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If everyone is moving
forward together, then
success takes care of itself.
Henry Ford
founder of Ford Motors

We value success … dream of success … put forth extraordinary
effort to achieve success.
An organization that holds value in the marketplace for 100
years can be labeled a success. Its rich history may inspire
future generations to reach even greater levels of achievement.
The success of Pennsylvania College of Technology began
in the basement of Williamsport High School in 1914. It
developed with the nation’s vocational education movement
and advanced with the state’s community college system. It
represented a unique merging of traditional college education
with hands-on, applied technology.
Consistent over the years was a mission to provide a unique,
postsecondary educational experience responsive to business
and industry needs. The mission was accomplished as men
and women expanded their knowledge, developed practical
skills and discovered the integrity of work, cooperation, and
service to the community.
Marketing this mission through recruitment, public relations,
and media exposure built the foundation for an institutional
brand recognized as Pennsylvania’s premier technical college.
Management consultant Peter F. Drucker declared, “The aim
of marketing is to know and understand the customer so well
the product or service fits him and sells itself.”
This book presents the history of a progressive institutional
brand that increased its value in the marketplace over a
century by fitting programs and services to the real needs of
students, employers, and their communities.

Marketing with a mission

1

Authentic marketing
is not the art of selling
what you make
but knowing
what to make.
Philip Kotler, Ph.D.
 o-author of the world’s most popular
C
graduate-level marketing textbook,
Marketing Management

From hand-painted signs inviting a curious
community to “Learn to Earn” at the local high school
to online videos featuring college students earning
“degrees that work,” the institution’s marketing
message remained true to a century-old mission.
In 1914, residents of Williamsport, Pa., began to enroll
in evening classes at the local high school. The classes
were technical in nature, designed to help adults –
including returning World War I veterans – gain skills
that could help them find good jobs.

A mission to connect
education and the
workplace drove the
marketing message
across generations.
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Industrial printing class produces Training for Industry in Williamsport booklet in 1931.

Once known as the “lumber capital of the world,”
Williamsport evolved from an agricultural and woodharvesting base into a city of heavy industry. Skilled
workers were needed in furniture factories, textile and
steel mills, and electronics plants that dominated the
region in the 20th century.
Local workforce needs inspired a young man, hired
to teach at Williamsport High School in 1920, to take
the school’s vocational education to a higher level. Dr.
George H. Parkes saw an opportunity to expand high
school training into a postsecondary program that
would gain national prominence.

Parkes was the first pitchman for a program that grew
to become Pennsylvania’s premier technical college.
The 1931 publication of his Training for Industry in
Williamsport handbook launched a public relations
and marketing strategy that earned national media
attention for a postsecondary education program that
honored the working class.
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Booklets printed in a school
shop described training efforts
that nurtured the local economy
during The Great Depression.
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America’s working-class tradition inspired Parkes to
lead an attack on unemployment in Williamsport. He
arranged a survey of every city business and found
numerous vacant positions. Companies could not find
qualified workers, despite the fact that many local
residents were unemployed.
Parkes saw an opportunity for vocational education
to put people into jobs. He went to “the unorthodox
length of promising a job to every student who follows
his directions – a thing no other vocational school has
ever dared to do,” according to a 1940 Woman’s Day
article titled “Wanted: A Revolution in Education.”

Display showcases early vocational education classes.
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By the thousands, Williamsport’s high school students
and adults took advantage of vocational training. The
program’s impact on the local economy was cited as
one of the most progressive efforts in the United States
for turning back the effects of The Great Depression.
The Saturday Evening Post, Woman’s Day, Reader’s
Digest and Ladies’ Home Journal revealed “The
Williamsport Plan” to the nation and recognized
Parkes’ role in championing a revolution.

1940 Woman’s Day magazine article.

Adult evening classes reflected workforce needs.
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Known for iconic cover artwork by Norman Rockwell,
The Saturday Evening Post recognized Williamsport’s
efforts to combat the Depression through education
and training. “They Build Men Into Jobs,” an article
published April 27, 1940, proclaimed, “What the
Depression did to Williamsport was about what it
did to most similarly placed industrial communities
… but what Williamsport did to the Depression is a
story in the best, though of late unofficial, American
tradition.”
The Saturday Evening Post – the
first magazine to sell one million
copies – introduced the nation
to Williamsport’s adult training
program in 1940.
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Through the years, student artists – including this WTI sign-painting
student – were inspired by cover art from The Saturday Evening Post.

Student newspaper cover, published in 1981, featured
a Post-inspired sketch by student Thomas J. Tedesco.

Advertisements in the April 27, 1940, issue of The Saturday
Evening Post reflected the ideals of American readers.
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The national spotlight continued to shine on
Williamsport’s vocational training program when
it became one of the first in the nation adapted to
meet defense industry needs. On June 14, 1940,
Williamsport’s training of defense industry workers
began operating 24 hours a day, seven days a week,
in preparation for World War II.
“Anything we wanted, we got for war purposes,”
Parkes said. “We went day and night.”
Quick response to the nation’s call, Parkes believed,
would enhance vocational education’s reputation.
Within a month, the school published Vocational
Training for Defense, describing how it adapted a
standard vocational curriculum to support advanced
training in vital, metalworking industries. He said the
goal was “to present our plans for emergency training
to our co-workers in other communities in the hope
that a free exchange of ideas will assist in the next step
in our national program of vocational education.”
One of the era’s best known figures for promoting
vocational and technical education was John T.
Shuman. A Williamsport High School English teacher,
he helped develop the local retraining school and
authored popular textbooks in the 1930s and ’40s:
Spelling for Trade and Technical Students, English
for Vocational and Technical Schools, Machine Shop
Work, and How to Operate a Lathe. The machine shop
textbook was reprinted five times and used around
the country for training manufacturing workers at the
start of World War II.
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World War II-era training manual advanced
vocational education’s reputation.

Through The Great Depression and World War
II, Williamsport earned hometown favor for its
workforce-development efforts and a national
reputation for training associated with the National
Youth Administration, Civilian Conservation Corps,
and the U.S. military.
One company that sent workers for around-the-clock
vocational training was the Williamsport-based
manufacturer of Lycoming Engines. Lycoming’s
engines powered military trucks and ambulances
during World War I. After it became part of Aviation
Corporation (AVCO) in 1933, the company made
aircraft engines, including those for World War II
military planes.
On Dec. 2, 1948, Williamsport held a citywide
program, including activities at the school, to focus
attention on air power.

Local events celebrating
aviation appealed to postwar,
patriotic sentiments.
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Williamsport’s commitment to war production was
rewarded when it was able to acquire war surplus
materials from the government to equip the school’s
shops. Parkes said war surplus provided “almost
unlimited access” to equipment for “every shop and
every trade.”
Among the surplus items secured after WWII was the
B-17 bomber that flew the most combat missions in
Europe. The Eager Beaver was the first 8th Air Force
plane to bomb Germany. It made history again when it
arrived in Williamsport, as the first surplus war plane
approved for nonflight use in a school.

A decorated nosepiece from the
Eager Beaver remained at the
school until 2000, when it was
donated to the Mighty 8th Air
Force Heritage Museum, near
Savannah, Ga.
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Telegraph describing the B-17 bomber was delivered
to Dr. George H. Parkes, WTI director.
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You make the best
products you can,
and you grow as fast
as you deserve to.
David Ogilvy
Author of Ogilvy on Advertising
and Confessions of an Advertising
Man, considered the father of
modern advertising

The reputation and enrollment of the high school’s
vocational program grew until it finally gained status
as an official “institute.” Williamsport Technical
Institute (WTI) was formally established on July 1,
1941. Parkes was its first director.
An early WTI promotional message proclaimed: “The
institute is dedicated to the principle that vocational
education should fit itself to the needs of the
individual, the community, and the nation.”
The institute’s logo featured symbols of its principles
and early programs, including hands, an open book,
a lighted torch, factory smokestack, communications
tower, and airplane in flight – all framed with artwork
inspired by a metal gear.

WTI’s logo symbolized
vocational education
principles and programs.
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Hear an early WTI
promotional recording
online at

www.pct.edu/centennial

Examples of WTI stationery
and reports show design
styles of the era.
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Parkes described WTI as “a working school. We learn
to do by doing.” An early catalog described WTI’s
unique approach to education as combining “the
practical and the theoretical” aspects of teaching and
learning.
“Practical training, we believe deserves a
prominent place in a technical program
because the resultant skills are fundamental
to the success of the graduate … However,
merely manual skill is not enough to assure
continued employment and advancement.
In addition, the student must develop an
understanding as to why things are done,
and must have a good background of
theoretical and related knowledge.”
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Dr. William H. Homisak, who served in a variety of continuing
education and community relations positions from 1948-82,
greeted visitors during a 1951 WTI Open House.

The institute’s catalog promised comprehensive
education for those “who wish to prepare for the
industry and business of tomorrow.”
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When Dr. Kenneth E. Carl became WTI director
in 1953, he echoed the sentiments of his predecessor:
“The institute is founded on work. Its students learn
to do by doing.”
Students in some programs, including printing,
advertising, sign painting, and neon tube bending,
learned by creating promotional items to support
the institute’s message.

Student projects included a
course catalog and a booklet
promoting WTI as an asset
in efforts to attract new
businesses to the area.

18

Marketing with a mission

Rocket-inspired WTI billboard was created by Thomas B. Mikan,
Class of 1963, who also designed Williamsport High School’s
top-hat, cane-and-gloves logo.
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Memorabilia from the 1950s
was contributed by WTI
alumnus William Sober.

Catalog of typefaces was used
by WTI printing students.
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Job placement was a promise of the WTI brand. The
ultimate aim was securing “worthwhile positions” for
graduates. The director declared, “A school which does
not succeed in placing its graduates is doing only fifty
percent of its job.”
Placement report
featured the ultimate
goal of a WTI education.

A 1957 billboard boldly shared job-placement figures and a call to action.
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By the middle of the century, WTI was an
established community resource and leader in
vocational education beyond the local region.
A 1964 article in The New York Times described
the program’s history and unique, hands-on
learning focus to a national audience.

Exhibitions in the mid-20th
century featured topics
and themes pertinent to
vocational education.

