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The role of the business partner in education has come into more prominence in 

the public school system, especially at the high school level. Shrinking budgets have 

prompted high school principals to explore the idea of business partnerships as a way to 

close the gap in academic achievement and provide direction for high schools struggling 

to meet the workforce development demands in today's society. In addition, financial 

support has provided opportunities for curriculum enhancement, staff development, and 

student support. However, as more emphasis is placed on the development of school 

business partnerships, the need to determine how these partnerships function successfully 

is a necessary part of the process. 

This study looked at the historical perspective concerning the involvement of the 

business sector and their relationship with education throughout the twentieth century. 

This exploratory study utilized quantitative and qualitative data gathering procedures. 
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The purpose of this study was to identify the skills and knowledge that high school 

principals and their business counterparts need to have to create an equitable relationship. 

High school principals from three school districts in the State of Florida were 

asked to complete a quantitative survey, including a section in which they named their 

business partners. A section was provided for each principal to agree to a personal 

interview. One principal from each Florida school district was selected at random from 

among those returned surveys in which the principal agreed to be interviewed. In 

addition, a photo matrix was created by visiting each high school campus in which the 

principal agreed to an interview in order to collect data of businesses that had visible 

name recognition. The top six business partners based upon frequency of appearance or 

as indicated by the principal were selected from the matrix and contacted for an 

interview. 

The research questions that guided this study were a) What is the nature of the 

relationship between high schools and their business partners? b) What do high school 

principals need to know in order to create equitable business partnerships? c) What do 

business partners need to know in order to create equitable education partnerships? d) 

Based on this study, what recommendations emerge that will promote more equitable 

relationships between business and education partnerships? 
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Chapter 1 

-, 
Introduction 

In his book, Schools for the Twenty-First Century (1990), Phillip Schlechty 

relates the following about the partnership between business and education: 

In my own experience, I have found that business leaders ... can be powerful 

allies in the school restructuring effort. Among other things, such leaders, once 

they are fully enlisted in the school reform movement, can help serious reformers 

convince impatient newspaper editors and politicians who want instant results 

with little investment of time or dollars that the kind of reform that is needed 

takes time and requires considerable investment. (p. 14) 

Schlechty' s argument was that when powerful leaders in business and industry speak, 

people tend to listen. It is easy therefore to understand why educators would want to form 

partnerships with dynamic individuals who could assist in lobbying efforts to pass 

favorable education legislation. In an era ofbudget cuts, revenue shortfalls, and 

inflationary economic conditions, the lure ofbig corporate money is a significant 

incentive for schools and school districts dealing with a budget crisis on a daily basis. 

But how much of our educational environment are educational leaders willing to "sell off 

and how are schools being rewarded for corporate support? Jennifer Rockne in her 

article, "Branded: Corporations & Our Schools," suggests that as companies seek to build 
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brand recognition and loyalty, that schools represent an attractive new frontier (Rockne, 

~000) . She cites John Sheehan, vice president of the Douglas County, Colorado School 

Board and his efforts to bring perspective to the issue of corporate involvement. 

Education and marketing are like oil and water. Public education has an agenda 

that is already crowded enough. When we become marketers and distributors, we 

confuse our mission. I worry about a time when our educational goals might be 

influenced or even set by private companies targeting our students with their own 

narrow message. We are letting our legislators and the public off the hook. Yes, 

schools need money, but turning to commercial sales for income is a cop-out. It 

sends the message to our voters and legislators that we can let them off the hook, 

that advertising and sales of consumer products can fill the gap when it comes to 

supporting education. (p. 1) 

Although many would stand for the right of children to learn and grow within a 

pristine educational environment, others who have had the power to shape education 

reform have sided with business and industry. Through carefully planned strategies, they 

have succeeded in transforming much of the legal framework governing public schools, 

and have established content curricula deemed in harmony with the needs of the 

industrial institution (Gelberg, 1997). 

In The Business of Reforming American Schools ( 1997), Denise Gel berg, alludes 

to the power brokers at the beginning of the 20111 century as a coalition of businessmen, 

university presidents, education professors, and big city superintendents whom she labels 

the "pro-efficiency reformers." These progressive reformers believed in the concept of 

efficiency, which could be realized through big factories, big railroads, big corporations, 
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and big schools. They saw big schools as a way to minister to the needs of the people. In 

essence, large size was tied to the concept of professional expertise in which big business 

could combat waste and corruption considered as the major evil of the time. 

Spurred on by the shift from an agrarian economy to an industrialized one, 

corporations surfaced as the primary force of economic leadership for the nations' 

workforce. This trend toward centralization of power and authority would directly 

impact education as the industrial revolution created large cities complete with 

overcrowded squalid living conditions, crime, drunkenness, and an increasing population 

of immigrants and their children (Gel berg, 1997), all seeking the promise of a better life. 

In a democratic sense, big business subscribed to the notion that a controlling influence 

was for the betterment of all society. As such, it was there to help the government define 

a direction for education. 

In contrast, Deweyan progressives believed that the needs of the child, not big 

business, should be at the center of education. Their commonly held belief was that 

education could preserve the "status quo" because of its unique ability to build character 

in American youth. Both groups perceived education as an instrument for achieving a 

preferred future. However, issues about the nature of childhood, the purpose of education 

in a society, the rights of men and women, and the power to cure society's ills led them to 

vastly different conclusions and therefore their respective educational reforms. This 

debate on education to provide intellectual stability versus the need to market reform for 

industrial concerns would reoccur throughout the 20111 century. 
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Purpose of the Study 

The purpose of this study will be to identify the skills and knowledge that high 

school principals and their business partners need to have to create an equitable 

relationship between the school and the business environment. It is anticipated that this 

research will add to the limited body of knowledge concerning school-business 

partnerships and their impact on secondary education. The results of this research could 

help school districts in their design of principal training programs. This study will also 

help principals understand the issues of equity and financial support with respect to the 

corporate body. Clearly, there are two or more sides to this relationship. As we begin the 

21 st century, it is time to reassess this issue collectively from the business and education 

perspectives. This study will provide original data, especially from business 

representatives, to help us understand business and education partnerships. 

Business - School Relationships 

In the true spirit of American democracy, education was founded on principles 

espoused by academicians; philosophers, sociologists, and historians who believed in the 

power of education to safeguard this nation's participatory form of government against 

powerful commercial and administrative interest groups who could challenge the 

fundamentals of a democratic state. These educators and democrats believed in the idea 

that positive change in society could only be accomplished from inside the classroom, not 

inside the boardroom. In 1983 A Nation at Risk heralded the warning signs that a major 

initiative to reform American education was again required: 

We report to the American people that while we can take justifiable pride in what 

our schools and colleges have historically accomplished and contributed to the 
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United States and the well-being of its people, the educational foundations of our 

society are presently being eroded by a rising tide of mediocrity that threatens our 

very future as aN ation and a people. (p. 5) 

This preceding statement was considered harsh and an atypical reaction for a 

capitalist society, leaders ofbusiness and industry were in the forefront to initiate changes 

within the education system that could allow for greater academic achievement, similar to 

the thinking of business and industry at the beginning of the 201
h century. However, 

unlike the early 20111 century, this new consortium of business and industry had strong 

historical precedents to back up their claim of a systemic failure in education. 

In 1989, the Business Roundtable, a group made up of chief executive officers of 

218 of the nation's largest corporations, developed a nine-point program for educational 

change. The key to their program success lay in high expectations for students and a high 

accountability level for schools, with significant penalties for those schools whose 

students failed to make the grade. The Business Roundtable developed these plans with 

the idea that they would become a template to craft legislation for school reform 

(Weisman, 1991). 

The distinction between the public and the private sector had blurred enough to 

allow business groups to gain entry into the hallowed halls of academia. This was the cry 

of America over one hundred years ago, and it is the mirror image of the American cry 

today. Education has become the "business ofbusiness" (Fowler, 1999). 

With regard to the state of education, significant criticism is being leveled at 

schools for failing to prepare their students as future employees. Business 

sponsored surveys reveal failings in the existing education system. Publicity and 
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the media are being used to show the general public the need for educational 

change. Lobbying efforts are in place to persuade legislators to reform schools in 

accordance with business goals and objectives. (Fowler, p.l) 

It is not at all clear that today's aspiring administrators or current administrators 

possess a strong background in Business-School partnerships. The traditional mode of 

thinking with regard to the practice of educational leadership and administration in the 

201
h century was clearly and simply stated in the first edition of The Handbook of 

Research on Educational Administration (Boyan, 1988). It included operational aspects 

for law, finance, state, federal, and local educational politics, and organizational theory, 

which would relate to many courses, taught in principal or superintendent preparation 

programs. However, the 101 51 yearbook of the National Society for the Study of 

Education: The Educational Leadership Challenge: Redefining Leadership for the 2F' 

Century, would include operational aspects for reculturing the profession of educational 

leadership, leadership for democratic community in schools, leadership for social justice, 

and building institutional leadership into the roles of teachers (Murphy, 2002). 

A Cultural Perspective 

According to Alex Molnar and the Center for the Analysis of Commercialism in 

Education, commercial activities now help shape the structure of the school day, 

influence the content of the school curriculum, and may determine whether children will 

have access to a variety of technologies (Molnar, 1999). During her campaign for the 

U.S. Senate in the fall of 2000, Hillary Rodham Clinton spoke on the issue of 

commercializing activities in schools. "Too many companies simply see our children as 

little cash cows that they can exploit. They are advertising to children who have not yet 
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even reached kindergarten. They are trying to get these children to be influenced in what 

they want to buy and own" (Campanelli, 2000, p. 37). For example, John Bushey, 

District Director of School Leadership in Colorado Springs, Colorado wrote that in return 

for a lucrative eight million dollar vending contract with Coca-Cola, his school had to sell 

70,000 cases of coke and coke-related products. He sent a memo to his teachers 

requesting that they allow students to purchase soda throughout the day. If soda was 

unacceptable, then allow them to purchase juices, teas, and water, which were still being 

provided by Coca-Cola (Rockne, 2000). The reasoning behind this increase in corporate 

involvement may be as Fowler suggests that more schools are involved in school

business partnerships as a way to provide needed goods and services that have been 

curtailed due to significant budget cutbacks. Consider also the idea that more schools are 

contracting out services that were traditionally supplied by their district, in an effort to 

reduce overall costs since fair market forces of competition often drive down the price for 

such goods and services. In either case, a new skill for the principal of the 21st century 

will be a significant understanding of business perspectives and direct partnerships. 

The more traditional presence of advertising in schools is no longer limited to 

book covers and booster clubs. It now occupies major space throughout our schools as 

corporations try to tap into the 50 million strong market of budding consumers 

responsible for spending billions of dollars on products and influencing the purchases of 

billions more by their families (Hardy, 1999). This new "in your face" presence of 

marketing has created a financial relationship between corporate America, school 

districts, and schools. These entities enter into agreements not because they whole

heartedly support exposing their students to advertising in school, but as a means to 
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supplement scarce resources. In tum, this process has created a new dimension in the 

administrators' job as aptly described by Fowler (1999) in her article on new concepts in 

educational administration: 

In addition to their traditional tasks, they must negotiate commercial contracts 

with advertisers and see that those contracts are carried out. They may also have 

to persuade skeptical teachers and parents that these advertisements are not 

antithetical to the educational mission of the school. (p. 601) 

Paramount within the new policies and procedures, Fowler presents the notion of 

education as a "neutral market economy," complete with individuals who act as their own 

educational economic agents, maximizing their own self-interests. This concept is 

repugnant to many educators who are uncomfortable when asked to think of children as 

products and parents as consumers (Fowler). 

It is somewhat more curious to try to understand this concept when faced with the 

call from Washington for a national set of education standards and a national test to 

assure educational competency such as the one proposed in the Leave No Child Behind 

legislation ofthe Bush administration (U.S. Department of Education, 2001). This notion 

of a market economy has played a role in the way in which principals operate their 

schools. There has been and continues to be an increase in the level of involvement with 

the business world, and consequently, a greater need for principals to understand the 

nature of corporate partnership interactions. 

Research Questions 

1. What is the nature of the relationship between high schools and their business 

partners? 
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2. What do high school principals need to know in order to create equitable 

business partnerships? 

