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focusing on students
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By learning
about college
admission
processes,
Katherine
Cohen
uncovered

a lucrative
niche for
herself.

On one end of the college-planning
spectrum, advanced students are
competing for coveted spots at the top
universities. The CollegeBoard, a non-
profit association dedicated to help-
ing students get a college education,
recently reported that more than 15 per-
cent of the public high school class of
2007 achieved a grade of 3 or higher—
which is thought to be an indication
of college success—on at least one
advanced-placement test. In 2002,
that figure was less than 12 percent.
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On the other end of the spectrum
are high school dropouts who have
given up on a higher education. In
its May 2008 issue of Educational
Leadership, the nonprofit, nonparti-
san Association for Supervision and
Curriculum Development reported
that the U.S. high school system has
largely been neglected. While gov-
ernments focus on elementary learn-
ing, more than 1.2 million U.S. high
school students drop out every year,
according to the ASCD.

Somewhere in between, entrepre-
neurs are working to open doors for
students around the country. From
consulting firms that help students
find the best school for their needs
to tutoring companies that prepare
them for standardized tests, the op-
portunities for helping students
achieve their goals are boundless.

With more than 40 years of ex-
perience in senior leadership roles
for major universities, Lee Stetson
has witnessed the changing land-
scape of college admissions, partic-
ularly over the past 15 to 20 years, as
well as the surge of startups catering
to applicants. “By and large, it’s been
a positive development, because sec-
ondary schools are stretched bud-
getarily,” says Stetson, former dean
of admissions at the University of
Pennsylvania and founder and CEO
of Stetson College Advisory, an ad-
missions consulting firm. “Counsel-
ing is mixed in those environments:
Some is exceptionally good and some
is not because the student-counselor
ratio is 500- or 600-to-1. It’s hard to
personalize attention with that kind
of caseload.”

Stetson’s business maintains only
a handful of clients to provide more
focused attention. But some entre-
preneurs are going big with college
planning and admissions services,
profiting not only from their ven-
tures, but also from the knowledge
that they’re making a difference in
young students’ lives.

student to student

Blake Spiers, 24, and Brian Hosokawa,
25, have taken a novel approach to
the admissions process, offering an
insider’s view of college campuses
from those who know them best: cur-
rent students. As a graduate of the
University of Southern California,
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