Group of educators includes
Dr. Carl (second from left) and
Dr. James P. Bressler (far right).
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“Williamsport, Pennsylvania
– Pete Martin Calls on a
Growing City – the Home
of Little League Baseball,”
published in The New York
Times on June 14, 1964,
featured WTI.
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WTI targeted a special population for recruitment
when it established the nation’s first comprehensive
Vocational Diagnostic Program in 1951. The
program used WTI’s instructional shops to create
real conditions for testing the abilities of physically
challenged individuals in job trials designed to
introduce them to potential career opportunities.
Participants then had the opportunity to develop skills
in a WTI training program.
The pioneering diagnostic program gained national
attention when WTI entered into a cooperative effort
with the United Mine Workers of America and the
U.S. Department of Education’s Bureau of Vocational
Rehabilitation to train former mine workers.
By the time its director earned the prestigious
National Rehabilitation Association’s Bell Greve
Award in 1966, WTI had served more than 10,000
physically handicapped adults.

Carl earned the National Rehabilitation
Association’s Bell Greve Award in 1966.
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The nation’s first comprehensive Vocational Diagnostic Program was developed in Williamsport.
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“Rehabilitating the Physically
Handicapped: The Williamsport
Story” was published by the American
Vocational Journal in 1972.
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WTI continued to build a reputation for providing
education that responded to changes in the workplace.
The 1964 catalog stated, “The staff is continually
working on the revision of its courses to keep them
up to date with the latest trends, practices, and
equipment.”
A major change, driven by the passage of
Pennsylvania’s Community College Act of 1963, led
to the creation of Williamsport Area Community
College (WACC) – the third community college
established in the state – built on the foundation
of the technical institute.

Newspaper headlines heralded
an important change.
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The last WTI catalog
was produced in 1964.

In its final year, WTI offered a full-time adult program
with options for daytime and evening classes and a
part-time evening school program for apprentices,
supervisors, and others who wanted to acquire
advanced skills. But none of these courses carried
transfer credits that could be applied at degreegranting colleges and universities.
As a community college, the institution was
repositioned in the postsecondary education
marketplace. It could expand programming to
include the liberal arts, while maintaining
unique offerings that addressed modern
workforce needs. Credit programs, which
offered transfer opportunities, quickly emerged.
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An eyewitness to the birth of community college was
Frederick T. Gilmour, who enrolled in WTI’s technical
illustration program at the right time to become one of
WACC’s first graduates.
“I was quickly and easily recruited into service to the
institution, since it was undergoing a tremendous
metamorphosis from an internationally known
technical school to a fully vetted Community
College – literally, overnight. All of the attendant
organizational and administrative changes,
curriculum adjustments, building renovations, public
relations aspects, admissions and recruiting – all of it
– had to be done almost instantly,” Gilmour recalled.
Among projects he designed were the first catalog
cover, a masthead for the first student newspaper, a
college seal, and mace – a symbol of authority used
in college ceremonies.

Symbols of the new community
college were designed “almost
instantly.” Some, like the mace
shown at right, endure.
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In its first catalog in 1966, WACC redefined its position
in the marketplace, combining the WTI heritage
with expanded opportunities to offer degrees and
transfer options. In addition to all general education
classes, the School of Liberal Arts and Sciences offered
associate degrees designed to transfer to four-year
colleges. The School of Applied Arts and Sciences
offered two-year, associate degree programs – with
at least 24 general education credits in English,
mathematics, science, humanities, and social studies –
designed to qualify graduates for employment.

Vocational guidance “stayed cool”
at the community college, as seen
in this advertisement from the
student newspaper in 1967.
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WACC welcomed visitors
to tour campus and attend
Open House events.
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The best advertising
is done by satisfied
customers.
Philip Kotler, Ph.D.
Co-author of the world’s most popular graduate-level
marketing textbook, Marketing Management

A student-centered approach to marketing was put
into action. Student photographs and testimonials
were featured in the catalog, which also shared a
message from the president that was intended to
inspire new students to make the most of their
college experience.

“Statistics show that more than half of all students
who start college never complete their courses,” Carl
said. “If you want to take yourself out of the half that
fails and put yourself into the half that succeeds, there
are practical steps you can take. Those practical steps
are based on knowledge — knowledge of yourself,
knowledge of the range of educational opportunities
available, knowledge of the specific college which may
be right for you.”

Students’ experiences were captured in their own words in the college catalog.
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Through the years, testimonials were
key features of college promotions.
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In an effort to attract more female students, WACC
promoted housing options for women in its catalog:
“The transformation of a floor of the Lycoming Hotel
into a dormitory brought about a major change in the
lives of 50 women students. The cooperation among

the women and their outstanding rapport with their
housemother, Mrs. Mary Braucht, has made this
facility a pleasant innovation. The College regrets its
present inability to provide housing for men.”

Supervised housing in a downtown hotel attracted female students.
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Transfer options were promised by Otto L. Sonder
Jr., dean of the School of Liberal Arts and Sciences:
“If your grades, motivation, and general college
performance are good, you will have no difficulty
transferring to an accredited four-year college. In
fact, many of our recent graduates have gone to state
colleges like Lock Haven, Mansfield, Bloomsburg,

Clarion, and Millersville. Others have transferred to
such schools as Cornell University, The University
of Maryland, Lycoming College, Brigham Young
University, The University of West Indies, PMC
Colleges, and the largest single number have
transferred to the Pennsylvania State University.”

Among the earliest transfer stduents was Thomas Zimmerman, Class of 1967, transferred
WACC credits to earn additional degrees and later joined the college faculty.
Marketing with a mission
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A Grit newspaper editorial reprinted in the
catalog, praised the new community college:
“T he development of The Williamsport
Area Community College has been
spectacular... Few communities have
such excellent facilities for higher
education at their very door step as is
offered by this enterprising institution.
How fortunate we are to have men
among us who can dream dreams and
work with dedication and determination
to make them come true.”
The 1969 catalog became a model for catalogs
published through 1974. WACC’s Office of
Publications, led by Cee Myers, director
of publications, edited and designed the
catalog. The WACC printing department did
the typographic composition and printing.
In 1974-75, a new “bulletin and
announcement of courses” replaced the
catalog in midyear. This was the only time
in the college’s history when it published
the booklet twice in one academic year. The
second version was designed, edited, and
formatted by Laver Associates, and printed
in the WACC graphic arts department.
In the second publication, a new college
president, Dr. William H. Feddersen, spoke
to the vibrancy of WACC’s evolution: “Most
college catalogs become dated rather quickly.
These trapped words still can be viewed,
however, as historical road signs pointing
the direction of tomorrow’s journey. This
can be an exciting journey as we develop
human potential and prepare for meaningful
employment.”

Student life and graduate success were
highlights of early WACC promotions.

42

Marketing with a mission

In 1976-77, the catalog was redesigned to
accommodate a growing number of programs
and services. It featured a simpler format with
fewer photos and more text, including a semesterby-semester curriculum plan for each program
of study. Catalogs published over the next two
decades featured this design.

Two versions of the annual “catalog” were
published once in the college’s history, in 1974-75.

WACC’s catalog artwork reflected the times. The first
full-color catalog cover was introduced in 1988.
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Marketing is
the delivery
of experience.
Philip Kotler, Ph.D.
Co-author of the world’s most widely
used graduate-level textbook in
marketing, Marketing Management

SPOTLIGHT

The WACC experience was illuminated by the
Spotlight student newspaper; pieced together for
posterity by the Montage yearbook; made bright
by Colours, a short-lived literary publication; and
transmitted through the airwaves by the campus radio
station (WACC Radio, WWAS, WPTC). Studentproduced media were primary sources of information
for the campus and the community.
The community also experienced WACC through
continuing-education programs and communityservice initiatives, such as a homebuilding program
that turned students’ practical construction experience
into new family homes.

WACC inaugurated a student newspaper on
Feb. 23, 1966, with an inspirational message
from President Carl:
“It will be interesting to see this newspaper
develop as the medium through which our
students and staff have an opportunity to
report the news and express their insights of
the College campus and the area we serve. A
newspaper must honestly report current affairs
to its readers. It molds public opinion and herein
lies the great responsibility which must rest
on every newspaperman, a responsibility that
he must never forget. There are many facets of
college life which we do not have as yet. This
newspaper can do much to arouse student and
faculty interest in the development of such extracurricular activities. It is expected that all who
work on this publication will profit from the
experience. There will be many opportunities for
you to use the experience you have thus gained.”
Over the years, Spotlight reported on major
campus events, including a 1973 faculty strike,
changes in leadership, and the loss of school
district sponsorship in 1985. The paper also
proved to be an important tool for marketing.
Special editions supported recruitment and
public events, such as Open House and National
Newspaper Week.
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Spotlight was a consistent source of news
and information on campus for 21 years.
Marketing with a mission
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In 1987, Spotlight’s final year of publication,
its faculty adviser said: “A small group of
students has continued to produce one of the
college’s most significant, visible products: the
Spotlight. The goal... the objective... the aim...
of the Spotlight is fundamentally twofold: To
provide as realistic an atmosphere as possible
in which students may learn about journalism,
photography, and mass media, and to provide
a means whereby information by and for
students may be published … These students
are developing, growing, and learning; they
are getting their money’s worth – and then
some. But, beyond that, they are doing an
outstanding service for their fellow students
and for the institution.”

“Daring to be different,” Spotlight editors
responded to a challenge from faculty adviser
Anthony N. Cillo to create a unique format in
recognition of National Newspaper Week in 1978.
The design replaced headlines with boldface
type on the opening words of each article and
earned a first-place award from the prestigious
Columbia Scholastic Press Association.
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Special Open House editions of the student newspaper supported recruitment efforts.
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MONTAGE

The Montage yearbook was produced annually
from 1968 through 1983 by students and faculty/
staff advisers. Cover designs, graduate portraits, and
other highlights shared over those 16 years reflected
a diversity of artistic expression that was part of the
popular culture.

Montage covers 1968-83 showcased student art and design.