3. What do business partners need to know in order to create equitable education 

partnerships? 

4. Based on this study, what recommendations emerge that will promote more 

equitable relationships between business and education partnerships? 

Research Design 

This study was conducted in three of the largest school districts in the United 

States. All of them are located in Southeast Florida, and will be known as districts A, B, 

& C. Public high schools were chosen because large school districts are typically 

overcrowded at the high school level, and resources are scarce. Business partnerships 

were not only welcomed, but also sought after by principals in need of financial support. 

In addition, high schools relied on their business partners to support their school-to-career 

initiatives as well as extra curricular activities such as sports and community relations. 

Specifically, in Florida, high stakes testing has exhausted traditional curriculum resources 

and manpower. Business partnerships have been employed for the purposes of extended 

curriculum enhancement as well as alternative instructional strategies designed to 

improve student achievement. 

All public high school principals in Florida School Districts A, B, & C were sent 

the quantitative survey developed by Brinson (1996). The survey instrument included a 

question asking for permission to conduct an on-site interview with the principal. In 

addition, space was provided for principals to list the names of their business partners. 

Those schools, in which the principal agreed to an interview and therefore provided a 
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name and address, were visited by the researcher for two purposes: (a) To collect data 

through the interview process, and (b) to create a matrix of business partnerships based 

upon on campus wide visible name recognition of each partner. The interviews included 

six business partners (two from school districts A, B, & C) and three principals (one from 

each from school districts A, B, & C). The selection of each principal interview site 

began with threshold criteria applied to each school in which the principal has agreed to 

be interviewed. To meet the threshold criteria, a school must have partnerships that 

generated at least $100,000 annually in cash, equipment, or in-kind services. 

Significance of the Study 

In these especially difficult financial times, public school resources have been 

stretched to the limit. Principals are discovering a significant source of financial support 

in corporate and business partnerships. However, principals need to understand the 

concepts of an equitable relationship in order to participate with their business partners. 

In addition, principals need to understand the real costs to students who might become 

targets for long-term corporate gains. Finally, principals need to understand what skills 

are necessary in order to deal with the corporate partnership interaction. The results of 

this research could help school districts in their design of principal training programs. 

This study may also help principals understand the nature of financial support from the 

position of the corporate body. 

Limitations 

The data gathered for this study was limited to the number of items addressed in 

the quantitative survey instrument and the qualitative interview instrument. The 

instruments were limited by the respondents understanding of the survey questions. The 
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analysis of the surveys was limited to the number of surveys returned. For the qualitative 

portion of the study, the findings could be subject to other interpretations. The survey 

was distributed through the United States postal system, and therefore, the percentage of 

returned surveys might have been limited in number due to the delivery and return 

system. 

Delimitations 

This study confined itself to three school districts located in the southern Florida 

region. Only the principals who agreed to an interview by selecting the appropriate 

response on the survey instrument received an on-site visit. There was only one 

participant responding per survey per school. The number of business partners who were 

interviewed were limited to the six most frequently noted in the business observation 

matrix or as identified by the principal. The number of school districts was limited to 

three in close proximity to each other. The possibility existed that principals and business 

partners who were interviewed were not completely forthcoming with information, 

relying instead on delivering what they thought the interviewer wanted to hear. Interview 

time constraints may have prevented more relevant information from being presented by 

the principals and their business partners. Business partners may have been biased 

towards speaking positively about their partners in order to avoid embarrassment or 

punitive responses. 

Organization of the Study 

Chapter 1 includes an introduction to the problem of the corporate takeover of 

schools and the need for principals to understand corporate partnership interaction. 

Chapter 1 also includes the Statement of the Problem, Purpose of the Study, Significance 
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of the Study, Research Questions, Population and Sample, Limitations of the Study, and 

Definition ofTerms. 

Chapter 2 is a review of the literature as it relates to corporate involvement in the 

public school sector. Chapter 3 provides a description of the methodology of the study. 

Chapter 4 contains a presentation of the data and an analysis of the findings. Chapter 5 

contains the summary, findings, conclusions, and recommendations for the study. 
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Overview 

Chapter 2 

Review of Literature 

This literature review will examine the relationship between business and 

education through a chronological construct. Relevant information will be presented 

regarding the role of business and industry as applied to the growth of education through 

the 20th century. As a result of events such as the industrial revolution, immigrant 

migration to The United States of America, and a national call for a unified education 

system, partnerships were created and even sometimes forged between the business and 

education environment. Generally seen as developing along parallel tracks, there have 

been key points in history where business and education have found themselves at 

intersecting junctures. Included within this discussion, the new face of the business

education partnership represented as dollars verses market demographics. In the gap, the 

principal who must not only solicit business-education partnerships, but also have the 

wherewithal to effectively utilize the financial resources offered by those partnerships. 

Chronological History of Business in Education 

The early years. As the last decade of the 19th century opened, many educators 

believed that education, especially at the high school level, had become a convoluted 

process of random course offerings. In 1893, in an effort to promote unifonnity of 

curricular offerings at the high school level, the National Educational Association 
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established the Committee ofTen to make recommendations, which would improve the 

curricula of the nation's high schools. The report concluded that secondary schools in the 

United States, taken as a whole, should prepare boys and girls for the duties of life, and 

not college (Tayack & Cuban, 1995). The report endorsed such curriculum as 

agricultural, business, clerical, industrial, fine arts, and household arts. At the time, this 

differentiation seemed an appropriate approach for schools that were suddenly affected 

by the immigrant population, many of whom spoke little or no English. The report 

legitimized the practice of diverting children into vocational programs, thus keeping them 

out of college-preparatory programs that appeared (from the viewpoint of the commission 

and many other leading educators of the day) to be a waste of time for these children 

(Ravitch, 2000). This attitude created an opportunity for business and industry to gain a 

strong presence in education, as the nation's workforce began to shift from agriculture to 

industry. 

By the beginning of the 201
h century, the traditional agrarian way of life for many 

Americans had given way to the influence of the industrial market model. While 80 

percent of Americans lived on farms in 1830, fewer than 25 percent did so 100 years later 

(Gelberg, 1997). 

Life in the cities was changing in dramatic fashion as waves of immigrants 

arrived from Southern and Eastern Europe, carrying with them their own particular 

traditions, cultures, languages and most of all their children. Native-born Americans 

became uneasy with the wave of immigration, the prospect of overcrowded schools, and 

the perception of a decline in their own predominance. Many perceived a threat to their 

power and influence as well as a confidence that with this new wave of immigration 

14 



would come an increase level of crime, intemperance, sin, and the eventual breakdown of 

order in society ( Gelberg, 1997). 

Immigrants and their children settled in most major cities where there was 

potential for work. In order to meet the demand for this population explosion, shrewd 

realtors divided the existing housing, after the affluent people had moved from the city to 

the suburbs, into one and two room apartments. These apartments were quickly rented to 

immigrant families, and the population of the cities began to swell. Many children were 

now on the streets where they could get into all kinds of trouble. The public outcry 

directed towards politicians began to grow. The additional burden of having unskilled 

children taking jobs away from unskilled adults created a similar outcry to place these 

children in school where they could learn an employable skill (Perkinson, 1968). 

The need for increased services, due to the rapid swelling of the population in 

major cities, created a series of experiments designed to promote a more systematic and 

centralized administration led by a group of societal reformers known as the 

"administrative progressives" (Galambos, 1975). This group, consisting primarily of 

leaders of business and industry, was not only concerned with the quality of American 

education, but the quality of education found in other competitive nations as well. As 

Gel berg ( 1997) points out, many administrative progressives were concerned that 

countries in Europe were out distancing America in the areas of economics, technology, 

marketing, and industrialism. However, upon further inspection, it became clear that the 

economic success of countries like Germany was not due in great measure to an 

overwhelming predominance in any of these areas. In fact, the only true measure of 

German economic success was to be found in their education system. In 1905, Frank 

15 



Vanderlip, vice-president of the National City Bank ofNew York, a man who later 

became the president of the largest bank in the nation, offered this argument: 

In the group of great industrialized nations, there has come forward in recent 

years one that has taken place in the very front rank among industrial competitors. 

That nation is Germany .... I have had a somewhat unusual opportunity to study 

the underlying causes of the economic success of Germany, and I am firmly 

convinced that the explanation of that progress can be encompassed in a single 

word-School-Master. He is the great cornerstone of Germany's remarkable 

commercial and industrial success. (cited in Callahan, 1962, p.12) 

Industrialists in this new progressive administration believed that a marriage 

between the business sector and the education system could be the key to American 

success and guaranteed status as a preeminent economic competitor. These forces of 

industrialization, urbanization, and immigration, along with population surge, foreign 

economic competition, and an innate fear concerning the stability of the education 

system, came at a time when formal schooling was a relatively new phenomenon. 

However, Americans were philosophically committed to educating the masses of children 

as a way to cope with the economic challenges that lay ahead. There was also a growing 

belief among Americans that most social programs were falling short of their intended 

mission and that schools should provide a road to safety and better times during periods 

of crisis (Gelberg, 1997). 

The primary reform agenda of the administrative progressives consisted of a 

centralized bureaucratic hierarchy and standardized treatment of students, what some 

would later call the "factoryizing" of education. This primary agenda was in keeping 
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with the ideas of educators like Ellwood Cubberley and Franklin Bobbitt, and their views 

of manufacturing and education as being analogous ventures producing products 

demanded by society. This process followed along the lines of Fredrick W. Taylor and 

his process of "Scientific Management," would become a major reform that would effect 

education by the fall of 1910 (Callahan, 1962). 

Professor Franklin Bobbitt of the University of Chicago supported the idea of the 

transfer of scientific management to education. He suggested the study of various 

methods teachers were using, measuring their results, and selecting the best one for 

unilateral distribution throughout entire school systems (Gelberg, 1997). Bobbitt offered 

the following suggestion: 

Suppose among schools that give sixty minutes per week to drill in penmanship, it 

is found that one group of schools distributes the time into thirty-minute periods 

twice a week; another group of schools has twenty-minute periods three times a 

week; another group distributes the time into twelve minute periods of drill five 

times a week; a fourth group distributes the time into six minute periods ten times 

a week, or a short period twice each day. Now suppose each of these groups of 

schools to be measured in the first week of the school year by the Thorndike or 

Ayres writing scales as to quality, and tested by the stopwatch as to speed. If they 

are then measured again at the end of the school year in the same way, it is 

possible to determine which of the modes of distributing the sixty minutes of time 

for teaching the writing is superior. (cited in Gelberg, pp. 37-38) 

Using science and technology, highly qualified managers could plan and coordinate the 

efforts of thousands of people in order to bring mass-produced products to market. 
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Utilizing these skills, administrative progressives sought to reorganize government in 

order to shift the locus of control from local citizens and politicians to expert managers 

who would, bring together business, professionals, and the administrative progressives to 

offer America the promise of a better life through efficiency and expertise (Gelberg). 

Callahan also suggested that two other primary developments had a great effect 

on education from 1900 until1929. First, Callahan (1962) notes that the rise ofbusiness 

and industry to a position of prestige and influence led to the saturation of America with 

business and industrial values and practices. 

Secondly, the reform movement of Theodore Roosevelt's administration, which 

along with vulnerable school administrators, contributed to conditions in American 

society that explained the tremendous impact of Fredrick Taylor's system. These two 

factors allowed for the continuing influence of the business-industrial ideology on 

American society and education after 1911 (Callahan, 1962). Essentially, schools, when 

measured by this scientific process, were found to be a wasteful and inefficient. In a 1912 

Ladies' Home Journal article entitled, "Is the Public School System a Failure? It is the 

Most Momentous Failure in Our American Life Today," author, Ella Francis Lynch, 

expressed her views: 

Can you imagine a more grossly stupid, a more genuinely asinine system 

tenaciously persisted to the fearful detriment of over 17 million children and at a 

cost to you of over $403 million each year? A system that not only is absolutely 

ineffective in its results, but also actually harmful in that it throws every year 93 

out of every 100 children into the world of action absolutely unfitted for even the 

simplest tasks in life. Can you wonder that we have so many inefficient men and 
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women; that in so many families there are so many failures; that our boys and 

girls can make so little money that in the case they are driven into the saloons 

from discouragement, and in the other into the brothels to save themselves from 

starvation? Yet that is exactly what the public school system is today doing, and 

has been doing. (cited in Callahan, 1962, p. 51) 

To help safeguard the future of public education, and ensure a viable workforce, 

these administrative progressives, mostly first generation white male professional leaders, 

carved out lifelong careers as superintendents, education professors, state or federal 

officers, and leaders in professional organizations such as the National Education 

Association (Tayack & Cuban, 1995). The occupation of these key positions allowed for 

sharing of common problems and solutions, and the shaping of a school reform agenda 

from the early 1900s until the 1950s. 

