
Most of us have a few pairs 
of shoes in our closet— 
shoes for sports, church, 

the beach or the ballroom—and 
most of us have one or two 
pairs that we love and 
wear over and over. 
Why? Because 
they fit beauti-
fully, look good, 
take us places, 
and bring us 
happiness. Fit 
is frequently 
referred to when 
speaking with 
students about choos-
ing the ‘right’ college, and 
many of those same students are 
puzzled about what is the ‘right’ fit. 
So, as you gaze upon that favorite 
pair of shoes, let’s think through 
the puzzle. 

First, get rid of the notion that 
you have to find that one ‘perfect’ 
college—there is no such thing! 
There are so many options for 
you to explore, and many of those 
options would give you what 
you seek: a great education in 
an area of interest that will move 
you forward into your first job or 
ad-vanced training/education in 
your chosen field of study. So start 
with some serious self-reflfection. 
Really think about what you want 
from your college experience. 
What matters to you and why? 
Where do your strengths, passions, 

interests, and abilities lie? Are you 
independent and self-sufficient 
or would you thrive living closer 
to home? What are your goals 

in life—money, happiness, 
knowledge? Consider 

it all and chat about 
it with your best 
friends and family; 
they probably 
have some inter-
esting insights. 
You need to 

embark upon this 
journey before you 

start working on your 
college essay too.  

There are some core compo-
nents to a good fit that you should 
explore, compare and contrast in 
each of your colleges of interest:

Location – Consider urban, rural, 
suburban; close to home or far 
away.  

Size of student body – Note both 
undergraduate and graduate 
population. 

Academic options – Does the 
college have the major in which 
you have a primary interest? 
Are there other majors of inter-
est should the first one not be 
what you want?

Diversity of students – Consider 
in state, out of state, commuter 
cam-pus, geographic, ethnic and 
reli-gious diversity.
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9th, 10th and 11th grade    
students: Make plans for a 

productive summer.  
Investi-gate summer  

programs, jobs, internships  

11th grade students:  
Create an initial list  

of colleges;  
prepare for spring  
SAT/ACT exams

 

April 2019

13th: ACT and  
ACT plus Writing 

(register by 3/8;
late  registration 3/25)

 
Seniors should have 
their final letters of 
acceptance by the 
beginning of April!

  
Juniors:  

VISIT COLLEGES; 
Prepare for AP Exams

 
Seniors: Compare offers 
of admission; revisit top 

choices; evaluate  
financial aid packages 
and consider college 

funding options
(continued on page 4)



F ew businesses are successful 
without advertising, and that 
is why it is a helpful major for 

practically any career.  
Advertising majors learn how to 

create messages that persuade people 
to buy a product or support an idea. 
They also study how to spread adver-
tisements and learn about the history 
of advertising and media.  

Students study both the business and 
artistic sides of advertising. Courses 
challenge students 
to create appealing 
and compelling 
works that take 
new angles on well-
known issues. 

The courses 
in the major are 
centered around 
projects. Students 
learn the theory 
behind ad creation 
and apply their 
knowledge in proj-
ects of their own. 
Many of these 
projects are group-
based because 
most businesses 
hire a team to work 
on a single campaign. These projects 
are important not only because they 
help students learn how advertising 
works, but also because they contrib-
ute to a portfolio of original works. 
Many ad agencies require a collection 
from potential candidates, and the 
advertising major will help students 
create that portfolio. 

Majors should expect to give oral 
presentations and take classes on 
copywriting. In advertising courses, 
teachers often stress terse writing. 
Students also learn how to choose 

media platforms on 
which to ad-vertise 
specific products. 
Courses cover 
the ways to target 
consumers, such 
as taking surveys 
and interpreting 
ecom-merce data on 
“clicks” and buying 
behaviors.  

While the advertising major includes 
the creative aspect 
of advertising, it does 
not require artistic 
ability. Students look-
ing to go into artistic 
advertising may also 
benefit from a visual 
arts or graphic arts 
class.  