50

Marketing with a mission

Marketing with a mission

51

Yearbook pages captured periods
of growth and change for students
and the institution.
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Graduates’ portraits immortalized
hairstyles and fashions. Yearbook
page designs also reflected
changing styles.
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COLORS / COLOURS

Described as “a magazine published now and then
by the students and faculty” Colors debuted on
campus in October 1971.
The first edition won the Medalist Certificate
presented by the Columbia University Scholastic
Press Association in March 1972. It also won
the Philadelphia Region Award for 3M Co.’s
nationwide 1971 “print job of the year” competition.
J. Fred Decker, who coordinated production and
contributed original works, wrote in the magazine:
“Grateful thanks are due to the many people who
helped make this magazine possible. It is the result
of an amicable, creative cooperation between
Applied Arts and Liberal Arts students not possible
at other schools.”
Changing its spelling to Colours, the magazine
reappeared in the winters of 1974 and 1976. Again,
students contributed original content and served
as typists, proofreaders, editors, photographers,
and layout artists, working under the direction of
Damon Thompson, assistant professor of English.

Students and faculty introduced an award-winning literary publication in 1971.
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Spotlight reported in 1976 that Colors/Colours followed
an earlier literary publication, called Pith, issued in the
spring of 1969 at the suggestion of Hugh MacMullan,
chairman of the English department. MacMullan
came to the faculty in 1965 after a Hollywood career
that included serving as dialogue director on film
classics Casablanca and Yankee Doodle Dandy.

-

Hugh MacMullan brought Hollywood-nurtured
talents and sensibilities to WACC.

Movies, hosted by the Cinema Club, became a popular
diversion for WACC students and a creative outlet for
students who designed posters to promote the films.
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WACC Radio – WWAS – WPTC

-

When it became the first Pennsylvania community
college to offer programs to address “a statewide
shortage of trained newsmen and broadcasters” in
1968, WACC announced plans to add a campus radio
station. Sloan O’Donnell, assistant professor of English
and director of the college’s news bureau, developed
the programs.
WACC Radio went on the air in October 1970,
broadcasting to the Lair student union; later coverage
reached students living in Hoover Dorms on Campbell
Street. When the station moved to Unit 6 in 1973, it
also could be heard in the Academic Center cafeteria.
A 10-watt transmitter was installed in 1979. Two years
later, a 100-watt transmitter extended the station’s FM
coverage to the entire Williamsport valley. In 1984, the
station (called WWAS-FM) moved into the new Hager
Lifelong Education Center.
In 1997, as WPTC 88.1 FM, the station developed a
niche following, offering weekend jazz programming.
While students continued to hone skills by
developing the station’s regular music, news and event
programming, community volunteers also went on air
to support the expanded programming.

The radio station’s popularity was proclaimed
by the Montage yearbook.

The station went online in the 21st century, with
broadcasts available worldwide through a live Internet
stream, until the program closed in 2013.

Student and community talent contributed
to radio station programming.
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PENNSYLVANIA COLLEGE OF TECHNOLOGY

Marketing materials – from the earliest days of WTI
– were produced “in-house” by students and faculty.
Access to a commercial-quality print shop on campus
supplied a priceless resource to support marketing
initiatives. A “printed by” statement identifying
materials as products of student work provided
evidence of the quality instruction.

GRAPHIC

DESIGN
GRAPHIC

Unique Features

The quality of graphic communications equipment,
facilities, and instruction contributes to the uniqueness
of this program.

DESIGN

The curriculum allows you to explore a variety of
printing processes such as lithography, flexography,
screen printing, and digital printing. Courses provide
focused development of competence in specific parts of
the process: pre-press, press and finishing. You learn
GRAPHIC DESIGN
ADVERTISING ART
the most technologically sophisticated processes and
Bachelor of Science

Real world experience for real world success!

Graphic
Communications
Technology
Associate of Applied Science Degree

Associate of Applied Arts

complete significant computer work in all of the major
industry-used software programs, such as Adobe®
Acrobat®, Adobe® Photoshop®, Adobe® Illustrator®,
and Adobe® InDesign®.

Students also interact with design majors through
shared classes in which the designer and the printer
work in close contact. Each needs to understand
the other’s perspective and needs. Students spend
significant amounts of time completing “hands-on”
activities.

GRAPHIC

DESIGN

Through Gamma Epsilon Tau, a national co-ed
graphic communications fraternity, students gain
valuable work experiences and enjoy opportunities to
network at major trade shows, to interact with industry
representatives, and to tour regional printing companies.

The Graphic
Communications Industry
Today’s printing industry is digitized, networked, and in
full-color. Products – as different as soda cans, t-shirts,
food packages, posters, CD ROM disks, books, and
magazines – are imaged and printed by technologists
in the graphic communication field. Now, more than
ever, the industry needs professionals skilled in digital
scanning, digital image-editing, desktop publishing,
press operations, finishing operations, sales, customer
service, quality control, and printing systems
management.

Instructional printing facilities
made it possible to produce
creative, high-quality marketing
materials “in house” at an
affordable cost.

k ® are registered
ark Office.
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Seen here as a member
of the WACC faculty, WTI
alumnus and 2002 Master
Teacher Dale A. Metzker
provided leadership in the
college’s “in-house” printing
efforts for many years.
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A tradition of sharing holiday
cards designed by students,
faculty, or staff began with the
technical institute and continued
for more than half a century.
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BUILT BY …

A home-building project started at WTI provided
practical experience for students learning
construction-related trades and introduced new family
homes into the community.
Styles of the homes – designed in architectural
technology classes – changed over the years. The first
two were ranch-style homes, built in the city’s East
End at 1534 Sherman St. and in the Newberry section
of town. The third, a contemporary-style home at
1224 Memorial Ave., sold in March 1966 for $1,700,
according to the student newspaper.
WACC IV was the name given to a home at Rural
and Fifth avenues, completed in 1967. WACC V and
WACC VI, located across the street from each other
on Hillview Avenue in Old Lycoming Township, were
finished by 1976.

Practical experience and public relations were
the benefits of home-building projects.

70

Marketing with a mission

I

Marketing with a mission

71

In later years, the emphasis on off-campus
construction projects shifted from selling to
giving. Students completed projects for local sports
complexes, churches, and service organizations,
including Habitat for Humanity. The college’s
connection to that charity, which built modest
homes for deserving families in the community, was
strengthened even more by hospitality students and
recognition from a national magazine.
The November 1993 issue of Better Homes and Gardens
offered readers a chocolate holiday house kit based on
a design by a student. This inspired a holiday tradition
of auctioning chocolate houses created by baking and
pastry arts students to benefit Habitat for Humanity.

Chocolate houses for charity effort began
with an article in Better Homes and Gardens.

72

Marketing with a mission

On-campus construction projects became a feature
of college tours with the opening of the Thompson
Professional Development Center in 1987. The center
was used by campus and community groups.
“If we seem very proud, it’s because we are very
proud,” the president told reporters at its opening.
“This facility will stand as a permanent testimonial to
the quality of instruction we offer here at the college.”
Ten years later, students designed and built another
facility. The Victorian House, used for overnight
guests, blended modern construction with details
and design reflecting the heritage of historic homes
adjacent to campus.
Capturing the essence of the city’s past and making a
campus meeting place available to local organizations
exhibited the college’s ongoing connection to its
community.

Students designed and built campus facilities to
respect the history of the surrounding area. The
Professional Development Center (above) featured
100-year-old, “boom”-era wood from the nearby
Susquehanna River. The Victorian House reflected
the beauty enshrined in historic homes preserved
along the adjacent Millionaires’ Row.
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A long history of community service strengthened
the institution’s brand. Students and faculty used
their skills in a wide variety of trades and service
capacities, showing how town-gown relations can
improve the quality of life in a community.
In addition to outreach through community service,
the institution also consistently – from its earliest
days – offered short-term, noncredit classes to help
men and women develop work-related skills, hobbies,
and interests that could enrich their personal lives.
Continuing education attracted a diverse audience to
the campus. Through the years, the classes changed
to fit popular culture, but the intention – to help
local people develop their interests and potential –
remained the same.

Posters, newspaper inserts, and schedules mailed to
local residents promoted WACC’s noncredit, continuing
education offerings over the years.
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Your creative selling message
must build awareness of the brand
and of its special advantages
over a period of time.
It must sustain this
awareness that the brand
will be remembered
when the need arises.
David N. Martin
Author of Romancing the Brand and creator of “Virginia is for Lovers,” which
Advertising Age called “one of the most iconic ad campaigns in the past 50 years”

The 1980s began and ended with dramatic change on
campus. The decade opened with a new president,
Dr. Robert L. Breuder, and campus construction
that replaced antiquated facilities and supported the
growth of WACC’s unique and diverse portfolio
of career-based programs.
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Groundbreaking and dedication
ceremonies for Building Trades,
Metal Trades, and Learning
Resources centers ushered in a new
era of campus development.
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Montage yearbook celebrated builidng dedications.
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Unique, hands-on instruction in modern facilities
provided a new marketing advantage to the
community college. At the same time, the cost to
maintain industry-standard equipment to create
viable, hands-on learning experiences contributed
to rising costs for sponsors and students.
WACC’s 20 school district sponsors found it difficult
to maintain their share of tuition costs. They
looked forward to an end to a 20-year sponsorship
agreement in 1985. Because WACC was required
to seek annual budget approval from the districts,
public meetings became contentious and the drama
often was reflected in local media coverage.
The college was respected for the quality and
diversity of its programs. Many area taxpayers
were WTI/WACC graduates or employers of
those graduates who understood the role the
college played in the local economy.
Still, as the college prepared to celebrate its 20th
anniversary, tensions escalated between WACC
and its sponsors, and community outreach took
on an even greater significance for recruitment
and public relations.
Open House was an important event to
encourage community support.

-
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Rising sun artwork brightened the official logo and 20th-anniversary
campaign. The graphics also appeared on a yearbook cover and
Student Government Association logo.
Marketing with a mission
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A 20th-anniversary newspaper advertising campaign, featuring local business leaders,
highlighted WACC’s role in the community.
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The summer of 1985 marked a turning point for the
college and its marketing message. The razing of
Unit 6 – which was built as a trolley car barn and
served as a knitting factory before becoming the
administrative headquarters of WTI and WACC
until it deteriorated beyond redemption – became
a symbol of change.