As the administrative progressives were busy designing schools systems that 

conformed to a fiscal efficiency model, others in academia were concerned that too much 

emphasis was being placed on the workforce agenda. By 1917, a group of education 

progressives arose to challenge the Committee ofTen. They believed that the education 

model provided by the administrative progressives was a watered down version designed 

to be a life adjustment education for students that were not planning on attending any 

college (Ravitch, 2000). The Cardinal Principles of Secondary Education were issued in 

1918 by the Commission on the Reorganization of Secondary Education. The focus of 

this commission was to form objectives for secondary education. It was decided that 

segmented subjects and their subject matter represented one way to achieve the decided 

goals but that they were not the only way. Work on the Cardinal Principles was started in 
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1915 and finished in 1918. The seven Cardinal Principles of Secondary Education 

included the following: 

1. Health. A secondary school should encourage good health habits, and provide 

health instruction, and an organized program of physical activities. To carry 

out such a program, the public must be made aware that health needs are vital 

to young people 

2. Command of Fundamental Processes. Fundamental Processes are writing, 

reading, oral and written expression, and math. It was decided that these 

basics should be applied to newer material instead of using the older ways of 

doing things. 

3. Worthy Home Membership. This principle "calls for the development of those 

qualities that make the individual a worthy member of a family, both 

contributing to and deriving benefit from that membership" (Raubinger, 

Rowe, Piper, & West, 1969, p.1 08). This home membership should be 

instilled by the school system as a contribution towards the development of 

young men and women. 

4. Vocation. This education should equip the individual to secure a livelihood for 

himself and his dependents, serve society, and maintain a good relationship 

with his co-workers. 

5. Civic Education. The goal of civic education is to develop an awareness and 

concern for one's own community. The student should develop attitudes and 

habits that display cooperation and collective responsibility. 
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6. Worthy Use of Leisure. This principle should equip the student with skills 

necessary to renew his spirit, mind, and body in an effort to enhance his 

personality. The objective calls for the appreciation of music, art, literature, 

drama, and social intercourse. 

7. Ethical Character. This principle involves instilling in the student the notion of 

personal responsibility and initiative. Appropriate teaching methods and 

school organization are the primary examples that should be used as a means 

for developing ethical character. The principal, teachers, and students should 

be committed to the idea of the spirit of service and the principles of true 

democracy (Raubinger et al., 1969). 

Many educators welcomed the Cardinal Principles and considered them a 

blueprint for social efficiency (Tayack & Cuban, 1995). They believed in the ability of 

schools to sort out the various destinies of their students. These advocates were 

concerned with the effects of industrialism on democracy in the school setting and in real 

life. In addition, Tayack and Cuban suggest that the Cardinal Principles reflected both 

the general anxieties of the progressive era of the early 201
h century and the extraordinary 

faith of reformers that schooling could ameliorate social ills. 

Henry Perkinson (1968) argued that the Seven Cardinal Principles did not, in fact, 

create the notion of an academic program based upon a student's future vocation, but 

quite the opposite; the program was designed for the equalization and unification of the 

student population. If teachers were to follow all the guidelines, then all students would 

receive basically the same education. All schools would be teaching the same curriculum 
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and therefore by virtue of their existence, they would do away with schools of 

specialization such as vocational schools. The problem with the system would be found 

in the selecting of students for different careers, but having teachers focus on the task of 

equalizing and unifying the students throughout the curriculum. 

The sense of concern for America at the tum of the 201
h century created the 

unique forces for radical change in the way education would be carried out. Americans 

were being asked to choose between alternative visions of education reform, based upon 

their beliefs about the efficiency of business methods, the power of science to reveal the 

truth, and the worth of the individual in society. Many considered the business model 

offered by the administrative progressives to have value as a reform effort. 

During the period from 1910 to 1930, public high schools struggled to find a way 

to have a peaceful coalition between the factions of the administrative progressives 

supporting the "vocational" aspect and those of the education progressives supporting the 

"life adjustment" aspect. For many, their images of the future of education remained 

clouded with conflicting programs embodied within a single institution. 

The frustration of the times was echoed in articles and speeches as exemplified by 

M.H. Stuart and his 1913 address to the 51st annual meeting of the National Education 

Association in Chicago Illinois: 

Our high schools are in the first flush of self-direction. We have signed the 

Declaration of Independence. The colleges and universities constitute our 

educational mother country, to be sure. We have been educated in their kingdom; 

have been taught their languages-English, Greek, and Latin. But so great were 

the burdens which they laid upon us that it became our duty to declare that we, the 
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high schools of the United States, are, and of right ought to be, free and 

independent institutions. A recital of our wrongs is convincing as to the justice of 

our cause. They taxed our time by requiring us to learn many languages, which 

we did not use; they deprived us of initiative by prescribing exactly what we 

should undertake; they denied us the use of our own originality by declining to 

recognize our methods; they deprived our children of the power of choice by 

limiting the list of subjects they should take, they discriminated against many 

industrial occupations necessary to the welfare of our people; and finally, they 

disowned us as their educational kith and kin by imposing on our children great 

and unnecessary burdens when immigrating into their kingdom. We have, 

therefore, somewhat tardily, begun to rule our own territory. (Fenske, Geranios, 

Keller, & Moore, 1997, p.65) 

Writing in 1923, C.L. Biedenbach felt that American public high schools were 

products of various pressures that resulted in the development of an increasingly complex 

institution. 

Not so many years ago students attended high school in order to get a literary 

training to fit themselves to take up college work in preparation for one of the 

learned professions. The sciences were also pursued as part of the necessary 

development of an educated man. In time, it became evident that a higher 

education was necessary for those, also, who intended to pursue other lines of 

work. Business obtained the first hearing and as a result, commercial courses 

were introduced. 

23 



Then vocational schools were started and gradually as the number of 

children attending high school grew, the diversity of their needs made it necessary 

to provide as many different courses as possible in each school. Thus developed 

the high schools in which every student is supposed to be able to find the 

particular work most suited to his needs. An American comprehensive high 

school of today, therefore, has all kinds of courses from Greek and Latin to the 

historical standbys of the traditional classical education; the sciences, music, 

home economics, commercial, and all kinds of industrial subjects. (Fenske et al., 

1997,p.67) 

The early part of the 20111 century proved to be a formidable testing ground for the 

development of a mutual co-existence between business and education. The next few 

decades would offer additional challenges as new and uncertain economic changes, 

primarily due to depression and the global war effort, had a direct effect on school 

systems that were trying to meet the needs of business and society 

The depression era and school-business reform. It is clear that during the 1930s, 

the Cardinal Principles had become a solid fixture in American education, despite the 

continued efforts of the progressive administrators and pro-efficiency reformers to apply 

the business model. In a 193 5 article published by the J oumal of the National Education 

Association_entitled, "Improving Our High Schools," Principal Ernest B. Comstock 

called for necessary changes to improve high schools. He suggested that schools should 

operate as community centers, enlarging pupil guidance and counseling services, and 

revising the curriculum to more fully integrate the Cardinal Principles of Education (cited 

in Fenske et al., 1997, p.93). 
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Even though the United States found itself deep in an economic and social 

depression, the need for new schools continued to grow. Indeed, during the 1930s, 

enrollment was on the rise nationwide. Many reasons were offered: perhaps as a response 

by the public to the depression era backlash, big business sought to pressure local school 

boards to reduce annual appropriations (Ravitch, 2000). Perhaps there existed the feeling of 

a lack of a positive affirmation with regard to the short-term outlook concerning the job 

market and vocational needs of the non-college bound student (Fenske et al., 1997). Or 

perhaps the "new deal" era WP A policies that were put into place to increase the number of 

schools and the course offerings in those schools worked (Moreo, 1996). For whatever 

reasons, vast numbers of students entered public schools in an effort to improve their social 

condition, and school enrollment in the United States during this period far surpassed the 

enrollment of any country in Europe (Peterson, 1985). 

World War II and the post war 1950s. Between the 1930s and the 1950s, leaders in 

business and industry and leaders in education administration would engage in a 

continuous yet vacuous rhetoric producing no real substantive reform beyond that of the 

original seven cardinal principles (Perkinson, 1968; Ravitch, 2000). Following World War 

II, Americans had concerns regarding the value of the education offered by public 

institutions. Changes in the economy created a growing demand for well-educated people 

in both professional and blue-collar jobs. Students could no longer afford the luxury of 

discovering themselves through a myriad of course offerings. They needed to succeed in a 

growing competitive economic marketplace, and parents, who wanted their children to be 

educated, not just adjusted, were unwilling to take risks with their children's future 

(Ravitch, 2000). 
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In 1953, Arthur Bestor, looking at the historical evidence of the Progressive 

Education Movement in the United States, offered the opinion that progressive education 

had become regressive education and had severed all real ties with science and learning. 

One can search history and biography in vain for evidence that men or women 

have ever accomplished anything original, creative, or significant by virtue of 

narrowly conceived vocational training or of educational programs that aimed 

merely at "life adjustment." The west was not settled by men and women who had 

taken courses in "how to be a pioneer." (p. 47) 

What Bestor was referring to was the idea that education, in its desire to become all 

things to all people, had in fact become not very much for anyone. He argued that the 

American educational philosophy was both anti-intellectual and anti-democratic if it were 

to assert that sound training in the fundamental intellectual disciplines would be 

appropriate only for a minority of students who were preparing for college (Spring, 

1976). 

The quality of education was not to be determined by the practice of offering a 

minimum vocational education in order to enter the workforce or a never-ending myriad 

of courses to help one find themselves. Bestor suggested that high schools reject the 

traditional emphasis on socialization, and re-engineer the curriculum around sound 

subject matter disciplines (Spring, 1976). 

In response to the differing opinions as to the future of education, President 

Eisenhower called for a comprehensive and thorough study of national education issues 
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to be convened in 1954. Answering the call, 283 organizations participated in the "White 

House Conference on Education." The full report contained the following statement: 

Nothing was more evident at the White House Conference on Education than the 

fact that these goals (those of education during the past two decades) representing 

as they do an enormously wide range of purposes, are the answer to a genuine 

public demand. The overall mission of schools has been enlarged .. .. The order 

given by the American people to the schools is grand in its simplicity: In addition 

to intellectual achievement, foster morality, happiness, and any useful ability. 

The talent of each child is to be sought out and developed to the fullest. .. This 

new ideal for the schools is a natural development in this country. It recognizes 

the importance of the individual in a free society. (cited in Raubinger et al., 1969. 

p. 356) 

With the committees' belief that this would be the great new goal of our schools, they 

unanimously approved the findings of the report. 

Not all those concerned about the state of education were in total agreement with 

the White House committee report. In 1956, during the organization ofthe Council for 

Basic Education another influential critic rose to be heard. Vice-Admiral Hyman G. 

Rickover delivered the basic message that the United States was losing the technological 

and military race with the Soviet Union because America's public schools were failing to 

identify and adequately educate talented youth. Rickover would go on to suggest that 

public schools, once considered the first line of defense for a democracy, could possibly 

cause the destruction of the United States. The following year on October 4, 1957, the 
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Russians launched "Sputnik" and education literally changed overnight (Spring, 1976). 

Sputnik became a cause for national concern about the quality of education in the United 

States. Once again, a growing national sentiment of accountability towards education 

was developing, and administrators were under pressure from the same business oriented 

groups as they had been during the Efficiency Era of the 1920s, to apply business and 

industrial values and practices to education. 

In 19 58 Congress passed the National Defense Education Act, providing 

necessary resources for schools to improve the talent pool in the areas of math and 

science. The business community was quick to support this national effort as it became 

clear that not only did the defense industry have a great need for highly educated 

technically proficient student graduates, but the overall business community was moving 

toward a more educated workforce as an issue of national pride. 