Some typical 
classes in advertis-
ing include creative 
strategy, social 
media, mar-ket re-
search, design, the 
art of persuasion, 
the basics of adver-
tising, consumer 
trends and behavior, 
ecommerce tactics, 

and marketing basics. Throughout 
the course of the major, students gain 
practical skills that apply to many 
aspects of the workplace. Through 
group projects, stu-dents become 
adept at effective writing, teamwork, 
and speaking in front of crowds. 
Because of the consumer data they 
will interpret, students hone abilities 
in quantitative analysis and critical 
read-ing. Students will also learn how 
to think outside of the box, how to 
meet deadlines, and how to convince 
people about a cause. 

With the exponential growth of digital 
media, jobs in advertising are changing 
and evolving. Students have a plethora 
of ca-reer options from which to choose. 
Adver-tising majors may find a passion 
in a specific medium of the field. For 
students focused on the writing aspect 
of advertising, a career in copywriting 
might be a good fit. Some copywriters 
write for a specific business or product 
while others are freelancers. Freelanc-
ers will do smaller projects for many 
different corporations of their choice. 
The same options apply for students 
interested in the graphic design side  
of advertising. 

Majors interested in oral advertising 
who work well in teams may become 
a salesperson for a business. Often 
agencies will hire groups to work on 
a single project. If selling the product 
directly is not appealing, students may 
choose to manage a team of salesmen.  

Students passionate about data anal-
ysis and consumer behavior may find 
their path as an advertising research 
specialist. This career requires a grad-
uate degree.  

In all of the options listed above, 
students may choose to focus on a 
particular method of communication. 
While some majors might focus on 
social platforms such as Facebook or 
Instagram, others may find their niche 
in print advertising or radio and TV.

Focus on Majors: ADVERTISING

Copywriter
Production Coordinator

Art Director
Event Planner

Marketing Coordinator
Creative Director
Graphic Designer

Account Executive
Communication Consultant

Account Coordinator
Program Coordinator

Media Buyer
Product Manager
Program Manager

Web Designer
Campaign Manager

Media Planner
Sales Representative

Research Director

CAREER PATHS FOR  
ADVERTISING MAJORS
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If you’re the parent of a high school 
senior and you’re thinking about 
how to pay for college without go-

ing broke, it’s a whole new, expensive 
world. In this world there are just two 
kinds of money: Great Money (or Free 
Money) and Not-So-Great Money. 

Free Money 
Free money is a grant or scholarship 
that does not need to be paid back. 
There are two types of Free money: 
Need-based aid and Mer-
it-based aid. The amount 
of need-based aid a 
family will receive 
is determined 
by the FAF-
SA (Free 
Application 
for Federal 
Student Aid 
– www.fafsa.
ed.gov) and 
sometimes 
by the CSS 
Profile (www.
collegeboard.
com/profile).

Merit-aid in the form 
of tuition reduc-tion, grants 
and scholarships is a tool used by 
most private colleges and many public 
universities to entice the strongest 
students to apply and attend. 

Students can receive scholarships 

for their athletic, artistic or debate 
talents as well as for demonstrated 
scholar-ship – great grades and strong 
stand-ardized test scores. Many public 
uni-versities have also created presti-
gious Honors Colleges, and these op-
portuni-ties often come with a variety 
of perks including early class registra-
tion, small-er classes, honors dormito-
ries and at-tractive scholarships.  

The Ivy League colleges as well as 
a few of the most selective colleges 

in the country, including Stanford, 
MIT and Georgetown, do 

not offer any form of 
merit aid, but typ-

ically have very 
generous need-
based aid.  

If a student 
has what it 
takes to be 
ac-cepted to 
any of these col-

leges or uni-ver-
sities, and the 

family isn’t able 
(according to the 

outcome of the FAF-
SA) of paying full-freight 

– typically $65,00 - $75,000 
per year, finances are not likely to 
be a barrier. According to Harvard’s 
website, “parents making less than 
$65,000 are expected to con-tribute 
“$0” and 90 percent of American fami-

lies would pay the same or less to send 
their children to Harvard as they would 
a state school.” Wow, I bet that would 
shock most families. 

The big discrepancy comes when 
many families fall into the “gray zone” 
– you earn too much to qualify for 
need-based aid, but not enough to pay 
a college’s sticker price.

Loans 
Often, parents are so afraid of dis-
ap-pointing their children that they 
“will do whatever we need to do to 
make it happen.” Frequently, this 
means tak-ing out loans in both the 
student’s name and the parents’ 
names, cash-ing in policies early, pay-
ing penalties and even forfeiting their 
own retire-ment money.  