Falling smokestacks from Unit 6 signaled
a change on campus in 1985.
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A former city trolley car barn served as administrative headquarters for WTI and WACC.
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Even as modern facilities were built on the campus,
the future of the community college remained in
jeopardy.
Just days away from a deadline to find a new local
sponsor or close WACC’s doors, the state approved
the City of Williamsport as a temporary, local
sponsor. In supporting the move, Williamsport
Mayor Stephen J. Lucasi called WACC “a necessity
we can’t afford to lose.”
State lawmakers, led by Rep. Alvin C. Bush, also
approved variable stipend legislation that was
intended to help to offset tuition increases that
would be realized by WACC students living outside
the city, in the school districts no longer providing
tuition sponsorship. Still, the college faced a
significant loss of tuition revenue because of the
temporary change in sponsorship.

The articles appeared in the October/November
issue of Community College Journal, reaching
50,000 readers nationwide, and the November/
December issue of Viewpoint magazine, published
by the renowned International Business Machines
(IBM) Corp. and circulated to 130,000 readers in the
United States and Europe.
Published in advance of the center’s opening,
the articles spoke to the potential for WACC to
influence growth in a technology-driven workplace;
one quoted the president as saying: “You’re going to
see more and more smokestacks going down around
here. And, we’re going to make sure that they’re
replaced by automated manufacturing plants and
high-tech industries.”

WACC suffered a 12-percent enrollment decline
in Fall 1985. Officials said the losses were
disappointing, but thanks to increased marketing
efforts, were not as devastating as projections that
went as high as 48 percent earlier in the year.
President Breuder greeted students with a message
of hope. He said the campus would remain focused
on its goals, including the addition of “a new
campus building that could change the future of
our college and our community” by introducing
programs not available elsewhere in the eastern
United States.
“T he future looks brighter every day here
at The Williamsport Area Community
College,” he declared. “As we enter our
21st year as a community college, we are
strengthened by a rekindled pride in our
heritage and a new desire to be the very
best we can be – for our students and for
our community.”
The president’s enthusiasm was rewarded when
two prominent industry magazines published
articles featuring his plans for the new Advanced
Technology and Health Sciences Center.
IBM’s Viewpoint magazine (shown above and at right)
declared “the past is prologue” on campus.
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Newspaper advertisement – seen here in an actual “paste-up”
created by in-house staff – highlighted the new center.
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The high-tech facility also was featured
in college advertising. In 1989, it was
named the Robert L. Breuder Advanced
Technology & Health Sciences Center, in
honor of the president whose vision and
determination brought it to completion.
Fueled by challenges of sponsorship and
enrollment decline, and inspired by the
potential of its new “high technology”
center, WACC implemented a new
marketing plan in 1985.
Dr. William J. Martin, dean of student services,
told Spotlight in Fall 1985 that television
commercials, prepared in-house, were part of the
mixed-media plan.
“There was no other way to counteract the
negative press the college was receiving during
the sponsorship dilemma than with face-toface contact,” Martin said. Contributions from
community benefactors help fund the TV ads,
which ran for six weeks on WNEP-TV, WBRE-TV
and local cable.
Newspaper ads featured “A Different Kind
of Campus” theme and a local radio station,
WILQ-FM – offered free air time for college
commercials. In addition to television, radio, and
newspaper advertising, the campaign introduced
a toll-free telephone number – 1-800-FOR-WACC
– to receive inquiries from potential students and
launched off-site recruitment events in WilkesBarre/Scranton, Harrisburg, and Altoona.
Martin predicted the marketing plan would have
a long-term impact: “I think this post-sponsorship
marketing approach is the beginning of a new age
for the college.”
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In 1985, the college also launched a Center for
Business and Industrial Advancement, intended to
streamline services to area businesses and respond
to an increasing demand for training in the use of
microcomputers in the workplace.
WACC trained employees of regional businesses,
including Alcan Cable, Marathon Carey-McFall,
Tetley Tea Co., Frito-Lay, Avco-Lycoming,
GTE Sylvania, Stroehmann Brothers, and the
Pennsylvania Department of Transportation.
While reinforcing its brand by considering the
technological needs of the workforce external to
the campus, WACC also developed an internal
governance system that gave faculty, staff, and
students an opportunity to influence planning
and decision making.
At its inception, 83 faculty and staff members were
elected or appointed to serve on five committees.
Eleven students were selected based on nominations,
academic standing, and leadership qualities. The first
meeting was held Oct. 20, 1986. Veronica M. Muzic,
professor of English, was elected as the first College
Council chairperson.
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The introduction of microcomputers to the workplace
launched a successful business/industry training
initiative in the 1980s.

Muzic also was an influential leader in a campus
women’s initiative that began with a growing number
of nontraditional students and extended into the local
community.
A number of adult female students “felt the need
for a peer group” and began to meet outside of class
in faculty offices. Eventually they established the
Women’s Forum, which planned activities and raised
funds to endow a scholarship for female students.
Among many prominent women who visited WACC
as part of Women’s Week and Women’s Series events
sponsored by the group in the 1980s were Yolanda
King, daughter of Martin Luther King Jr.; U.S. Rep.
Pat Schroeder; and prominent writers/artists including
Alice Walker, Judith Viorst, and Maya Angelou.
“I can still see a line along Third Street, waiting to
come to the book signing with Maya Angelou,” Muzic
recalled. The audience that night filled the Academic
Center Auditorium to capacity.

An appearance on campus by Maya
Angelou, author of I Know Why the Caged
Bird Sings, was a highlight of the Women’s
Series, featured in the student newspaper.
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In addition to encouraging women through
cultural activities, WACC earned a reputation
for addressing workplace stereotypes through
education and awareness.
Career Exploration in Nontraditional
Occupations (CENO), funded by the
Pennsylvania Department of Education, helped
discourage gender-based bias in career choice.
Activities – targeted at high school and college
students, adults seeking a career change, and
business and industry personnel – included
hands-on activities that were nontraditional for
their gender. Females visited classes related to
automotive, carpentry, drafting, engineering, and
welding. Men investigated opportunities in dental
hygiene, floriculture, nursing, secretarial science,
and word processing.
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The Pennsylvania Department of Education
recognized CENO as an Exemplary
Vocational Education Program in 1989.

As the 1980s grew to a close, enrollment grew.
New recruitment videos and diverse advertising
campaigns attracted high school students from
around the state, as well as adults living within
commuting distance to campus. But approaching
quickly was a deadline to establish a permanent
sponsor for the community college.

Looking to
the future was
an important
theme in WACC’s
recruitment
marketing and
public relations
in the late 1980s.
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A new institutional brand was born on July 1,
1989, when Gov. Robert P. Casey signed legislation
transforming WACC into Pennsylvania College
of Technology, a wholly owned affiliate of The
Pennsylvania State University.
“Through this legislation, we’re creating an exciting
new center of resources and opportunities that will
serve serious students, researchers, business and
government throughout the commonwealth,” the
governor said.
He said benefits of the affiliation would include
improved access to technology training for more
Pennsylvanians, savings to state taxpayers by reducing
duplication of specialized programs and services,
and improved efficiency in high-speed transfer
of innovations in technology to businesses and
industries.
Rep. Bush expressed great enthusiasm: “We have
turned a problem into an opportunity. There is no
question that the Williamsport Area Community
College has been one of the single most important
institutions in north central Pennsylvania. Now, as
the Pennsylvania College of Technology, supported
by its affiliation with Penn State, it will become one
of the most significant institutions in the entire
Commonwealth.”

The college catalog required reprinting in summer 1989 to
incorporate a new logo, marking the Penn State affiliation
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Images are about perception…Your brand promise
includes your image, but your brand also directs
how you deliver on what you promise.
In other words, your brand is your promise.
Your entire organization must be committed
to delivering on that promise.
Dr. Robert A. Sevier
Senior vice president of strategy at Stamats, a leading higher education marketing
firm and author of An Integrated Marketing Workbook for Colleges and Universities

A new future was shaped by
opportunities that resulted
from the affiliation.

The president’s Annual Report reflected the excitement
of the historic agreement and promised continuing
commitment to the values of Penn College’s
forerunners.
“W hat have not changed are the fundamental
principles, which have guided this institution
since its inception. Whether you consider
the industrial arts training for adults in the
early 1900s … the veterans’ retraining of
the 1940s at the Williamsport Technical
Institute … the community leadership of the
Community College in the 1960s and ’70s …
or the emerging role of advanced technology
training in the 1980s … you will be constantly
reminded that the underlying goal of all our
efforts has been to provide excellent, lifelong
education that promotes ‘the dignity and worth
of all individuals.’ And that goal, I can assure
you, will never change.”

The Sun-Gazette also reported that the institution
had some unfinished business, including choosing
a nickname for the school. What seemed like an
obvious choice, “Penn Tech,” appeared not to be in
the running.
“There is a Pennsylvania Institute of Technology
somewhere in the state that is called Penn Tech,”
Williams told the newspaper. Within a few days, an
updated newspaper report revealed that officials had
chosen Penn College as the new abbreviated version
of the name.

“Don’t call it WACC, College joins Penn State family,”
reported the Grit newspaper in July 1989.
As the name changed, so did the official college logo.
The Williamsport Sun-Gazette reported the college
would not retain the “impressionistic rising sun” that
was part of the WACC logo, but would incorporate
the Penn State mark with its familiar Nittany lion.
“Given Penn State’s reputation, that should provide
plenty of prestige and recognition,” said Dr. Miles D.
Williams, dean of personnel and community relations.

A new brand was
conceived on the
foundation of a
continuing mission.
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Marketing efforts focused on establishing a new brand
as a Penn State affiliate. Now outside the boundaries
of the community college system, the institution was
free to develop baccalaureate degrees and on-campus
housing – making it marketable to a more traditional
student prospect from outside the local region.
The college announced plans to launch five Bachelor
of Science degrees in Fall 1992: construction
management, dental hygiene, manufacturing
engineering technology, plastics and polymer
engineering technology, and welding and fabrication
engineering technology.
“The four-year programs will be
developed in technical areas with
strong two-year foundations
already in place. It’s not as if we
are compromising our tradition as a
two-year college; we’re building
on it,” the president said.