In an article that appeared in Fortune, October 1958, entitled, "The Low 

Productivity of the Education Industry," Daniel Seligman concluded that 

It was more difficult to put a firm figure on the value of education than it was in 

industry . . . for schools, no less than the automobile industry have an inescapable 

production problem. The schools were no different than General Motors for their 

job was to optimize the number of students and to minimize the input of man

hours and capital. (p. 135) 

The main point of the article was to show that while the productivity of the steel 

industry and other industries had improved, the productivity of the education industry had 

declined. The article went on to make the point that while the quality of education (from 
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1929 to 1958) could not be quantified, the costs per pupil were easily available and could 

be used as a relevant measure of productivity (Callahan, 1962). In other words, the 

business model was successful, while the progressive education model was not. 

In another article published by Life magazine about the crisis in education, Henry 

Wriston (1958) warned that the geniuses of the next decade were being allowed to slip 

back into mediocrity as a result of the lack of quality academic subjects in public high 

schools. The curricula (math, science, and foreign language) comprised only 20 percent 

of the course offerings. This figure represented a significant drop from the 1910 figure of 

80 percent that existed in the pro-efficiency reform state (cited in Gel berg, 1997, p. 71 ). 

Americans, distressed by what they perceived as a failure of their education 

system to provide the necessary skills to those who would make up the next generation, 

applied great pressure for change in the system. Similarly, the business community was 

critical of an education system that had failed to produce graduates who would make 

America the undisputed leader in the world (Gelberg, 1997). 

The business and mechanical aspects of education that were so strong in the 

1920s would once again surface as part of the new and not so new school reform 

movement of the late 1950s and early 1960s. In the spring of 1958, a large American 

publishing house offered this advertising for one of its new books on the school 

principalship: 

This review salutes one of the unsung heroes of modem times - a man who is a 

true "Captain of Industry" in terms of the importance of his product, the size of 

his plant, the number of employees, the number of consumers, and the social, 
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economic, legal, and political aspects of his operations -the Principal in the 

American Public School. (cited in Callahan, 1962, p. 253) 

As the education and business environments grew during the first half of the 20th 

century, their relationship mirrored that of sibling rivals, competing with each other for 

the right to tell the American public what would be the best course of action for their 

children. Following World War II, the Korean War, Communist threat, and Sputnik, 

post-war babies now entering their teen-age years wanted answers to questions about 

their future. Neither the education community nor the business community could provide 

answers that would satisfy the disenfranchised youth. Big business and big education 

were seen as those who brought about war and the threat of nuclear devastation (Spring, 

1976). This great tide of discontent would surface in the next decade. 

The pendulum swing: 1960- 1970. The business atmosphere in the beginning of 

the1960s was remarkably similar to that of the 1920s, with most corporations being run 

by white Protestant professional males. They were largely unaware of the civil unrest that 

would soon capture the country. Education had survived the industrial revolution, World 

War I, the depression, the Second World War, the Korean War, the cold war, but it had 

never encountered anything like the 1960s. 

During the critical years from the mid 1960s to the late 1970s, the relationship 

between business and industry and education fell on hard times as issues of national 

concern such as educational equity and due process for students, created two substantial 

events. 

First, educators and the subsequent systems that they were in charge of had been 

greatly influenced by leaders ofbusiness and industry during the first 50 years of the 20th 
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century. Now however, the rise of teacher unions, parent advocacy groups, legal 

decisions, and an overall dissatisfaction with the performance of school systems caused a 

significant separation from the existing practice as schools were turning to teacher, 

parent, and community groups for guidance and support (Gelberg, 1997). 

Secondly as new players carne on the scene, corporate influence would be shunted 

and business leaders would increasingly view public education as a failure. Accordingly, 

they began to place their own children in private institutions. 

Additionally, due to the nature of a healthy economy, supported by the Vietnam 

War effort, the number of returning vets seeking jobs, the growth of technology, and the 

growing anti-establishment sentiment of America's youth, business began to detach its 

support from public high schools (Brinson, 1996). The perception was that since business 

was good and minimum entry-level job opportunities for high school graduates were 

down, the next level for recruitment should be the college graduate (Tirnpane, 1984). 

Although the business community may have abandoned the school systems, the 

school systems were far from abandoning the business model. From the tumultuous 

1960s through the 1970s schools and corporations had similar governance models, 

bureaucratic forms of organization, power distributions within their organizations, and an 

input-output production function (Gelberg, 1997). 

Having emerged from the 1960s and 1970s weathered but wiser, schools were 

ready to get back into bed with big business. The system had made its peace with such 

burning issues as the civil rights movement, the birth of the teacher organized labor 

movement, and the pop culture generation with its distrust of anyone associated with the 

status quo system. The quiet of the mid to late 1970s would help set the stage for a 
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renewal of relationships with business and industry, as Americans now turned their 

efforts towards finding careers and improving their social condition (Gelberg, 1997). 

Accountability and the 1980s. The decade of the 1980s forced business and 

industry to take a hard look at the potential workforce American education was 

producing. In light of the need to compete on a global scale, the information presented 

did not paint an encouraging picture. The attitude of business with regard to education 

shifted dramatically, as a more highly trained workforce was to become the standard by 

which in part, educational success would be measured (Brinson, 1996). Additionally 

Timpane (1984) noted that business and industry leaders were aware of trends pertaining 

to the overall dynamic of the American workforce: 

1. There would be fewer people entering the labor market. His expectation was 

that 20 percent fewer in the 1990s than in 1980s. 

2. The proportion of women entering the labor market would not rise as swiftly 

as it did in the past. 

3. The skills needed in the workforce would be increasingly more complex and 

changing more rapidly. 

4. Increased worker productivity was a necessity for successful competition in 

the global economy. (Timpane, p. 390) 

Timpane additionally noted that only schools could carry out the assignment of 

educating young people. Corporate training programs could complement but not replace 

an effective public education system. Timpane would further observe that, 

Of all the recent changes in the landscape of American education, none has been 

more dramatic and swift than the reappearance of the Business sector. Nowadays, 
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no analysis of educational perfonnance fails to mention either the need for 

improved skills in the labor market or the need for improved productivity that will 

enable the U.S. to compete successfully in the global economy. No national panel 

or state commission on education fails to include among its members, or to 

consult most carefully with, prominent business executives. (p. 389) 

A Nation at Risk had once again rallied a nation towards the goal of improving the 

educational status for all children. The inequities brought to light during the 1960s, 

coupled with increasing demands for educational equity for all stakeholders as 

championed during the 1970s was once again reminiscent of the end of the 191
h century, 

when as Gel berg ( 1997) states, "urbanization, industrialization, and massive immigration 

lead many WASP Americans to wonder whether the nation could withstand the many 

pressures being placed upon it" (p. Ill). 

Business leaders understood that they needed an employee pool with improved 

general skills, the ability to think critically, and to solve problems. Their most viable 

solution was to slowly reestablish ties with the public school system. During the 1980s, 

business leaders served on national panels and governor's blue ribbon commissions in 

order to lobby for educational change. In addition, they made commitments to assist 

schools in need of educational improvement (Brinson, 1996). 

The National School Public Relations Association (Hood, 1991) defined the 

Adopt-a-School program as a one-to-one partnership between a business organization and 

a single school. As part of their 1980s publication, Richard Lesher, President of the 

Chamber of Commerce ofthe U.S ., asked the private sector schools to provide: 

1. Discipline in the formative years and the workplace. 
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2. Greater emphasis on the basic skills (reading, writing and math) . 

3. Ability to adapt to rapid change in complicated and highly technical society. 

4. Inclusion of parents, business, industry, and labor groups in the formation of 

education policy. 

5. Effective programs for kids who will never complete college. 

6. Fair and realistic measurement of school outputs in human rather than 

statistical terms. 

7. Accountability for student results in a world of almost unlimited career 

opportunities. (p. 2) 

Programs such as Adopt-a-School helped serve as a liaison between education and 

business in their efforts to secure a renewed alliance (Flynn, 1998). 

During this period of renewal, business-education partnerships were on the rise. 

Between 1983-1984 and 1987-1988, the number of business-education partnerships grew 

from 42,000 to 140,800 as the corporate leaders realized the need to invest in human 

capital as a means of economic survival (Grobe, Curnan, & Melchior, 1993). 

In 1986 A Nation Prepared, the follow up to A Nation at Risk, asserted that 

employers were still lamenting that graduates of the school system were unable to 

accomplish the increasing complex work required of them. A national Roper Poll in 

1990 found that 58 percent of Americans felt that the schools did a poor or fair job of 

preparing students for work (Gelberg, 1997). By 1989, representatives of business 

leadership began to acquire real data about the effectiveness of education reform in light 

of A Nation at Risk, and A Nation Prepared. This information was subsequently shared 
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with the American public through the Clinton Administration and Robert Reich who 

wrote: 

In the new global economy, nearly everyone has access to big breakthroughs and 

to the machines and money to tum them into standardized products at about the 

same time, and on roughly the same terms. The only factor of production that is 

relatively immobile internationally, and on which the future standard of living of 

the nation uniquely depends, is us - our competence, our insights, and our 

capacity to work productively together. (cited in Gel berg, 1997, p. 118) 

In 1988, Marc Tucker, head of the National Center on Education and the 

Economy, warned the members of the New York School oflndustrial and Labor 

Relations that the days were numbered for minimally educated, middle-class members of 

America's workforce. As a nation we faced two options: Lower the national pay rate to 

match that of foreign competitors, or increase employee productivity by increasing · 

employee skills (cited in Gelberg, 1997, p. 119). Since it was unlikely that we would be 

able to lower the national minimum wage, the upgrading of the skill level of the national 

workforce became a high priority at the White House. 

Once again, business and industry were called upon to help manage the 

formidable task of realigning standards of education with standards of business. The 

most common avenue was the school-business partnership that would connect a local 

business and a school through mutually agreed upon goals that would be beneficial to 

both parties. This type of partnership was embraced in the Federal Education Partnership 

Act of 1988, Title VI, Subtitle A, Chapter 5 of the Omnibus Trade and Competitiveness 

Act of 1988 (PL 110-41 0; 20 USC 5031-5039). The purpose of this legislation was: 
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To encourage the creation of alliances between public schools or institutions of 

higher education and the private sector, in order to apply the resources of the 

private and nonprofit sectors of the community to the needs of the schools or 

institutions of higher education in that community; to encourage excellence in 

education; to encourage business to work with educationally disadvantaged 

students and with gifted students; to apply the resources of communities for the 

improvement of education; and to enrich career awareness of secondary or 

postsecondary school students through exposures to the work of the private sector. 

(cited in Brinson, 1996, p. 6) 

During 1989, the number of business partnership agreements was estimated to be 

approximately 40 percent of American elementary and secondary schools (National 

Center for Educational Statistics, 1989). Along with the increase level of business 

participation, offering both financial and "in-kind" support, came a growing sentiment 

among educators that these business partnerships would resemble past reform movements 

and end in disappointment (Brinson, 1996). Still other educators felt that business 

involvement would make no significant difference at all. The relationship between 

business and education has at times seemed like a marriage, where both partners come 

together to create synergistic student achievement. At other times, it has seemed like 

sibling rivalry, where each partner wants to succeed at the expense of the other. 

Some historians believe that American education reform has always reflected 

corporate dominance, and yet others have suggested that school reform has been more 

like an acceptable trade-off among the diverse groups within the education and business 

sector (Mazzoni & Clugston, 1987). The truth may be that while each is an autonomous 
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entity, their individual success is dependent upon understanding and fulfilling the needs 

of the other (Wynne, 1987). For many years, business organizations have given money 

to support athletic teams, band boosters, yearbook ads and other co-curricular programs. 

Miron and Wimpelberg (1989) have labeled these as "conservative" behaviors on the part 

of both business and their education recipients. Conservative partnerships occur when 

the business entity provides only goods and/or services to the school with no provision to 

change curricular or instructional values. In their study, 87 percent of the principals were 

involved in this type of conservative partnership, yet most principals in the study desired 

an even greater level of support. While historically, schools have needed the generous 

support of the corporate community, not all have embraced the initiative. 

