutions must realize that gift dollars as a -

portion of deve]opment‘program expenditures might tost a bit more than =
(12)

§

those of some other simf1ar-institutions.
Thé programs and activities of the CBA Development Program are de-
signed to be carried out in a three-year period. By design.then, this
deve]opment effort MUst be updated-at least at the end of the three-year
period It is very possib]e that circumstances wi]T occur or situations
w111 arise w1th1n the three—year p1an which necess1tate mak1ng changes in
the p1an.k The 11ke1yhood of such cont1ngenc1es is provided for and the
-program'is flexible by design. Each activity or program has a definite
starting point:but,they shbu]d be retained as long és‘they have positive
effecté on the overa]i CBA goal. This will be a decision that must be
made at a later time by the PC, the Dean, and the facuTty—student advance-

ment council.

Summary

The preceding presentation is a plan developed with ﬁpecifié goals
and objectiveskfor a specific time period. ‘Like all plans, it needs to
be evaluated to determine the feasibility of application. And like all
plans, it needs to be updated.

The programé and procedures outlined do not represent "arm chair
philosophizing." On the contrary, these ideals presented have been applied,
at least in concept, in many different situations. Similar plans have
been established and are working successfully for many universities faced

with fiscal inadequacies and by many non-profit charitable organizations,
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”Theeconcepts have been adapted for the 0SU Coi]ege:of Business
Administration and tailored to fit.the'current and. future needs for the
time period indicated. Although the plan is tailored to fit the CBA, a
great deal of flexibility is built into this design. Because the problems
are unique to this situation and because there is nc solid development
foundation to build on,\f]exfbi1ity is necessary to make the plan workable.

Other fhings are just as necessary to make the plan workable. The
most important thing is enthdsiastic commitment and dedication by the
CBA facu]ty and staff. Selecting the right person to run the program is
JUSt as 1mportant as the program selection itself, And, of codrse, the
formal organ1zat1on of the advancement program has to be sound for the
program to be'a success.

It is vital that the College of Business Adm1n1strat1on act qu1ck1y
in adopt1ng a formal plan for a bus1ness advancement program; While the
CBA is the second largest distTon on the OSU campus it is far behind
other academic divisions in terms of private financial support.

One of the college deans:recently remarked, "The routine of education
is financed very poorly---the ingredients for excellence not at all."
Legis]ative.appropriations, student fees and federal grants can finance
the routine of education thus assuring the CBA's physical survival. But,
survival is not the questions in the truest sense---quality is! The true
purpose for the existence of the CBA is to provide a quality education, tb
sufficiently prepare students to fulfill their productive roles in society,
Private support is necessary to fulfill this purpose. A business develop-

ment program is necessary to gain adequate private support.



(3)

(4)
(5)

(6)

(10)
(11)
(12)

-(13)

A SELECTED BIBLIOGRAPHY *

A speech by Dr Eugene Swearingen at the ded1ca*10n of the CBA
building, April 29, 1967.

Blum, Robert and Joan. "Annual Fund Raising: Profile of Costs,
Income, Expectations." Fund Raising Management, January-
- February, 1975. o v _

Campbell, Kenyon S. "Use Me or Lose Me," in The "How To" of -
Educational Fund Raising. Ernest T. Stewart, Jr. (ed.),
- Washington, D. C.: The American Alumni Council, 1956.

CBA Associates Organization'Chartek. Stillwater, Oklahoma: College
of Business Administration, Approved October 18, 1974.

‘College of Business Administration Annual Report June 1973--May 1974.

Stillwater, Oklahoma: Oklahoma State University, August, 1974.

College of Business Administration Student Handbook 1974/75. Still-
- water, Oklahoma: Oklahoma»State University, 1974.

Conrad, Dan. "How to Raise $10,000 to $100,000 In a Year." Institute
for Fund Raisfng Seminar. Dallas, Texas, dJanuary 15, 1975.

Gonser, Thomas A, "The Concept of Development," Gonser and Gerber
‘Bulletin. January, 1958,

Heston, Herbert N. "Deve10p1ng and Present1ng the Case" in Funda-
mentals of Educational Fund Raising. Edison B, Allen (ed.),
Washington, D. C.: American Alumni Council, 1968.

Kotler, Phi]ip. Marketing Management. Eng]ewood Cliffs, New Jersey:
Prentice-Hall, Inc., 1967. :

Leslie, John W. Focus on Understanding and Support: A Study in
College Management. Washington, D. C.: American College Public
Relations Association, 1969.

Pollard, John A. Fund Raising for Higher Education. New York: Harper
| and Brothers, Publishers, 1958,

Quackenbush, Stanley F.  "Gaining Business Support Through a Business
Development Program," AACSB Bulletin. October, 1974.

61



(14) 1974'Report'to.Investors. »Sti11water; Oklahoma: OSU Development
Foundation, 1974, ' '

(15) Resolution, Board of Regents for the Oklahoma State University of

Agriculture and Applied Sciences, November 4, 1966.

(16) The Advancement of Understanding and Support of Higher Education.
U.S.A.: The American College Public Relations Association,
1958. o

62



VITA
| Roger D,'Cagle
Candidate for the Degree of
Master of Business Administration

Report: PLANNING FOR PROGRAM ADVANCEMENT: A COMPREHENSIVE DEVELOPMENT
PROGRAM FOR THE OKLAHOMA STATE UNIVERSITY COLLEbE OF BUSINESS

ADMINISTRATION

Major Field: Business Administration

Biographical:

Personal Data: Born in Heavener, Oklahoma, August 20, 1947, the
son of Elmer M. and Ruth Cagle.

Educat1on Attended elementary school in Heavener, Oklahoma;
graduated from Heavener High School in Heavener, Oklahoma in
1965; received the Bachelor of Science degree from Oklahoma
State University with a major in General Administration, in
‘May, 1973; completed requirements for the Master of Business

Administration degree in May, 1975.