Baccalaureate programs built upon
strong two-year foundations.
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For many years, high school students attended a popular
Secondary Vocational Program on the WACC campus.
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The opportunity to lead a statewide Tech Prep
consortium placed Penn College at forefront of a
movement to revolutionize high school vocationaltechnical education in the 1990s.
An alternative to traditional secondary vocational
education, Tech Prep encouraged programs to place
greater emphasis on math, science, and English
coursework and to help students understand how
important, basic skills directly relate to the world
of work.
Penn College’s Tech Prep consortium, formed
in 1991, impacted nearly half of all Pennsylvania
school districts – including 19 districts and 32 area
vocational-technical schools. This exposure increased
name recognition for the institution across the state
and placed the college in a leadership role in the
growing K-12 outreach movement.
It also coincided with the closing of the Secondary
Vocational Program that had been part of the
institution since its earliest days. Secondary vocational
classes actually started before Williamsport’s adult
training program, upon which WTI, WACC, and Penn
College were founded.
Originally, Williamsport’s secondary and
postsecondary vocational classes operated out of the
high school; in 1941, the founding of WTI brought an
opportunity to market the secondary program beyond
the boundaries of one school district. As a community
college with 20 sponsoring school districts,
participation in the secondary programs grew to
include many schools within commuting distance.

From Tech Prep
through Penn
College NOW dual
enrollment, Outreach
K-12 initiatives
have helped to
connect secondary,
postsecondary, and
career pathways.

In creating a more traditional, four-year campus
environment after the Penn State affiliation, the
institution’s focus shifted away from offering
secondary programs on campus. Through Tech
Prep, and later the Outreach K-12 initiative, Penn
College maintained a role in connecting secondary,
postsecondary, and career experiences.
A Governor’s Achievement Award in 2005 recognized
Penn College’s efforts to establish a more unified
curriculum across high school career and technical
programs and postsecondary programs. The award
was given to the NanoTrek project, offering collegelevel electronics courses in high schools. It was
organized by Outreach K-12 at Penn College and
funded by the state Department of Community and
Economic Development.
By 2011, when the Penn College NOW dual-enrollment
program earned accreditation from the National
Alliance of Concurrent Enrollment Partnerships,
more than 1,600 students had earned college credits
valued at more than $2 million through the program.
Penn College partnered
with two high schools in
2012 to pilot a program to
help students prepare for
college-level math classes.
College representatives
administered sample
math placement tests to
juniors at Williamsport
Area and Jersey Shore
Area high schools. Based
on test results, students
received appropriate
levels of support and/
or remediation in their
senior year to help them
transition successfully
into college.
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Connecting WTI, WACC, and the more
recent Penn College alumni, as well as other
supporters, to a new institutional brand was
a priority after the Penn State affiliation.
A full-color magazine, featuring news and
feature articles about Penn College programs
and people, was developed and distributed
by the College Information and Community
Relations office beginning in 1991. More than
55,000 copies of each issue are distributed to
students, prospective students, faculty, staff,
and supporters of Penn College.
One College Avenue, recipient of numerous
higher education marketing awards, also
developed an online version of the magazine
in the 21st century.

Web Extra
additional content at
oca.pct.edu

One College Avenue magazine premiered in 1991, sharing news and
information about students, alumni, faculty, staff, and friends of
Penn College. Cover images show the magazine’s evolution.
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To recruit a more traditional student body, the college
developed new facilities to create a full campus
experience. On-campus student housing and a hub for
student activity – featuring a fitness center, health and
counseling centers, bookstore, dining facilities, and
spaces for student meetings – were added.

The college also led an effort to
preserve an old movie theater
and turn it into a showpiece for
downtown Williamsport. The
rejuvenated Community Arts
Center brought opportunities for
cultural enrichment for students
and the local community.
The Community Arts Center
became a showpiece in the city. Its
success in providing students and
the community with opportunities
to see world-class performances
enhanced the college’s reputation
for positively impacting the
quality of life in the region.
In 2008, the center was chosen to
host the Governor’s Awards for the
Arts. In welcoming the governor
and guests, Dr. Davie Jane
Gilmour, Penn College president,
said: “In a technology-driven 21st
century, the creative arts continue
to play a key role in our society. As
individuals and as communities,
we dream new ideas and grow in
new directions because we feel
inspired by our surroundings and
by the creative expressions of our
fellow human beings.”

Bush Campus Center
and The Village at Penn
College gave birth to a
residential campus.
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Creating a rich, full experience
for students also led to cultural
enrichment in the city.
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What helps people,
helps business.

The top institutional objective for 1993-94 was to
develop and implement a comprehensive marketing
plan, based on campus and community input.

Leo Burnett

Surveys and open forums gathered faculty and
staff ideas on marketing opportunities and needs.
Workshops on recruitment and marketing practices
encouraged employee involvement. An independent
agency conducted a public opinion survey.

Advertising executive, named one
of the 100 most influential people of
the 20th century by Time magazine

Television viewers across the nation got a close-up
look at Penn College in November 1993, when CBS
Evening News correspondent Wyatt Andrews profiled
adult students who enrolled after losing their jobs in
a local factory closing. Former C.A. Reed employees
attending Penn College appeared in a segment
featuring the North American Free Trade Agreement
and government retraining resources.

CBS Evening News introduced Penn College to
television viewers across the nation.
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The result of these efforts was a new marketing
position statement based upon institution’s
reputation and aspirations: Pennsylvania College
of Technology is Pennsylvania’s premier technical
college.

Marketing position statement inspired
action and achievement.

The opening of the Lumley Aviation Center in
1993 marked an exciting new chapter for one of the
institution’s oldest programs. It also attracted out-ofstate student prospects and international business
clients to Penn College.
Within a year of the center’s opening, Penn College
offered rapid response to assist students from a New
York aeronautics school that closed unexpectedly.
Quick transfer action allowed 36 students from the
school to complete a program of study at Penn College.
Again, the college’s reputation was enhanced by its
responsiveness and service.
The Aviation Center earned international acclaim
in 1996 when it was named the worldwide Textron
Lycoming Authorized Training Center. In addition
to credit programming, the center served as the
training base for Textron’s domestic and international
customers and employees.
Dr. Robert L. Breuder, Kathryn Wentzel
Lumley, and Rep. Alvin C. Bush at
dedication of Lumley Aviation Center.
Lumley, a longtime member of the
College board, was a noted children’s
book author and a founder of the
Reading is Fundamental program.

New facility boosted
aviation enrollment and
enhanced the college’s
reputation.

Worldwide clients and employees of Textron
Lycoming trained at Penn College.
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Making public relations personal was the concept
behind a Penn College television program that
premiered on local cable in September 1995.
Penn College & You featured a 30-minute
interview followed by a half-hour of open
phone lines, allowing viewers to ask questions.
Host Thomas F. Speicher developed the idea
for the series while transitioning from a job
as the college radio station manager and parttime instructor to a position in the College
Information and Community Relations office.
The series’ premiere featured the college president
discussing topics including the high cost of
education and the impact of colleges’ tax-exempt
status on town-gown relations.
“The program facilitated a productive dialogue
with members of the public,” Breuder said.
“By communicating directly to the public and
discussing their questions and concerns with
them, we are able through this program to build
lasting relationships.”
An episode of Penn College & You, featuring
School of Hospitality’s Chef Paul E. Mach
launched a second college television series.
Originally produced by the local cable system,
You’re the Chef – which received a 2002
Mid-Atlantic Emmy nomination became a
public television offering through
WVIA-TV in 1998.

An award-winning television show, Penn College & You
encouraged greater public interaction with the institution.

You’re the Chef, starring Thomas F. Speicher and Chef Paul E. Mach,
received a Mid-Atlantic Emmy nomination in 2002.
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The college introduced a new career-exploration
documentary series on public television in 2008.
The premiere episode of the degrees that work.
TV television series earned a bronze Telly Award
– recognizing the best in local, regional, and
cable-television or online video/film productions.
It went on to earn three additional Telly Awards
and three Communicator Awards of Excellence
from 2008-11.

Award-winning documentary television series spotlighting
emerging technologies and career possibilities

CAREERS IN

Advanced Materials & Diversiﬁed Manufacturing

Nanotechnology

Produced in conjunction with WVIA Public
Media, the award-winning series also was shared
online via Teacher’s Domain, an online library
of free media resources developed by Boston
public television. In addition to offering video
and online broadcasts, degrees that work.TV
presented free teacher resources to encourage
classroom use.

Welding

Advanced Manufacturing

Plastics
CAREERS IN

Green Technologies & Sustainability

Green

Each video explores thriving
career possibilities.

Coming soon…

degrees that work.TV
on public televsion
and online:

Careers in

Natural Gas
www.degreesthatwork.tv
www.youtube.com/penncollegevideos

Emily DeRocco, president of The Manufacturing Institute and senior vice president of
The National Association of Manufacturers, is interviewed for degrees that work.TV.
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In 1998, Pennsylvania Gov. Tom Ridge cited Penn
College as a model for the next century.
“They’ve got the 21st century
relationship between education and
business,” he said. “The model of the
21st century school, I think, in many
instances, is making sure that your
curriculum prepares your students
for jobs. They’ve been doing that for
quite some time.”

When the college celebrated its “Diamond 10”
anniversary in 1998-99 – marking 85 years of
operation, including 10 years as a Penn State affiliate –
enrollment exceeded 5,000 and more than half of the
student body came from outside the local region.
The year also marked the inauguration of a new leader.
Dr. Davie Jane Gilmour, the college’s first woman
president, rose from the faculty ranks to become its
chief executive.

Built on the site of a long-abandoned factory, the
entranceway led to the development of a valuable
commercial zone for the city and helped the college
achieve status as one of the region’s chief assets in
annual economic outlook reports.
Proud pillars and a large sign featuring the official
logo greeted visitors at the gateway. The addition of
the area’s largest American flag and a commemorative
walkway, with more than 500 bricks purchased
by alumni, faculty, staff, and others, marked the
entrance as one of the city’s most iconic landmarks.
Following Sept. 11 terrorist attacks in 2001, campus
and community residents gathered beneath the
entranceway flag.
“The large American flag at our Main Campus gate
helped bring us together, a symbol of our iron will,”
President Gilmour said. “Neighbors and strangers
alike gathered, and Penn College stood proudly as a
vital anchor for its community.”

The celebration continued when the college received
its first $1 million donation. The gift, provided by an
anonymous donor who grew up in Williamsport,
funded the construction of a formal campus
entranceway on a 20-acre site along Maynard Street.