Mann (1986) observed that some high school principals were not in a rush to form 

partnerships, but it is his assertion that who would be in a better position to take 

advantage of such a partnership? He continued by pointing out that nationally, the most 

striking discovery about school-business partnerships is the rapidity at which interest falls 

off as the distance from big cities increases. Three reasons are suggested as to why 

smaller school districts have not embraced the school-business partnership process: 

1. There are approximately 18,000 public school districts in the United States. 

Many of them were never unhooked from the social and economic power as 

were the big city schools. Therefore, they did not need a formalized 

partnership process. 

2. Scale was important to the partnership process. There had to be sufficient 

business resources from which to draw upon. These resources were not as 

evident in the smaller districts. 
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3. A solid tax base is ultimately more effective than a gift base. Business support 

will change as economic factors impact the corporate marketplace. (p. 3) 

Mann concludes by suggesting that even though all school districts could benefit 

from an ongoing business partnership, it is most likely to happen in larger urban school 

districts. Brinson (1996) supports this idea in his own study in Georgia and in noting 

information gleaned from studies by Manning (1989) and Cummins (1993) in which 

leaders in rural school systems were aware of school business partnerships, but many 

were not participating in the process. Hood (1991) contends that business partnerships 

during the late 1980s were mostly a matter of cosmetic rather than radical surgery, with 

the business sector providing little more than a massive infusion of cash into the system. 

He documents three basic categories of business support: a) business helping schools, by 

providing donations and other aid to elementary and secondary school systems; b) 

business acting as schools, by providing company-run training and remedial programs; 

and c) business changing schools, by being involved in the social and political debate 

over education reform. It is the third category, according to Hood, that provides the most 

promise for improving education. From the business perspective, William Woodside, 

(1986) Chairman and Chief Executive Officer of the American Can Company noted that 

as a result of his own personal experience with public schools, there is indeed a benefit 

derived from a mutual partnership. 

Students are able to avail themselves of opportunities and support that would be 

otherwise beyond their reach. In addition, the business environment has been able to 

observe firsthand the problems that educators face . Teachers and administrators have 

come to recognize that business actually has some valuable resources other than money 
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to offer schools (Woodside, 1986). As the last decade of the 20111 century began, issues 

about a technology and information competent workforce strengthened the cooperation 

between business and education. In addition, a new emerging marketplace began to 

attract the attention of corporate America. This marketplace contained a captive, 

impressionable audience with significant financial resources. This marketplace was the 

American Public School System. 

The corporate input- 1990s. In 1989, The Business Roundtable (Wentworth, 

1993) announced a 1 0-year education agenda, which spelled out nine essential 

components of a successful education system. As part of their agenda, the Business 

Roundtable, representing 200 members, responsible for 10 million employees agreed to 

work with state and local educators to effect change. The nine components of a 

successful school system were listed as: 

1. A successful education system operates on four assumptions: 

a. Every student can learn at significantly higher levels 

b. Every student can be taught successfully 

c. High expectations for every student are reflected in curriculum 

content, though instructional strategies may vary 

d. Every student and every preschool child needs an advocate -preferably 

a parent. 

2. A successful system is performance or outcome based. 

3. A successful system uses assessment strategies as strong and rich as the 

outcomes. 
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4. A successful system rewards schools for success, helps schools in trouble, and 

penalizes schools for persistent or dramatic failure. 

5. A successful system gives school-based staff a major role in instructional 

decisions. 

6. A successful system emphasizes staff development. 

7. A successful system provides high-quality pre-kindergarten programs, at least 

for every disadvantaged child. 

8. A successful system provides health and other social services sufficient to 

reduce significant barriers to learning. 

9. A successful system uses technology to raise student and teacher productivity 

and expand teacher access to learning. (Wentworth, p.3) 

With regard to application of the Business Roundtable Principles, Blake and 

Pfeifer (1993) found that their implementation of a business partnership with a large 

corporation required a commitment from the community as well as site faculty, staff, and 

administration. In addition, an on-site coordinator should monitor the person responsible 

for implementing programs throughout the school, as a strategy to help improve the 

chances for a successful partnership. 

In April of 1996, "A Guide to Promising Practices in Educational Partnerships" 

was published by the Office of Educational Research and Improvement (OERI) of the 

U.S. Department of Education (Danzberger & Clark, 1996). OERI provided funding to 

29 educational partnerships in the United States (from 1989 to 1994) with business and 

community participation under the Educational Partnership Program (EPP). The EPP 

definition of a successful partnership was characterized as follows: 
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Successful partnerships are characterized by an exchange of ideas, knowledge, 

and resources. Partners form a mutually rewarding relationship to improve some 

aspect of education, and the relationship must be based on the identification and 

acceptance of compatible goals and strategies. In addition, the partners should 

respect the differences in each other's culture and style, striving to apply the best 

ofboth worlds to achieve established goals. (OERI, 1993, p. 3) 

Of the 29 funded partnerships, 13 were deemed successful as established by 

Danzberger and Clark in their Educational Partnership Case Studies (1996), providing 

the following information gleaned from their work: 

1. Outside funding stimulates action; 

2. Each participating organization is challenged to change policies and 

procedures to accommodate a new way of working with others; 

3. Partnership approaches require adaptation to fit each community, school 

district, and school; 

4. Organizational mavericks may be a source of creative and meaningful 

programs, but they need support to strengthen and improve the program; 

5. A shared vision and deep commitment among partners can overcome 

weakness in program design and implementation; 

6. Even with confusion about how the partnership structure relates to the 

program, the partnership itself can be institutionalized; 

7. Leadership is critical in a complex partnership; 

8. Leaders who reflect commitment to particular programs and processes may be 

more successful than leaders who see themselves as facilitators; 
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9. Identifying and solving problems, using adaptive planning, contributing to 

success; 

10. Skilled and committed staff empowered to carry out partnership plans are an 

important element in project success; 

11. A complex partnership can be strengthened by breaking it down into 

components; 

12. University students are a viable resource for classroom teachers, even if the 

students are not preservice teachers; 

13. Highly stressed large urban school districts pose extreme challenges to 

university-based partnerships; 

14. When partnerships do not receive feedback regularly, their importance may 

dwindle; 

15. Educational partnerships can be used to leverage additional funding for 

activities deemed important by the community; and 

16. Educational partnerships can be used to garner support for school refonn in 

the community. (p. 4) 

Ball en (1998) developed a summary of business-education partnerships for the 

U.S. Department of Education. The document entitled, The Corporate Imperative: 

Results and Benefits of Business Involvement in Education, evaluated national business

education partnerships as corporate America was developing a new (or not so new) 

American consensus. The focus dealt with the idea that Business could create strategic 

education alliances that met business objectives and promoted systemic education 

change. In addition, business should develop education partnerships with the same degree 
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of strategic thinking used to advance any business objective or new product. A list of 

findings and corporate responses appears in Figure 1. 
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Initiatives 

Business can play a key 
role in ensuring that all 
students receive a high 
quality education. 

Corporate sponsored 
education initiatives 
provide tremendous 
benefits to communities, 
businesses, schoo ls, and 
employees, by providing 
immediate and long-term 
partnership support 

An American consensus 
that education must be 
developed around what is 
needed to prepare students 
for the future. 

The John Hancock 
"F inancial Wizards 
Program". Designed as an 
interactive math curricu lu m 
approach teaching financial 
concepts through team 
tutors. 

._____.. 

-------

~ 

Research 

Research shows that continued 
corporate prosperity depends on 
m~or education change to 
maintain a highly qualified, 
competit ive workforce. 

Companies must strive for 
integrated, strategic partnerships 
that: 

Reflect core business and 
organi zational philosophy, 

Align with the mission of 
schools, districts, and states to 
promote systemic educational 
change, and 

Strengthen the core of education 
at critical transition points of 
leverage and opportunity. 

Many business-education 
partnerships are in volved with 
an integrated, systemic, 
curricu lum approach focused on 
reading and math benchmarks. 

This business- education 
partnership has three key 
benefits: (a) the business 
in vo lvement helps to build 
student achievement and interest 
in mathematics, including 
algebra, and a better prepared 
workforce for the next century 
(b) the school involvement 
increases student understanding, 
appreciation, and test 
performance in mathematics and 
prepares students fo r mastery of 
more advanced math (c) the 
teacher understands more real-
life examples of math usage and 
helps students be more 
enthusiastic about math. 
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____. 

~ 

Corporate Response 

We ' re talking about the future of our 
nation. Economic prosperity for all 
our citizens is an empty and cynical 
dream un less we provide the 
necessary education to all students No 
Democracy can survive without an 
educated citizenry - Lou Gerstner, 
Chairman and CEO. IBM. 

Corporate America has the power to 
improve the education oftoday's 
youth by enabling emp loyees to 
participate in school-related activit ies 
during the school/work day - Jill 
Barad, Chairman and CEO, Matte/ 
Company. 

No issue is more fundamental to 
America's future and our quality of 
life than education. Businesses must 
play a vital role in helping our 
students to develop the ski lls they 
wi ll need to succeed in the 2 1 '' 
century - Arthur F. Ryan Chairman 
and CEO, Prudential Corporation. 

Our wizards' effort really represents 
the idea that company/school 
relationships go way beyond the 
typical provider of resources. Here 
we found a synergy with a group of 
individuals who have expertise, and 
more important, a love fo r the art of 
mathematics, and matched them with 
the teachers and the students to create 
a new and innovative way of the 
business world helping children -
Steve Brown, Chairman and CEO, 
John Hancock Company. 

(figure continues) 



Initiatives Research Corporate Response 

The AT&T Learning This business- education partnership I believe that family involvement 
Network, is a joint venture ___. has three key benefits: (a) the 

--+ 
is the key to student success and 

between AT&T the State of business helps to build a better that is why I'm so proud that 
Maryland. It is designed to educated and technologically Family Education Network and 
link families, teachers, and proficient teaching force that can AT&T have chosen Maryland to 
schools to technology tools better prepare tomorrow's workers, showcase this educational model. 
that will support their and more actively engages families This innovative project is an 
needs. with their children's education (b) the important link to tie our schools 

school strengthens student and with the local community 
teacher skills in working with through information technology 
technology and increases parent - Maryland Governor Parris 
involvement (c) the teacher increases Glendening. 
knowledge about working with 
computers in the classroom and 
improves connections to parents and 
other teachers. 

Figure 1. Business-education partnership summary. 

Ball en (1998) pointed out that it was in the best interest of the business 

community to help improve education. By utilizing a diverse group of partners, schools 

could gain a sense of the different strategies that reflect unique business values and 

cultures and the business community could gauge the priorities oftheir education 

partners. By examining the goals of both business and education, partnerships could 

create a lasting imprint on student achievement and business success. 

During the 1990s, business interests were clearly being represented throughout 

the halls of academia. Business leaders, teaming up with education leaders, had furthered 

the goals of business while helping to provide reform, research, and resources for schools 

(Larson, 2002). 

With the assistance of organizations such as the Business Roundtable, the 

National Alliance of Business, the Education Excellence Partnership, the Business 

Coalition for Education Reform, the Committee for Economic Development, and 

numerous chambers of commerce throughout the United States, business leaders sought 
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out education officials in order to help shape the movements of educational reform at the 

local, regional, and national levels. 

By the close of the 201
h century, educators in partnership with their state 

departments of education and the federal government were more than willing to allow 

corporate America to gain an interest in the education of our children. Business 

executives had a direct impact on policy by taking positions that gave them the power to 

analyze problems in education and offer the corporate solution. David Kerns, former 

CEO of the Xerox Corporation was appointed the deputy secretary of education in the 

George Bush administration. He then became the chairman of the New American 

Schools Development Corporation (NASDC). Lewis Branscomb, Vice President and 

Chief Scientist of the IBM Corporation chaired the task force that wrote A Nation 

Prepared. John Anderson, a former IBM executive, was appointed the president of 

NASDC. Norman Deets and John Foley, executives with Xerox, joined the National 

Center on Education and the Economy. Christopher Cross, former executive director of 

the Business Roundtable's education initiative, sat on the Maryland State Board of 

Education. Louis Gerstner, IBM's CEO, headed the "Education Summit" of 43 governors 

and business executives in 1996 (Gelberg, 1997). It is clear that corporate influence of 

this type at the national level would certainly have an effect on the direction of education 

reform well into the 21 51 century. 