It would be unwise to attend a high-
priced private institution at $65,000/
year if the family must borrow 
sub-stantially. This is especially true 
if the student is undecided about a 
major. A student’s college education 
should not be allowed to disrupt a 
family’s normal spending patterns 
and it’s unwise for parents to abandon 
their own needs.  

Remember, there is no one perfect 
college; most students can be happy at 
a variety of schools. Parents need to be 
the responsible ones here and consid-
er future employment opportu-nities 
and future debt responsibilities.
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Financial Matters:  Free Money vs Loans

In the heart of one of the most charming cities readily accessible from 
the Northeast U.S., McGill University boasts top-rate academics and, 
consequently, very selective admissions standards. Americans com-
prise about 8% of the student body, so admission is even more com-
petitive for those coming from south of the border. Unlike many small 
American colleges that offer significant resources for academic and 
campus-life support, McGill assumes that its students will be mostly 
independent; they are expected to solve their own problems, within 
reason. The university is huge and the classes are large, but for a seri-
ous student who is autonomous and mature, has a sense of direction, 
can learn in lecture-style classes, and wants the excitement of living in 
Montreal, with all it has to offer, I can think of no better alternative. Be 
forewarned: When I visited recently, the library was full—and it wasn’t 
exam time, just a regular day at McGill, where students take their aca-
demics seriously and keep intently focused on their studies.

March Campus Visit: McGill University, Montreal, Quebec



Extracurricular options – Investi-
gate clubs of interest, variety of 
on-campus activities. 

Housing – Are there options 
for single rooms, suites for 
students with shared majors/
interests?

Campus ethos – Do you ‘feel’ 
comforta ble when you walk 
around, eat in the dining halls, 
attend a class? Do Greek orga-
nizations rule the day? Is the 
college centered around their 
sports teams?

Cost of attendance – Go beyond 
the sticker price and ask hard 
questions about financial aid, 
merit aid, schol-
arships and work 
opportunities.

Career placement – 
Is there a strong 
career office that 
helps with in-
tern-ships and job 
placements? 

Study abroad – 
Does the college en courage 
students to expand their hori-
zons by studying abroad? Does 
it offer many study abroad 
pro-grams?

So many families start and finish 
their exploration and research 
with rankings and this is a very 
narrow and imperfect way of find-
ing the perfect college. In fact, a 
recent study conducted by Stan-
ford University’s GraduateSchool 
of Education clearly shows that 
the best way to find the right fit 

is to completely ignore those 
rankings. Denise Pope, a Stanford 
senior lecturer, stated, “…the 
most successful 
students, both 
in college and 
beyond, are 
the ones who 
engage in the 
undergraduate 
experience 
regardless of 
how selective a 
school may be.” 

Finding a 
great mentor 
while you are 
in college can deeply impact a 
student’s ability to thrive and 

reach forward successfully into 
the future. Find out if the college 
under consideration encourages 
close mentoring relationships 
with faculty and look for a stu-
dent body that is involved in 
many activities that supplement 
their learning and build strong 
connections. 

All of this tells us that students 
need to seek out affordable 
institutions within which they will 
thrive. Colleges should have a 
supportive and engaged faculty 
and student body, offer oppor-

tunities to dive deeply into your 
chosen field of study in and out 
of the classroom, and provide 

the ability to become part of an 
academic community that will 

nurture your inter-
ests over the years 
and be yond. 

Keep an open 
mind as you re-
search the many 
choices, and spend 
time exploring 
those that rise to 
the top. Talk to 

your counselor and  teachers; 
visit the campus and speak to 
students you meet; seek out 
people engaged in work you 
are interested in and ask them 
about their college experiences; 
and do a lot of research online. 
Colleges provide so much infor-
mation on their websites—use 
them as a helpful tool. You’ll see 
that you can be successful in 
many colleges; there are great 
options for everyone, but don’t 
let those ranking magazines be 
your guide.
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The Meaning of “Fit” 
(continued on page 4)

“The most successful students,  
both in college and beyond, 

are the ones who engage in the 
undergraduate experience regardless 

of how selective a school may be.”
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