Open, inviting campus increased visibility
and awareness of the college brand.
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Entranceway opened public view of campus.

Impressive 30-by-60-foot
American flag proudly waves
over the campus entrance.
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“We are proud of our history and of a tradition
that sets us apart from others in higher education,”
Gilmour told guests who gathered for Diamond
10 celebrations. “We have roots deeply planted in
this community. We are not, nor should we be
a gated community unto itself. We are a part of
Williamsport’s past, present, and future.”
In conjunction with the Diamond 10 anniversary,
the college began collecting audio and video
interviews to capture the stories of individuals
who made history with the institution. The first
interview was conducted by library director Lisette
N. Ormsbee, who interviewed Dr. Donald B.
Bergerstock, a retired dean. Later, librarian and
archivist Patricia A. Scott interviewed six graduates
during a WTI alumni reception.
Retired history professor and 1984 Master Teacher
Dr. Daniel J. Doyle continued the project through
2013. His first interview subjects were four
founding leaders of the institution: Dr. William
Homisak, Dr. Kenneth E. Carl, Joseph G. Sick, and
Dr. James B. Bressler.
In the Winter 2006-07 issue of One College Avenue,
writer/editor Tom Wilson described the relevance
of the interviews: “By themselves, their accounts
provide disparate threads of memory; woven
together, they form a portrait of the pioneering
spirit that brought a technical school out of a
basement and into national pre-eminence.”
Archivist Scott saw the interviews as “breathing
life into papers and photographs filed away in the
archives and vividly recreating the appearance of
campus long after certain buildings and their uses
have fallen to dust.”
Doyle confirmed: “It’s important to understand
the history that has preceded this point and …
established a crucial foundation that allowed
Williamsport Area Community College and
Pennsylvania College of Technology to evolve
into the institutions that they became.”

Diamond 10 Anniversary celebrated future
promise and pride in past achievements.
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The college continued to emphasize real-world
connections in marketing and embrace new
technology in sharing its message. In 2000,
Yahoo! Internet Life ranked Penn College
fourth among two-year institutions in
“America’s Most-Wired Colleges,” recognizing
a 1:6 computer-to-student ratio on campus.

Real-world recruitment materials included a video
that earned a prestigious Communicator Awards’
Crystal Award of Excellence in 2001.

Billboard featured message of national prominence.
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Technology was a key element for success in careers
at the start of the 21st century. Creating greater
awareness of career opportunities in emerging
technology fields became an important part of college
marketing.
Following in the tradition of earlier WTI and WACC
career exploration initiatives, Penn College took on
the challenge of demonstrating the importance of
math and science – crucial building blocks for all
technology applications – to middle and high school
students.
In 2001, Penn College introduced Science, Math
Applications in Real-World Technologies for Girls
(SMARTGirls), designed to encourage them to persist
in math and science studies. SMARTGirls participants
applied math and science concepts to problem-solving
activities in campus lab activities.
In 2011, the college hosted a Nontraditional
Employment Opportunities (NEO) Guys event,
encouraging teen males to “think outside the box”
and consider careers based on interests and strengths,
even if the field of study seems nontraditional for their
gender. Participants attended on-campus workshops
in health sciences and culinary/hospitality areas.

Programs encourage girls and boys to strengthen
foundational math and science skills in order to be
successful in college and technology-related careers.
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Next to doing the
right thing, the most
important thing is to
let people know
you are doing the
right thing.
John D. Rockefeller
American industrialist, philanthropist
and founder of Standard Oil Co.

PCToday brought Penn College news and
information to students, faculty/staff, alumni, and
the general public via the Internet beginning in
2001. Updated daily, the website features articles
and photographs of activities, events, programs,
and services offered on campus.
The Internet became a primary resource for
marketing with the introduction of Penn College’s
www.pct.edu website in 1995.
The website earned national status in 2007 when
Penn College was the highest-rated school in the
north, and second in the nation in the National
Research Center for College & University
Admissions’ annual rankings of websites.

Award-winning Penn
College website has
evolved over time. The
site earned Communicator
Awards of Distinction
in 2003 and 2005, was a
finalist for the MarCom
Creative Award in 2004,
a merit winner for
Admissions Marketing
Report in 2005, a silver
award recipient in the
2010 W3 Awards, and was
recognized as a University
Standard of Excellence
WebAward winner in 2010.

Website development and design of the awardwinning site was done exclusively in-house by staff
in College Information and Community Relations,
supported by Admissions and Information
Technology Services.
The national ranking resulted from a researchbased analysis of more than 3,000 postsecondary
institutions that considered the functionality and
design of college and university websites providing
information to potential students. Among the
recognized features of Penn College’s site were
ease of navigation and access to admissions
information, ability to track application status,
online video clips featuring students describing
their experience, a virtual tour of the campus,
photographic features of student projects,
checklists to assist in the application process, and
links to college news and community information.
Public access to news and information
is provided by the PCToday website.
Marketing with a mission
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Historical significance and community connections
marked other facility-related events, including the
rededication of a former manufacturing plant as an
instructional facility.
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An article in The New York Times Magazine in 2003,
included Penn College in an article titled, “Great
Places to Learn in Pennsylvania and Virginia.”

The college acquired a former furniture factory
adjacent to campus through a gift-purchase agreement;
the college paid HON Industries Inc. $750,000 for a
$3.4 million building. In 2003, the facility reopened
as College Avenue Labs, with instructional space for
collision repair, manufacturing, drafting, and civil
engineering.
The president said the project struck an emotional
chord on campus: “Whenever a business leaves town
and local people lose their jobs, it’s difficult for the
community. When HON announced it was closing,
our first thought was to get our people over there
to help those workers figure out what they wanted
to do with their futures. We always provide career
services when an area business announces a layoff or
a closing. Of course, this time it came very close to
home; it affected our neighbor. We were very surprised
when that neighbor turned around and offered us an
opportunity to turn … an empty factory into a lively,
instructional facility. We appreciate that HON wanted
to continue to make a difference in our community.”

Factory closing resulted in the
gift of new College Avenue Labs.
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Preserving a visible symbol of the institution’s
connection to its community was the idea behind a
$9 million refurbishing of the 90-year-old Klump
Academic Center in 2004. At its 1914 opening as
Williamsport High School, the building became
home to vocational-technical classes that were the
foundation of WTI, WACC, and Penn College.
A time capsule placed in the renovated center featured
an inscription of a Euripides quote used as a theme for
the rededication: “Time will explain it all.”

Programs from 1914 dedication and
2004 rededication ceremonies.

Souvenir clock, designed by Penn College alumnus
and designer Phillip C. Warner, celebrated the
rededication of a campus and community landmark.

President Gilmour welcomed the public to a renovated
Academic Center. Local newspaper and cable television
features celebrated the center’s history in 2004.
Marketing with a mission
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Campus expansion made news headlines
during the first decade of the 21st century.
New facilities added just inside the main
entrance to campus – Student & Administrative
Services Center (2003) and the Roger and Peggy
Madigan Library (2006) – and new student
housing at Rose Street Apartments (2003) were
among the most visible changes to campus.

Student & Administrative
Services Center was
named a 2005 Project
of Distinction by
College Planning and
Management magazine
and was featured in
its annual Education
Design Showcase.

More than 500 gifts and pledges totaling
$1.57 million supported construction of the
Roger and Peggy Madigan Library.

Graphic design instructor and 1998 Master
Teacher Keith A. Vanderlin (above) helped
develop educational specifications to support
The Gallery at Penn College in the Madigan
Library, which attracted visitors interested in
traditional, experimental, and contemporary art.
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Creative marketing pieces
celebrated new facilities.

Marketing with a mission

117

Campus expansion again made
the headlines in Fall 2010, when
the college completed its most
extensive building program to
date. The $45 million program,
labeled Stage X, to identify the
number of major renovations
conducted on campus, rejuvenated
several instructional facilities and
added new housing for freshman
students.
Formal ceremonies were held
in each of the facilities impacted
by Stage X.

Invitations and souvenirs were part of the Stage X celebration.
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Among the facilities rejuvenated as part of Stage X
was the Robert and Maureen Dunham Children’s
Learning Center, which was later dedicated in
honor of the chairman of the Penn College Board
of Directors and his wife. The nationally accredited
center serves the families of students, employees,
and the community and supports instruction in the
early childhood education program.

Competitive advantage
is a company’s ability to
perform in one or more
ways that competitors
cannot or will not match.

Advance your career.

Philip Kotler, Ph.D.
 o-author of the world’s most widely used graduateC
level textbook in marketing, Marketing Management

Penn College established
a solid marketing niche
based on unique degrees
and a commitment to
address public interests
and workforce needs
through noncredit
offerings. This
philosophy of lifelong
learning impacted
economic vitality and
positioned Penn College
as a statewide and
national model.

Upgrade your skills.

at Pennsylvania College of Technology

Training for
Tomorrow’s Technologies
Noncredit Courses,
Training
& Certifications
Designed specifically to meet
the needs of the community!

While still operating
as a community
college, the institution
On-line registration
gained support from
now available at
the National Science
www.pct.edu/ttc
Foundation to test the
feasibility of establishing
Call for a catalog
of current courses
a Technology Transfer
(570) 327-4775
Center. The two
pilot projects – in
An authorized
training center for
plastics research and
computer integrated
manufacturing – were
successful. A new center
to improve productivity
and competitiveness by accelerating the
transfer of applied technology and advanced
manufacturing technologies to industry –
especially small and medium-sized companies –
was introduced to the campus.

Enrich your life.