The New Millennium 

In 2001, a policy report (Larson) to the ERIC Clearinghouse on Educational 

Management suggested the following concerning education-business partnerships: 
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The potential for businesses to help schools improve and to expand the learning 

experiences of students is acknowledged by proponents and critics alike. Business 

involvement in schools takes many forms, from business people volunteering as 

mentors in public schools to creating scholarships for aspiring school reform to 

forming partnerships, members of the business community have volunteered 

precious time and resources to bring about what many consider to be positive 

changes in public schools. (Larson, 2001, p. 14) 

In 2002, the same organization had this to say concerning education-business 

partnerships: 

Some education leaders view the business community's involvement as 

interference and interpret some of the goals of the nation's leading business 

advocates of school reform as self-serving. Critics have objected to goals such as 

transforming schools into pipelines for workforce development, and expanding 

the use of private-sector technology in public schools while decreasing the role of 

the federal government regulator and developer of educational content. (Larson, 

2002, p. 2) 

As business-education partnerships continue to increase, there is a greater need 

for principals to understand the nature of the partnership interaction. The National 

Association of State Boards of Education has stated in their Guiding Organizational 

Principles for State Boards of Education (2000) that: 

School-business relationships based on sound principles can contribute to high 

quality education. However, compulsory attendance confers on educators an 

obligation to protect the welfare of their students and the integrity of the learning 
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environment. Therefore, when working together schools and businesses must 

ensure that educational values are not distorted in the process. (p. 9) 

In a positive school-business relationship there should be ethical and structured 

behavior founded on the belief that since students are a captive audience, their 

exploitation would be a violation of the public trust. Programs of corporate involvement 

must be structured to meet an identified education need, not a commercial motive, and 

must be evaluated for educational effectiveness by the school/district on an ongoing 

basis. 

Consumers Union (Berreth, Fege, Haynes, Millions, Molnar, & Templeton, 

1995), in their report, "Captive Kids: A Report On Commercial Pressures On Kids At 

Schools," provided insight into the question of whether commercial corporate influences 

were undermining the integrity of education. What would they consider an acceptable 

price to pay for support programs, materials, and equipment for financially troubled 

schools? Their findings in favor of in-school commercialism illustrated the 

overwhelming financial need apparent in schools caused by chronically underfunded 

school systems. 

Sponsored programs that allowed for on-site marketing would result in major 

enhancements to the increasingly shrinking materials pool, as well as financial support. 

Commercialism was seen as a pedestrian issue in the lives of most children; therefore, 

there would be no reason to believe that they would be unduly influenced by the 

additional commercialism in their schools. Teachers were more than capable of 

evaluating materials for commercial bias, and subsequent appropriate use. Business 

48 



partners had unique information and resources that would be valuable in improving a 

student's education. 

Consumers Union (Berreth et al., 1995) again argued that a commercial presence 

would be an unintended partnership with regard to the education agenda. Classroom 

integrity would be compromised due to commercial bias and propaganda coming along 

side the curriculum. Promotionally sponsored events and advertisements would carry the 

weight of an endorsement by the school system. Sponsored materials would bypass the 

traditional review process for acceptable classroom materials. Teachers would have to 

function as gatekeepers with regard to materials allowed to be present on the school site. 

Consumers Union (Berreth et al.) went on to suggest that according to the Council for 

Aid to Education, Corporate America's interest in education increases each year as 

indicated by an ever-increasing donation program. Annual corporate expenditures for 

pre-college education totaled $3 81 million in 1993. That is equivalent to 54 times the 

amount given during the 1960s. 

According to the National Association of Partners in Education and their 

Partnership 2000: A Decade of Growth and Change report, schools continue to use 

partnerships to help meet standards-based education goals. In 2000, schools in 81 percent 

of partnering districts focused partnership activities on improving achievement (p. 26). In 

addition, 62 percent of partnering districts focused on leadership and management 

training for teachers (p. 52). 

It seems clear that as far as education and business are concerned, the end of the 

20th century was much like the beginning. Administrative progressives and education 

progressives, both desiring a significant place in the American education scene, have 
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forged fragile partnerships under the noble banner of the greater good for students. The 

primary question that has surfaced is: What does the building level administrator 

(principal) and the corporate entity (business partner) need to know to effectively deal 

with the complex nature of an ongoing partnership. 

Florida: Business-Education Partnerships In A High Stakes Testing Environment 

In 1998, Governor Jeb Bush of Florida initiated the Florida A+ Program, a 

standards-based accountability measurement system that assigns grades from "A" to "F" 

to each elementary, middle, and high school in the state of Florida. Students' scores on 

the Florida Comprehensive Assessment Test (FCAT) determine each school's grade. 

This system has created a statewide atmosphere of "high stakes testing" complete with 

significant rewards and punishments designed to ensure compliance. School principals, 

feeling the pressure to increase student achievement and looking for immediate concrete 

results that could be measured by the test scores, realized that they could not succeed 

without the support of all stakeholders (George, 2001). In some sense, principals, faced 

with the prospect oflosing students (and their FTE dollars) if their school scores 

consistently as a "D" or an "F," have been forced into an all-consuming preoccupation 

with academic achievement. As George points out, many principals have concerns about 

their need to balance the State requirement for academic achievement at any cost with 

their own philosophy about education and what is developmentally appropriate for 

students. 

In his study, George (200 1) found that about 50 percent of school leaders believed 

that Florida's A+ Program was deeply flawed and damaging to a developmentally 
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appropriate education for their students. In addition, 50 percent of the principals reported 

that teacher morale had never been lower and stress had never been higher. In addition: 

Principals also struggle with the perceived inequities of the standards-based 

reform. An administrator pointed out that one school raised its scores from the 

18th to the 48th percentile and got an "F ," whereas another school raised its scores 

from the 51 st to the 56th percentile and got $80,000 in bonus money. (p. 29) 

Despite the fact that Florida principals have issues with the implementation of 

high stakes testing, the business community has endorsed the higher level of 

accountability since they have an abiding interest in student success. Over 17,367 

business partners gave approximately $36.3 million in cash and in-kind donations to 

students in public schools in 1993-94 (Interlock: Florida Workforce Development, 2000, 

p. 20). 

Nine out often respondents to a national survey by the Northwestern National 

Life Insurance Company indicated that in order to overcome employee deficiencies such 

as lack of math and computer skills, communication skills, and personal characteristics 

such as lack of dependability and responsibility, high schools should prepare students for 

higher education and the world of work. This preparation should include higher 

standards, business classes, training and career counseling set in an overall curriculum 

that emphasizes the transferability ofknowledge and skills (Romano, 1995). 

To be effective, school leaders must take a proactive role and look beyond their 

school property lines towards the outside world. Standards expressed by the Interstate 

School Leaders Licensure Consortium (as cited in Murphy, 2002) include expectations 

for the shift to a postindustrial society and a global marketplace in which school leaders: 
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1. Have high visibility in the community. 

2. Develop relationships with community leaders. 

3. Establish partnerships with business and higher education institutions. 

4. Reach out to religious, political, and service agencies. 

5. Secure available community resources for their school. 

6. Ensure the appropriate and wise use of public resources. (pp. 26-27) 

Schools of the 21 51 century will be dynamic composites of diverse cultures and 

constantly changing individuals (Murphy, 2002). Public schools, charged with educating 

all who come through their doors as equitably as possible, will have to rely on substantive 

support from their communities and beyond. Shrinking budgets, as a matter of course, 

will require an ever-increasing demand for business partnership support. The building 

level principal will have to have in their arsenal of leadership skills the wherewithal to 

effectively incorporate the multi-faceted investment of the business partner with the ever

increasing need to show educational accountability through student achievement. The 

interaction between principals and their business counterparts with regard to the 

education agenda is the focus of this study. 

Chapter Summary 

The relationship between business and education is not a new phenomenon, as 

indicated by the literature. Early in the 201
h century, business leaders sought to develop a 

future potential workforce by infusing into the education curriculum course work 

designed to prepare significant numbers of students for post high school employment. 

Based upon recommendations by the "Committee ofTen," business leaders endorsed a 

call for more industrial arts dominated schools. Leaders in education felt compelled to 
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support their own agenda of more intellectual pursuits, and as a result of 

recommendations made by the Commission on the Reorganization of Secondary 

Education, the "Cardinal Principles of Secondary Education" were established. From 

1910 to 1930, public high schools struggled to find a way to have a peaceful coalition 

between the business environment and the education environment. 

In the depression era, school populations began to swell as employment 

opportunities were scarce and national confidence in the economy was low. Individuals 

seeking to redefine themselves returned to school in record numbers. As a result, the 

business environment would have to deal with a more educated population seeking to 

improve the social condition for themselves and their children. 

Following World War II, the concern about quality education and the growing 

demand in both the professional and blue-collar workforce sectors of the economy re-

energized the relationship between business and education. Parents and students 

pressured schools to consult the business community when deciding on curriculum 

offerings. In the education community, a growing concern about the higher order 

thinking skills of students came to a head with the launching of Sputnik in 1957. 

The United States became acutely aware ofthe inadequacy of its national science and 

math curriculum. With the passage of the National Defense Education Act in 1958, and 

significant support from the business community, a goal was established to improve the 

level of knowledge for math and science students nationwide. 

During the 1960s, following the cold war and the threat of nuclear devastation, 
students began to rally against the education system and the business community. Seen 
as a threat to the social condition of mankind, students rejected the traditional role of 
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productive citizen, and as a result, business began to disconnect from the public 

education system. Although a healthy post war economy expanded the worker demand, 

the need was met by a growing number of returning war veterans looking for jobs. By 

the end of the 1960s, the Vietnam War effort was winding down, civil and social issues 

were being addressed, students were now adults trying to get on with their lives, and the 

United States of America had just landed a man on the moon. The nation was ready for 

the quiet decade of the 1970s. Business and education were once again seeking a 

prolonged relationship in order to help Americans find rewarding careers and improve 

their social condition. 

As the information age began to take hold in the 1980s, the publication of A 

Nation at Risk once again indicated an inadequate level of student ability and training 

when compared to global education. Business leaders understood that in order to 

compete, they needed an employee pool that could think critically and solve problems. 

Their response was to partner with education by getting involved at the leadership level. 

Many served on nation panels and state commissions lobbying for educational change. 

Others in the business community made financial commitments to schools in their local 

areas that needed improvement. By 1989, 40 percent of American public elementary and 

secondary schools participated in some form of a business partnership. 

The 1990s saw a continued increase in school - business partnerships, as a new 

emerging trend began to surface. Not only was the business community helping students 

to succeed by developing workforce skills, they were also investing in future consumers. 

The idea of a substantial market share with incredible financial resources created a new 

corporate strategy designed to increase brand awareness at an early age. While some in 
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the business community continued to invest in education for the sake of improving the 

outcome for students, others were investing in education hoping to improve their own 

outcome. 

At the close of the 20111 century, the relationship between education and business 

continued to grow. Many educational leaders at the federal and state level were willing 

to accept this new corporate involvement as a trade-off for the significant amount of 

financial resources that were being poured into public education. On the other hand, 

consumer groups and parent groups were lobbying for strong legislation limiting the 

amount of corporate selling to public school students. In the gap, stands the principal of 

each school who must try to balance the need for increased technical and financial 

support offered by the business partner, with the impact on the student population as a 

captive marketplace. 
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Chapter 3 

Methodology 

Overview of the Conceptual Framework 

One of the most prominent school reform movements of the late 20111 century has 

been the school-business partnership. In especially difficult financial times, where public 

school resources have been stretched to the limit, principals have discovered a significant 

source of financial and instructional support through corporate and business partnerships 

at the national, state, and local levels. However, understanding about how principals and 

their respective business partners interact with each other as related to issues of 

commercialism in schools is an area of much debate and yet limited research. In order to 

take full advantage of the opportunities presented by the business partnership, principals 

must fully understand the relationship between themselves and their business partners. 

Business partners must also understand and appreciate what education can offer beyond 

the pedestrian notion of a free and open marketplace. 

