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O
verview

B
alance of C

onsiderations
–

B
usiness P

erform
ance vs. 90/10 R

ule

3 m
ore years of 90/10 rule “suspension”

–
S

uspension is really that the additional $2,000 in S
tafford 

funding does not count tow
ard 90/10 for the next 2 years.

–
N

o m
atter how

 positively business perform
ance is im

pacted, 
violating 90/10 rule ends Title IV

 funding.
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O
ption A

 –
A

cross the board price cut

B
usiness Perform

ance
90/10

+ Increased conversion rate
-D

irecthit on 10%
 side of equation

+ Increased startrate
+ Increm

entalstarts
+ Increased retention
+ R

educed bad debt %
-R

educes revenue from
 students 

w
ho w

ould pay entire am
ount, 

w
ithout defaulting.O

utcom
e N

ot A
cceptable
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O
ption B

 –N
eed-based grants to 

elim
inate bad debt

B
usiness Perform

ance
90/10

+ Increased retention
-Internal grants/scholarships do not 

help
90/10

+ R
educed bad debt %

-S
im

ply shifts bad debt to corporate 
subsidy

O
utcom

e N
ot A

cceptable
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H
olistic A

pproach R
equired

D
ecrease Tuition O

verall and Increase R
evenue to the 10%

 

O
ffsetting negative im

pact on 90/10 requires additional 
sources of revenue (and regional accreditation):

–
M

ilitary (new
 G

I bill)
–

International students
–

C
orporate training program

s
–

Em
ployer reim

bursem
ents

–
Increased 3

rdparty scholarship funding
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R
evenue sources im

pacting the 10%

M
ilitary (new

 G
I bill)

–
N

ew
 target m

arket for W
W

 (outside of A
ir Force)

International students
–

N
ew

 target m
arket for W

W

C
orporate training program

s
–

N
on-degree offerings a new

 business m
odel for W

W

Em
ployer reim

bursem
ents

–
N

ew
 student target for W

W

Increased 3
rdparty scholarship funding

–
N

ot huge dollars
–

C
urrently 12 on-ground students receive an outside scholarship

A
dditional challenges for each 

–
R

egional accreditation
–

O
nline focus
•

O
nline is part of only one O

P
E

ID
 group w

ithin W
W

 so the 90/10 benefit w
ill only be realized by 

that one group, unless all five groups are consolidated into one singular business unit w
ith 

approval from
 the U

S
 E

D
.  

H
E
L
P-A

L
T
A
-000271

Document 11, Page 6



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Alta Colleges, Inc. 

Product M
anagem

ent—
©

 W
estw

ood C
ollege

®
 and W

estw
ood C

ollege O
nline

®—
C

onfidential
7

N
ext S

teps

B
reakeven analysis on tuition

–
Include im

pact on 90/10

Flesh out plans for new
 sources of revenue

–
C

ost of going after (resources, m
arketing, tim

e, dollars)
–

R
evenue potential
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