The Technology Transfer Center
& Continuing Education at Penn
College offers noncredit classes
for the general public. For a
catalog of course offerings or
more information, please call
(717) 327-4775.
The TTC is an authorized training center for
AUTODESK / NOVELL
MICROSOFT / SMARTCAM

T

T

E C H N 0 L O G Y

&

C

E

N

C O N T I N U I N G

T

R A N S F E R
E

R

E D U C A T I O N

Technology transfer impacted the college’s
reputation and industry’s bottom line.
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Building public awareness for workplace training
efforts became a marketing priority. WACC’s
reputation for returning results for government and
business/industry investment was heralded across
the state. Soon, grant funds were supporting large
training efforts, impacting hundreds of businesses
and thousands of workers.
Within a decade, Pennsylvania awarded its first
statewide customized job-training project contract
to Penn College. A 1997-98 project helped to upgrade
skills of 2,700 employees of six OSRAM Sylvania
plants across the state to help the company maintain
global competitiveness.
Two years later, the state established its first
Guaranteed Free Training Program (WEDnetPA) and
selected the college to act as coordinating agent for the
alliance, which also included the state’s 15 community
colleges and 14 state system universities. In its first 18
months, WEDnetPA trained 18,000 employees. In a
decade, it became the state’s largest worker-training
program. Managed by Penn College, the
program provided more than $18
million worth of training to more than
800,000 Pennsylvania workers at
nearly 14,000 companies.

Penn College also developed the largest
weatherization training program in the state.
The Weatherization Training Center, established
in 1984 with support from a state grant, provided
training for agency workers who weatherized
homes for low-income and elderly residents.
Increased demand for energy-conservation
services, fueled by the nation’s economic
stimulus plan, led the WTC to grow from
training an average of 300 workers a year to
more than 2,000 in 2009-10. Penn College also
established a statewide worker and instructor
certification system that became a national
training model for the weatherization industry.
In 2012, the center was renamed the National
Sustainable Structures Center to reflect a broader
mission of providing building science and energy
conservation training for commercial and
residential use.

NSSC

Center for Business & Workforce Development
opened in 2007 to provide clients with
convenient access to training and support.
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NSSC

National Sustainable
Structures Center

Weatherization Training Center began in 1984
and expanded into the National Sustainable
Structures Center in 2012.

The college’s efforts to support the plastics
industry gained national attention in 2005 when,
in collaboration with Penn State and the state’s
Workforce Investment Board, it earned a $3.75 million
U.S. Department of Labor grant to develop a statewide
plastics education and industry network.
Offering one of only five plastics-related accredited
degrees in the nation, Penn College also operated
the Plastics Manufacturing Center, giving plastics
companies access to modern training and research/
development facilities, faculty expertise, and
workforce-ready graduates.
By 2012, the center evolved into one of the nation’s
top providers of plastics research, development and
education and was renamed the Plastics Innovation
and Resource Center. A feature article in Plastics
Engineering, a magazine published by the Society of
Plastics Engineers, launched a rebranding campaign
for the center.

Go to the leader to find the
resources and training you need
to help your business compete.
Confidential client services
Product and process development
Materials research
Testing and analysis
Workforce development and training
Technical support
Consulting

1

Plastics Innovation and Research
Center serves as a national leader.
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Marcellus
Shale
Education&
Training
Center
®

A collaboration of Pennsylvania College of Technology
and Penn State Extension

ShaleTEC
Shale Training & Education Center
A collaboration of Pennsylvania College of Technology and Penn State Extension

When a new industry brought employment
opportunities to the region in 2008, Penn College
set the pace for training and developing a competent
workforce.
The development of hydraulic fracturing (fracking)
technology unleashed the potential for securing
previously untapped Marcellus Shale natural gas
reserves in Pennsylvania and neighboring states.
Suddenly, an influx of energy companies and
related service providers offered a variety of job
opportunities.
In partnership with Penn State Cooperative
Extension, Penn College developed the Marcellus
Shale Education & Training Center (MSETC) to
provide economic impact studies and workforce
assessments to clarify the potential for growth
and to train qualified workers for the natural
gas industry.
In 2012, the center was renamed the Shale Training
& Education Center, recognizing the potential for
exploring energy sources in other shale and sand
formations throughout the Appalachian Basin.
Penn College entered into affiliate agreements with
Penn State campuses to deliver relevant training
across the commonwealth.
A $14.9 million federal grant, awarded in 2012
to a consortium led by Penn College, focused on
expanding career awareness initiatives relating to
oil/natural gas and related industries. ShaleNET
U.S. – comprised of Penn College, Westmoreland
County Community College (Pa.), Stark State
College (Ohio), and Navarro College (Texas),
received funding to establish standardized
programs to encourage students to enter and
advance in these fields.
In November 2012, Penn College’s education and
training efforts were featured in an article, “Gas
Boom County Strives for Economic Afterglow,”
published by The New York Times.
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In August 2012, Business Magazine, published
by the Manufacturer and Business Association,
declared that Penn College “inspires work-force
growth.”
“It’s time to make sparks fly,”
the magazine proclaimed. “New
ideas ignite growth. To escape
a crippling recession and jumpstart the engines of industry,
the United States must educate
and inspire the work force now.
Fortunately, one of the nation’s
premier technology colleges
already has boots on the ground
across the Commonwealth – in
the form of expertise and training
that delivers quality results for
industry. Pennsylvania College of
Technology has a unique history
of serving work-force needs.”
Business Magazine featured Penn College
as its cover story in August 2012.
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In addition to marketing and public relations
activities related to business and industry needs, the
college actively pursued relationships to build social
networks within the community.
“I think Williamsport is a college town, it just doesn’t
recognize it yet,” said Williamsport Mayor Michael R.
Rafferty when the Williamsport-Lycoming Chamber
of Commerce formed a College Town committee
in 2003. The mayor, a WACC graduate, earned the
college’s Distinguished Alumni Award in 1985.
The Williamsport Sun-Gazette praised the combined
efforts of local government, business leaders, colleges,
and students to spread the word about positive
college-community connections: “In an age of
corporate downsizing and plant closings, the colleges
are among the city’s most reliable employers – giving
hundreds of people good-paying, full-time jobs with
health benefits, pension plans and little worry about
layoffs.”
College Town activities included Student of the
Month recognition and a planning exercise called
“Williamsport: Your College Town, Your Design
Vision,” in which students envisioned the city’s
future. Penn College students developed a College
Town website that featured a calendar of events,
interactive map, and surveys regarding “studentfriendly” businesses.
College Town website, developed by Penn College
students, premiered in 2005.
College Town effort partnered students and staff of
Penn College, Lycoming College, and Newport Business
Institute with local government and business leaders.
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Students played an important role in sharing the Penn
College message – in the community, on campus, and
with future students. In 1996, student ambassadors
– selected on the basis of leadership, involvement,
academic achievement, and Penn College pride –
began leading campus tours. Under the leadership
of Chester D. Schuman, who served as admissions
director for 34 years, the ambassadors enthusiastically
welcomed prospective students and their families to
Penn College.

Chester D. Schuman

Presidential Student Ambassadors
became a crucial part of marketing and
recruitment activities in 1996.
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Schuman’s role in building name recognition for the
college went beyond his three decades as admissions
director. He also led the Penn College into the record
books. From 2003-08, Coach Schuman’s golf teams
captured media attention and public acclaim for
garnering 155 consecutive wins.
When Schuman passed away in 2011, former golf
team members and student ambassadors joined his
family, friends and Penn College colleagues in raising
more than $31,000 to endow the Chester D. Schuman
Scholarship Fund. President Gilmour said, “It is the
perfect tribute to a wonderful man that his positive
influence on others will continue in perpetuity
through this endowed scholarship.”

Wildcat athletics also gained fame in sports other than
golf. In 1998, the Penn College archery team earned
its first National Collegiate Archery championship;
more NCA championships for Penn College men and
women archers would follow over the next decade.
Penn College hosted its first NCA championships in
2000 – bringing college and university athletes and
fans from around the nation to Williamsport.
In 2009 – competing with more than 30 other colleges
in California – Penn College won three team and
one individual championships, finished third overall
(highest in the school’s history) and qualified two
archers for the World University Games.

Penn College golf
team took winning to
a new level, amassing
155 consecutive wins
from 2003-08.

Penn College hit the mark in national archery competitions
for more than a decade.
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Penn College was approved for exploratory
membership in Division III of the National Collegiate
Athletic Association in 2013-14. Officials said it was
a “major step forward” in continuing to build strong
athletic programs consistent with college values
regarding athletics, academics and community
involvement.
The Wildcats – fielding 12 intercollegiate varsity
teams – began competing in the Pennsylvania
State University Athletic Conference in 2004 and
United States Collegiate Athletic Association in
2008. The college won the PSUAC Chancellor’s Cup
five consecutive years and placed in the top seven
of the USCAA Director’s Cup each year. In total,
Penn College earned more than 40 conference
championships and made many national
tournament appearances.

The Wildcat – an athletic
mascot established at the
time of the first WACC
basketball game in 1966 –
continued to represent Penn
College through national
championships.
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Like a sports team inspired by the excitement of its
fans, Penn College thrived thanks to the support
of individual and corporate donors, alumni and
employee supporters that contributed to its success.
Penn College’s commitment to employees attracted
a national spotlight in The Chronicle of Higher
Education’s 2009 “Great Colleges to Work For” survey
– the second-largest workplace-recognition program
in the country, after Fortune’s “100 Best Companies to
Work For.” The college earned “Honor Roll” status as
one of the nation’s top 10 medium-sized institutions.
President Gilmour celebrated the honor by declaring,
“People make the difference at Penn College … There
is an energy and enthusiasm on our campus that is
unique and rewarding for all of us who are fortunate
to be part of if.”
An annual donor reception
and pastry buffet honors
friends and supporters.

From a license plate to a magnificent
wall honoring the most generous
donors, Penn College celebrated
relationships that contribute to
institutional advancement.
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In 2010, Penn College earned an America’s Best
Colleges’ top tier ranking among baccalaureate
colleges in the north region. Penn College first
appeared in the rankings, published by U.S. News
Media Group, in 2002. The college was ranked
among the top 10 public colleges in the north
region in 2013.

The largest educational advertising awards
competition in the country presented its highest award
for a “total public relations campaign” in 2012 to Penn
College. The gold award from Educational Advertising
Awards, sponsored by Higher Education Marketing
Report, honored the college’s connection to the Little
League World Series.
Involvement with the international youth baseball
series, founded in Williamsport, began more than a
half-century earlier. WTI students excavated the site
for Little League’s stadium in 1959; WACC students
built concession stands and remodeled the stadium’s
dining hall.

America’s Best Colleges, published by U.S. News &
World Report, ranks Penn College among the top
baccalaureate colleges in the north region. An
advertisement that appeared in the 2008 edition
of the magazine earned a silver award in the
Admissions Advertising Awards competition.