A combination of qualitative and quantitative also known as mixed methods 

(Creswell, 1994, p. 176) will be used in data collection and analysis to identify elements 

ofbeneficial school-business partnerships with respect to district policies and leadership 

development. A pilot study will be conducted with regard to the questions and format for 

the in-depth interviews. This instrument will be evaluated utilizing three high school 

principals and three equivalent- level individuals from the business sector. The pilot 
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group and their comments will be essential in validating the in-depth interviewing 

instrument. 

Research Methods and Procedures 

This exploratory study will employ a mixed-method design through the use of a 

quantitative survey instrument and qualitative interviews. The quantitative survey 

instrument developed by Dr. Paul Brinson (1996) will determine the knowledge level of 

high school principals in three selected Florida school districts, A, B, & C with regard to 

business partnerships. The survey approach will be used because a widely distributed 

population will be sampled and sufficient data can be collected using this technique. 

A survey design provides a quantitative or numeric description of a part of the 

population (the sample), through the data collection process of asking questions of 

people. The data that is collected enables a researcher to generalize the findings from the 

sample of responses to a population (Creswell, 1994). As the data are collected through 

the survey instrument process, the objective is to establish how patterns of relationships 

exist between the variables of interest (Bryman, 1989). 

In addition to the quantitative survey instrument, qualitative interviews will be 

conducted with high school principals and their business partners. The researcher 

believes that qualitative interviews would constitute a valuable contribution to the 

literature since little is known about what business partners think and how they react with 

regard to school-business partnerships. 

The qualitative style methodology will be employed with regard to selected 

principal and business partner interviews. Qualitative research reliability is viewed as a 

fit between what is recorded as data and what actually occurs in the setting under study. 
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Research through in-depth interviewing is sometimes referred to as unstructured, open

ended, or nondirective. The researcher is trying to understand in detail , how people think 

and how they came to an understanding of the values that they hold (Bogdan & Biklen, 

1998). In addition, qualitative interviewing can allow for the acquisition of data in a 

naturalistic setting where the researcher becomes the key instrument. Since qualitative 

research is not numbers dependent, but rather process oriented, it recognizes information 

that is constructed through words and pictures. This kind of information is valuable to 

the researcher in determining a holistic picture of how people make sense of what they 

are doing and why they are doing it. 

Researcher Positionality Bias 

The concept of positionality bias in qualitative research extends from an 

understanding that not all knowledge is structured in similar ways. As researchers, we 

orient ourselves through different worldviews, and as such, tend to construct meaning 

through our personal experiences. This researcher works in a public high school, in a 

position directly related to school-business partnerships. This makes him susceptible to 

positionality bias when evaluating qualitative source data for this study. With an 

understanding that with regard to qualitative inquiry, a researcher cannot be totally 

neutral and objective, procedures can be put in place to minimize researcher positionality 

bias. In order to minimize bias, this researcher will strive to gain clarity as to what 

framework of knowledge will be brought to the research. 

In addition, this researcher will recognize his own identity, ideology, and practice 

as related to that framework and how others might be positioned differently. This 

researcher will attempt to develop a broader interpretive framework to help avoid 

58 



misinterpreting other's intentions and the functions of their actions. The process of 

qualitative research is about the position of the researcher, the research participants, and 

the phenomena being studied. By its very nature, it elevates subjectivity to a higher 

degree by placing a great deal of importance on participant experiences. The expectation 

of this research is that as a result of the interaction between the researcher and the 

participants, there will be a greater understanding of the phenomena being studied. 

Research Questions 

1. What is the nature of the relationship between high schools and their business 

partners? 

2. What do high school principals need to know in order to create equitable 

business partnerships? 

3. What do business partners need to know in order to create equitable education 

partnerships? 

4. Based on this study, what recommendations emerge that will promote more 

equitable relationships between business and education partnerships? 

Research Design 

This study will be conducted in public high schools in three of the largest school 

districts in the United States, all of them located in the southern Florida area. Public high 

schools were chosen because large school districts are typically overcrowded at the high 

school level, and resources are scarce. Business partnerships are not only welcomed, but 

also sought after by principals in need of financial support. In addition, high schools rely 

on their business partners to support their school-to-career initiatives as well as extra 

curricular activities such as sports and community relations. In Florida, in particular, high 
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stakes testing has exhausted traditional curriculum resources and manpower. Business 

parinerships have been employed for the purposes of extending curriculum enhancement 

as well as alternative instructional strategies designed to improve student achievement. 

All public high school principals that were involved in this study in the selected 

Florida school districts were sent the quantitative survey. The survey instrument 

included a question asking for permission to conduct an on-site interview. Those schools 

in which the principal had agreed to an interview, provided a name and address on the 

survey as requested by the researcher. The interviews included six business partners (two 

from each of the three counties) and three principals (one from each of the three 

counties). The selection of each principal interview site began with threshold criteria 

applied to each school in which the principal has agreed to be interviewed. To meet the 

threshold criteria, a school must have partnerships that generated at least $100,000 

annually in cash, equipment, or in-kind services. 

The researcher visited each school that met the threshold criteria for the purposes 

of creating the photo researcher of business partnerships based upon visible name 

recognition of businesses at the school. The process for creating the photo matrix was as 

follows: 

1. Approach each school in the same manner, the main entrance, and parking as 

close to the administrative offices as possible. 

2. Scan 180 degrees, taking a photographic record of the external environment. 

3. Record any business partner media information that faces the exterior of the 

school property. 

4. Enter the school, identify myself, and obtain a visitor's pass. 
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5. Walk the main hallway leading to the cafeteria and record any business 

partner media information that is present. 

6. Enter the cafeteria and record any business partner media information that is 

present. 

7. Enter the teacher's lounge and record any business partner media information 

that is present. 

8. Head towards the sport's areas and record any business partner media 

information that is present. 

9. View photographs and list all business partners. Count the frequency of 

appearance of each business partner in each school district. Rank the results. 

10. Compare the rank order and come up with the top ten business partners. 

Once the matrix for the selected Florida district high schools was completed, the 

top six partners, based on frequency and centrality of appearance in the matrix were 

contacted for an in-depth interview. 

Quantitative Instrument 

The survey used was a modification of an instrument created by Dr. Paul Brinson 

in 1996 (see Appendix A). Dr. Brinson modified a survey instrument created by Dr. 

Woodrow Cummins (1993). Written permission was obtained from Dr. Brinson to use 

and modify the survey from his study (see Appendix B). Questions were phrased in basic 

questioning styles including multiple choice and Likert-scale items. The survey was 

composed of 15 Likert-scale items to examine principal attitudes and perceptions, and 

nine Likert-scale items dealing with school participation in the partnership. All Likert

scale items were prepared using a six-point scale ranging from strongly agree to strongly 
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disagree. Dr. Brinson points out that the six -point scale was considered important since it 

forced an opinion from respondents and provided additional levels of discrimination for 

the researcher (Brinson, 1996). 

The following information supports Dr. Brinson's face validation. As suggested 

by Bryrnan (1989), face validation is the idea that there appears to be a relationship 

between what a survey instrument measures and its correspondence to the researchers' 

overall study. The survey was constructed so that it fit a single page, back and front, in 

pamphlet style. The information requested could be provided spontaneously since the 

survey items were designed to measure awareness, attitudes, and perceptions of school

business partnerships. The survey instrument could be completed in less than ten 

minutes. 

The instrument was content validated prior to implementation by members of Dr. 

Brinson's dissertation committee and by the five secondary school principals included in 

the pilot test. The five principals selected for the pilot test were based in schools ranging 

in size from 600 to 2,000 students. One school was in an urban area, two were in 

suburban areas, and two were in rural areas. During the pilot testing, the five principals 

who received the survey were contacted by phone in order to alert them that the 

instrument was being delivered. 

Each was requested to provide feedback on the adequacy of the instrument. Each 

was asked to give special attention to the layout, the time required to complete the 

instrument, and any ambiguous or confusing items or directions on the instrument. They 

were also asked to identify any obviously biased questions or those that contained more 

than one idea. 
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The pilot group faxed their completed surveys to Dr. Brinson and were again 

contacted by phone to discuss any comments they had made. The instrument was 

modified after each group provided responses and comments. As a result of the pilot 

study, questions were refined and the instrument layout was changed to make the survey 

easier to read and respond to. 

For this study, Dr. Brinson's survey instrument was modified in the following 

manner: The eight questions relating to geographical and personal demographics were 

omitted since they were beyond the scope of this study. A space was added to the survey 

that asks principals to identify their business partners by name. 

Qualitative Instrument 

For this study, a qualitative interview instrument was utilized. The instrument 

was given to two pilot groups consisting of three building level principals and three 

school-business partners for evaluation and comment prior to its use during the interview 

process. The protocol includes ten open-ended questions with probes covering the 

following areas: 

1. The nature of the business partnership. 

2. The perception of the role of the business partner in education. 

3. The perception of the role of the principal as an education partner. 

A copy of the protocol can be found in Appendix C. 

Study Sample 

As of December 2002, in the State of Florida, there were 40 public high schools 

in school district A and 24 public high schools in school district B. Although there were 

23 public high schools in school district C, the district office would only allow 16 
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selected high schools to participate in the study. The population receiving the 

quantitative survey instrument consisted of all 80 principals from these schools as 

identified by their respective school district records departments. At least one principal 

from each of their respective school districts, who agreed to be interviewed, was selected 

at random for this study. In addition, six representatives from the business partnership 

community, as defined by the photo matrix, and business partnership criteria selected for 

the qualitative interviews. 

In addition to the survey data, the in-depth interviews of principals and business 

partners, the researcher initiated on-site photography. Photographic images ofbusiness

partnership visual displays were recorded on the high school campuses for which 

business-partner interviews were agreed upon. Photographic information can be valuable 

as a record-keeping device and to help the researcher get a better grasp of the subject data 

(Bogdan & Biklen, 1998). The sources of evidence that the participant observer can 

employ as a method of documentation include much of the visual medium realm 

designed to cast insight into interpersonal behavior and motives (Yin, 1994). In addition, 

the participant observer can use photography in the field as a method for conducting 

cultural inventories (Glesne, 1999). The photographic record indicated the location of 

business-partner media including posters, banners, and logos that appear throughout the 

school property. It is expected that this type of media would be found in obvious 

locations such as sports venues. However, what other locations might be considered by 

business partners as vital to their marketing interests. Additionally, how might such a 

strategic marketing placement affect the decision-making power of the student 

population? 
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Data Collection 

The survey, along with a cover letter was mailed first class via the United States 

Postal System to all public high schools in the selected Florida school districts A, B, & C. 

The cover letter requested the return of a completed survey within seven days of receipt 

by the respondent. Anonymity was assured and maintained throughout the process. Only 

principal volunteers gave their names and addresses. The survey instrument was 

designed for ease of use by being pre folded and included a stamped return envelope so 

that the respondent would incur no expense in honoring the request. 

A follow-up reminder post card was mailed to all members of the population 

seven days after the first mailing. A second follow-up reminder post card was mailed to 

all members of the population 14 days after the first mailing. 

Once the complete survey process has ended, the selected principals who agreed 

to be interviewed were contacted by phone and an interview date and time was agreed 

upon. Business partners, who had been identified by the business partnership matrix as 

described in the research design section, were contacted by phone and asked to 

participate in the in-depth interview process. A total of nine in-depth interviews were 

audio taped and a transcription of each interview was committed to print. 

Data Analysis 

With regard to the quantitative survey instrument, Brinson (1996) utilized a 

comparison of frequency distributions, and percentages calculated for the Likert scale 

items. The responses from each question were presented in tabular form, giving actual 

numbers of subjects choosing each possible answer and the total number responding. In 
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addition to the data presented as percentages, a frequency count was added to each 

question providing an expanded look at the survey responses. 

Key elements found within the Brinson study included a 90 percent positive 

agreement rate among principals with regard to the value of business leaders serving as 

role models for schools. In addition, 81 percent agreed that school-business partnerships 

should include a business resource person. However, approximately 60 percent of the 

respondents disagreed with the idea of allowing advertisement on campus by the business 

partner (Brinson, 1996, p. 52). 

With regard to the qualitative interview process, Creswell (1994) suggests that 

qualitative data analysis is conducted as an activity simultaneously with data collection, 

data interpretation, and narrative reporting writing. This process represents a key 

difference from the quantitative approach. 