Connections with Little League
Baseball strengthened public relations.
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For years, students in health-related programs served
as volunteers, providing medical assistance to players
and fans during the series. In 2009, Penn College
began hosting a picnic on campus for players, coaches,
managers, and umpires, just prior to the Grand
Slam parade, which opens the series. Guests received
commemorative pins honoring the college-Little
League connection.

Commemorative pins were
designed by Penn College designer
and alumna Sarah K. Patterson.

Coloring books and playing
cards designed to promote
career awareness were designed
by Penn College designer and
alumna Deborah K. Peters.
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The college president, student ambassadors,
faculty, and staff participate in the parade,
distributing college-designed backpacks, coloring
books, and playing cards to children along the
parade route. The coloring books and playing
cards feature the Penn College mascot in a variety
of real-world work scenarios to help kids become
more aware of career opportunities in new and
emerging technologies.
While the College Information and Community
Relations staff designed materials and organized
the College’s picnic and parade participation,
director Elaine J. Lambert explained that Little
League is truly an all-college event.
“The entire campus community comes out in
support of this initiative,” she said. “The college
has partnered with Little League in various ways
for more than half a century. In recent years,
we have used this ‘hometown advantage’ to
share a message about the importance of quality
technology education with visitors around the
world during the championship series. It’s an
honor to have this initiative, which is so close to
our hearts, selected among the nation’s top public
relations campaigns.”
In November 2012, the Little League connection
rose to a higher level when President Gilmour was
named the first woman to chair the Little League
International Board of Directors.

Wildcat mascot, a popular guest at the
Little League World Series picnic and
Grand Slam parade, has experienced a
variety of style makeovers over time.
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Creating a strong brand
is not easy. It will require
careful analysis on the
one hand and thoughtful
introspection on the
other.
It will require discussion and debate.
Most of all, it will require commitment
and focus. But the reward is there.
Perhaps more than any other tool in the
marketer’s tool kit, the creation of a strong
brand offers true opportunity in today’s
competitive marketplace.
Robert A. Sevier, Ph.D.
Building a Brand That Matters

Consistent use of a popular “degrees
that work” tagline, which describes the
institution’s focus across several generations,
established a common theme in Penn College
recruitment marketing in recent years.
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In addition to its status as one of the top public
baccalaureate colleges in the north, according to
America’s Best Colleges, Penn College continues
to be one of the nation’s Top 100 Associate Degree
Producers, according to Community College
Weekly.
An integrated marketing plan approved in
2008 established goals to re-energize interest
in associate degrees and increase articulation
agreements with community colleges in order
to promote 2 + 2 baccalaureate degrees available
both on campus and online. It encouraged
marketing to promote “career ladders” for
individuals – including military veterans –
seeking advancement or new career opportunities.

Earn a degree that will work for you.
Bachelor and associate degrees in more than 100 career areas
Penn College students with military service enjoy:
• Camaraderie among 300+ fellow military students
• Participation in Veterans Club student organization
• Application fee and tuition deposit waivers
• In-state tuition for non-PA residents
• Support from a full-time Veterans Affairs Coordinator
• Assessment of prior learning experience for college credits
• Opportunity for online B.S. degree completion
• Close proximity to VA Outpatient Clinic and
Vet Center, within 9 miles of campus

Penn College graduates with military service wear
red, white, and blue cords and are honored during
commencement ceremonies.

Call 800-367-9222, option 4, to talk to the
College’s Veterans Affairs Coordinator.

www.pct.edu/PAguard

degrees that work.

Penn College ® and degrees that work ® are registered in the U.S. Patent and Trademark Office.

Penn College is a special mission affiliate of Penn State,
committed to applied technology education.

Military veterans and others are encouraged to consider
career-ladder opportunities.
Recruiting veterans
to campus since 1914,
the college earned GI
Jobs Military Friendly
Schools status honoring
those that do the most
to “embrace America’s
veterans as students.”
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Strategies for promoting majors that have the greatest
potential for enrollment growth also were developed
in conjunction with the marketing plan. With
programs related to more than 100 careers, marketing
materials target a diverse audience of prospective
students. Since its early days, the institution has met
the challenge of recruiting students interested in a
range of programs, from health, business, culinary,
and design to transportation, natural resources,
construction, and engineering technologies.

Construction & Design
Technologies

Go online to learn more about
degrees that work and to view
student projects and video profiles.

“I literally had companies
knocking down the
door offering me jobs
and interviews.”
Ryan Becker
Degree: Construction Management
Hometown: Johnstown
Ryan described searching for a job as one of his best experiences
as a student. He signed on with a large construction company,
working as a field engineer in the Mid-Atlantic region.

www.pct.edu/schools/cdt

Over the years,
marketing materials
have presented unique
and diverse career
opportunities.
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degrees that work.

Physician Assistant
bachelor of science

Heavy Construction
Equipment Technology:


ASSOCIATE OF APPLIED SCIENCE

Technician Emphasis

Gain skills that allow you to become a skilled
technician of heavy equipment.

Coursework focuses on:
Hydraulics
Preventative Maintenance
Fuel Emissions
Engine Diagnostics
Power Trains & Brakes
Air Conditioning Electronic Systems
Troubleshooting & Diagnostics



Caterpillar Equipment Emphasis

Caterpillar dealers work closely with Penn College to prepare
qualified service technicians.
This unique program offers students the opportunity to benefit from
scholarships and tuition assistance from participating Caterpillar dealers.

The Caterpillar Equipment Emphasis program focuses on:
Caterpillar systems and components diagnosis and repair
Caterpillar electronic systems
Service and repair of late-model Caterpillar equipment
Use of Caterpillar electronic media



Operator Emphasis

Become a skilled operator of heavy equipment and
learn these skills:
Preventive maintenance including engines, power trains,
hydraulics, and electrical systems

“As I tell my students – Penn College is the
finest school east of the Mississippi for
learning heavy equipment.”
Gerry Wilcox, Penn College graduate
Heavy Equipment Operation and Maintenance
High School instructor in New York

Operation of trenching equipment
Haul truck & final grade equipment
Site layout, remediation, and management
Project cost and site management

“I graduated on Friday and was on
a service call Monday morning.”
Phil Delazio, Penn College graduate
Technical Field Representative, Schramm, Inc.
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Over 48,000 square feet of handson lab space complements the
academic coursework.

degrees that work.

This unique site, overlooking the
Susquehanna River, has more than
125 acres for student instruction in
the operation of heavy equipment.

www.pct.edu/heavyequipment

Marketing with a mission

135

The diversity of
programs offered
is evident in
this section of
recruitment pieces.
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Career awareness – making prospective students,
parents, and K-12 educators aware of new career
opportunities in emerging technologies – continue
to be a crucial aspect of Penn College recruitment
marketing.
In addition to recruitment and career awareness
activities in schools and through public television,
the college introduced its message through social
media beginning in 2009. Among the most successful
endeavors in recent years were YouTube videos
featuring Penn College students and alumni.
Global outreach also continued to expand in recent
marketing campaigns. Penn College was among
colleges and universities advertised in a special
Newsweek Asia college guide.

Penn College launched a social-networking
presence on Facebook in January 2009.
YouTube videos and Twitter feeds followed.

Ranked one of America’s top
public, four-year colleges!
Online bachelor degree completion
programs available to those with
qualifying associate degrees.

Hands-on experiences
lead to degrees that work
in more than 100 careers.

Two-year programs also are available
at one of the nation’s top 100
associate degree producers.

®

95% of graduates responding to a survey were
employed, continuing their education, or serving
in the military within one year of graduation.
English as a Second Language (ESL) program available.

Learn more at www.pct.edu/asia
Find us on Facebook.
Penn College is a special mission affiliate at Penn State,
committed to applied technology education.
Penn College was ranked in the top 10 among the best public, four-year colleges in the north in America’s Best Colleges 2013, published by U.S. News & World Report.
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Penn College advertisement appeared
in Newsweek Asia in 2013.

The competitive higher education marketplace of the
21st century demands better, bolder marketing and
recruitment efforts. At the same time, colleges and
universities face public scrutiny as costs threaten to
limit access to many who need and want the benefit of
postsecondary education.
In 2012, President Gilmour was named to the
Governor’s Advisory Commission on Postsecondary
Education. She was one of 31 postsecondary education
and business leaders from around the state asked to
develop long-range strategies for the future of higher
education. In November, the commission released
recommendations it said would “provide a robust
road map for the next decade that puts the user in the
driver seat and helps make education more affordable
and accessible for all.”

A key point of the recommendations was providing for
workforce needs. The Penn College president said she
was proud to represent the college’s unique role as a
leader in that effort for nearly a century.
Always determined to meet the most challenging
circumstances with bold moves, in 2012, Penn College
announced a new vision to become a national leader in
applied technology education.
With a history of innovation and flexibility to meet
emerging, real-world needs, Penn College is positioned
to celebrate a 100th anniversary while aspiring to even
greater levels of success.

vision statement

Pennsylvania College of Technology,

a national leader in applied
technology education

PC 764 12/12

New vision statement articulated a position of national leadership.
Marketing with a mission

139

While celebrating the 20th anniversary of the
establishment of Penn College in 2009, President
Gilmour announced the launch of a five-year
“Countdown to the Centennial” to honor the full
history of the institution. The countdown began with
an exhibition in The Gallery at Penn College, which
featured photographs and artifacts of the institution
since its inception in 1914.
A book capturing the essence of that exhibition, titled
Were You There?, was published in 2010. A second
Centennial book, Legacy of Leaders, published in
2012, honored the institution’s founding directors,
more recent presidents, and others who helped to
establish the institution as a statewide and national
model. This Marketing With a Mission book is third
in the Centennial series; another book is slated for
publication in 2014.

Learn more and share your memories of
Williamsport Technical Institute, Williamsport
Area Community College, and Pennsylvania
College of Technology online:
www.pct.edu/centennial

legacy of leaders

MARKETING With a MISSION
Building the Brand That Became
Pennsylvania’s Premier Technical College

Centennial series of
publications honors the
institution’s rich history.
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www.pct.edu/centennial
Net proceeds from the sale of Marketing With a Mission will
become permanently restricted funds that will be invested to
create income used for annual scholarship awards from the
Penn College Endowed Alumni Scholarship.
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