Through a coding procedure, which allows for data reduction, the researcher takes 

a voluminous amount of information and reduces it to certain patterns, categories, or 

themes and then interprets this information by using some schema. Validation utilizes the 

triangulation method for acquisition and analysis of data. Triangulation, borrowed from 

the social sciences, refers to the idea that to establish a fact, one needs more than one 

source of information (Bogdan & Biklen, 1998). Further, it assumes that any bias 

inherent in a select data information source would be neutralized through the use of 

multiple methods of data collection (Creswell, 1994). 
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The relationship between the research questions and the data sources are complied 

within Table 1. Each research question is aligned with the questions from the 

quantitative and qualitative instruments. 

Table 1. Research Data Source Alignment Table 

Research 
Question Source 

What is the nature of the 
relationship between 
high schools and their 
business partners? 

What do high school 
principals need to know 
in order to create 
equitable business 
partnerships? 

What do business 
partners need to know in 
order to create equitable 
education partnerships? 

Based on this study, 
what recommendations 
emerge that will 
promote more equitable 
relationships between 
business and education 
partnerships? 

Quantitative 
Data Source 

See Appendix A: 
Quantitative Instrument 
Questions 
# 2,4,11 ,12,13,14, 

See Appendix A: 
Quantitative Instrument 
Questions # 3,5,6, 

See Appendix A: 
Quantitative Instrument 
Questions# 1,7,8,9,10 

See Appendix A: 
Quantitative Instrument 
Questions# 15,16,17 

Qualitative 
Data Source -

Business Partner 

See Appendix C: 
Qualitative Instrument 
Questions# 2,3 

See Appendix C: 
Qualitative Instrument 
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Questions # 6,7, 

See Appendix C: 
Qualitative Instrument 
Questions # 1 ,4 

See Appendix C: 
Qualitative Instrument 
Questions# 5,8 ,9 

Qualitative 
Data Source -

Principal 

See Appendix D: 
Qualitative Instrument 
Questions # 1 ,2,3 

See Appendix D: 
Qualitative Instrument 
Questions # 4,5,6 

See Appendix D: 
Qualitative Instrument 
Questions # 7,8 

See Appendix D: 
Qualitative Instrument 
Questions # 9,10 



Introduction 

Chapter 4 

Analysis of Data 

The intent of this study was to measure the awareness, attitudes, and actions of 

public secondary school principals and their business counterparts. A quantitative survey 

instrument was sent to public high school principals in three selected Florida school 

districts. The instrument was adapted with permission from Dr. Paul Brinson and taken 

from his 1997 study of high school business partnerships in Georgia. In addition, one 

principal from each district was selected at random from the returned surveys where the 

principal indicated a willingness to be interviewed. The survey also included a section 

for comments and a section for principals to list the names of their business partners. Six 

business partners, two from each district, represented by the business photographic 

matrix as among the most frequently appearing, or as listed by the principal, were also 

selected to be interviewed. Descriptive statistical analysis of the principal's responses 

was conducted. Qualitative methods were used to analyze data from the nine personal 

interviews, thus creating a mixed methodology of data collection and analysis. 

Quantitative Findings 

The high school principals in this study were from three selected public school 

districts (A, B, & C) in Florida. The three districts are among the largest in the United 

States. Each district contained a variety ofhigh schools including, 9-12 public high 

schools, 9-12 public technical centers and 9-12 charter high schools. Only the 9-12 public 
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high schools (even those that contained magnet programs) were included in the study. 

Between September and December of2003, all public high school principals in school 

districts A and B were sent the survey instrument. In the case of district C, the district 

research office would only allow selected schools to be in the study. Therefore, in district 

C, the number of schools sent the survey was 16. A total of 80 surveys were mailed via 

the United States Post Office. Each mailing contained one district approval letter, one 

principal letter describing the research study, one survey instrument, and one pre-paid 

return envelope. One week after each survey was sent, a follow up post card was sent to 

all principals as a reminder to complete the survey. A second follow-up reminder post 

card was mailed to all members of the population 14 days after the first mailing. The 

number of principals returning usable surveys was adequate to meet the needs of the 

study. Eighty surveys were mailed, and thirty-eight (A= 16, B=14, and C=8) were 

returned for a usable response rate of 47.5%. The return rate for each district is listed 

below in Table 2. 

Table 2. Number of High Schools in Districts A, B, & C in the State of Florida and the 

Number and Percentage of Surveys Returned 

Schools District 
Number of High Number of Overall 
Schools Returns Percentage 

A 40 16 40% 

B 24 14 58% 

c 16* 8 50% 

Total 80 38 47.5% 

* Selected by the School District Office 
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Survey questions one through eleven were items that assessed principals' attitudes toward 

community partnership support for their school and how they saw the school-business 

partnership process benefiting the school campus and the students. The frequency and 

percentages responses for questions one through eleven on the returned surveys from 

each district are indicated in Tables three, four, and five. 

District A 

Florida school district A is located in the southern Florida region. It services over 

350,000 students of which approximately 108,000 attend one of 40 high schools. It is 

considered one of the largest school districts in the United States. It is a culturally diverse 

district as well as an economically diverse district, containing urban and suburban, and 

some rural schools in the southwestern portion of the district. High schools included in 

this study from school district A represent traditional high school academic models as 

well as magnet program high schools. Technical vocational high schools and charter high 

schools were not considered for this study. 
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Table 3 indicates the responses for questions one through eleven on the School Business 

Partnership survey from school district A in Florida. 

The potential response range is from strongly agree to strongly disagree. Each 

response column contains the frequency response or actual number of responses for each 

question in each category from the returned surveys in school district A. Each column 

also contains the percentage of responses for each question in each category from the 

returned surveys in school district A. 

With regard to question 1, principals strongly agreed (75%) or mildly agreed 

(25%) that business partners can serve as positive role models in schools. Even though 

their presence as a partner is welcomed by principals, a slightly smaller percentage of 

principals strongly agreed (31 %) or mildly agreed (56%) that business partners should 

function as volunteers working individually with students as indicated by question 2. An 

additional 13 percent slightly agreed that business partners should function as volunteers 

working individually with students. With regard to providing business partners as 

resource persons in the classroom, question 3, 56 percent of principals strongly agreed, 

3 7.5 percent mildly agreed and six and one half percent slightly agreed. The survey 

indicated that although principals welcome the positive role model potential of a business 

partnership, in school district A, they might be less likely to have those partners 

participate in student activities on campus and in the classrooms. Question 4, which dealt 

with the creation of school-business partnerships as public foundations, found that 56 

percent of principals strongly agreed, 31 percent mildly agreed, and 13 percent slightly 

agreed. Most principals strongly agreed (69%) or mildly agreed (31 %) that mentoring 

experiences provided valuable learning opportunities as indicated by question 5. 
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In a similar fashion, 69 percent of principals strongly agreed that shadowing 

experiences provided in-depth information and help for students making career decisions. 

13 percent mildly agreed and 18 percent slightly agreed that mentoring experiences were 

helpful. 

Question 7 asked principals if they believed that business partners needed to 

provide more on-site visits for both teachers and students in an effort to better inform 

them of the contributions that business makes to the community. In school district A, 44 

percent of principals strongly agreed and 56 percent of principals mildly agreed, 

indicating the principals believed that an on-site visit to the business environment would 

be a positive experience. Question 8 looked at allowing business partners to do a 

minimum amount of advertising on campus. The results in school district A indicated that 

31 percent strongly agreed, 18 percent mildly agreed, 18 percent slightly agreed, 13 

percent slightly disagreed, 13 percent mildly disagreed, and six and one half percent 

strongly disagreed. This indicates that principals in school district A were divided on the 

issue of allowing advertising on campus through the partnership program. Principals 

were indeed as divided over the issue of business involvement in the areas of dropout 

prevention, teen pregnancy, drug and alcohol abuse, and attendance (Q.9). The survey 

indicated that 31 percent of principals strongly agreed, 18 percent mildly agreed, 18 

percent slightly agreed, 18 percent slightly disagreed, six and one half percent mildly 

disagreed, and six and one half percent strongly disagreed. In the area of finance (Q.1 0), 

principals in school district A were again divided on the issue with 31 percent strongly 

agreeing, 31 percent mildly agreeing, 18 percent slightly agreeing, six and one half 

percent slightly disagreeing, and 13 percent mildly disagreeing. Finally in school district 
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A, the issue of formalized business partnerships (Q.ll) was seen as mostly positive as 44 

percent strongly agreed, 18 percent mildly agreed, 31 percent slightly agreed, and six and 

one half percent mildly disagreed. 

District B 

Table 4 also indicates the responses for questions one through eleven on the 

School Business Partnership survey from school district B in Florida. 

Florida school district B is located in the southern Florida region. It services over 

260,000 students of which approximately 70,000 attend one of24 high schools. It is 

considered one of the largest school districts in the United States. It is a culturally diverse 

district as well as an economically diverse district, containing both urban and suburban 

schools, but no schools that might be considered rural. The high schools included in this 

study from school district B represent traditional high school academic models as well as 

magnet program high schools. Technical vocational high schools and charter high schools 

were not considered for this study 
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The responses for question 1 indicated that principals strongly agreed (72%), mildly 

agreed (21 %) or slightly agreed (7%) that business partners can serve as positive role 

models in schools. Principals in school district B were divided on the benefit of partners 

serving as volunteers working individually with students. 

With regard to the idea of business partners providing resource persons in the 

classroom, principals were also divided. The idea of public schools establishing a 

partnership foundation (Q.4) received a generally positive but mixed response as 29 

percent strongly agreed, 35.5 percent mildly agreed, and 35.5 percent slightly agreed. 

However, principals in school district B were overwhelmingly positive about mentoring 

experiences as valuable learning opportunities, with 86 percent strongly agreeing. 

Likewise their views concerning the idea of job-shadowing (Q.6) was 72 percent strongly 

agreed. Principals were positive about business partners providing more on-site visits for 

teachers and students in an effort to better inform them about the contributions that 

business provides to the community. 

As with principals from school district A, the principals from school district B 

were also divided on the issue of allowing business partners to do a minimal amount of 

advertising through the partnership program (Q.8). However, unlike the principals from 

school district A, principals from school district B were very positive about business 

partners' involvement in the areas of dropout prevention, teen pregnancy, drug and 

alcohol abuse, and attendance (Q.9). They were equally positive concerning business 

involvement in the areas of finance, technology, and management (Q.1 0). Finally, 

principals in school district B were very positive about the ability of formalized 

partnerships (Q.11 )) to improve the educational level and employability of students. 
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District C 

Table 5 indicates the responses for questions one through eleven on the School 

Business Partnership survey from school district C in Florida. 

Florida school district C is located in the southern Florida region. It services over 

150,000 students of which approximately 48,000 attend one of 24 high schools (16 of 

which are included in this study). It is considered one of the largest school districts in the 

United States. It is a culturally diverse district as well as an economically diverse district, 

containing urban and suburban, and some rural schools in the northwestern portion of the 

district. The high schools included in this study from school district C represent 

traditional high school academic models as well as magnet program high schools. 

Technical vocational high schools and charter high schools were not considered for this 

study. 
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The response from question 1 indicates that as with school district A and B, 

principals from school district C were generally positive about business leaders serving as 

positive role models in schools. 37.5 percent strongly agreed, 37.5 percent mildly agreed, 

and 25 percent slightly agreed. They were again positive but divided concerning the 

benefits of partners as volunteers working individually with students. On the issue of 

business partners providing resource persons in the classroom (Q.3), principals in school 

district C were even more divided, with12.5 percent strongly disagreeing. In addition, 

principals were divided concerning the formation of public school partnerships as 

foundations (Q.4). 

With regard to mentoring experiences (Q.5), principals from school district C 

responded 75 percent strongly agreed, 12.5 percent slightly agreed, and 12.5 percent 

slightly disagreed. Shadowing experiences (Q.6) received similar results as 50 percent 

strongly agreed, 37.5 percent mildly agreed, and 12.5 percent slightly disagreed. 

Principals were mixed regarding the need for business partners to provide more on site 

visits for teachers and students in an effort to better inform them about the contributions 

business partners have made to the community (Q.7). However, unlike school districts A 

and B, principals from school district C were more positive about allowing advertising 

through the partnership program (Q.8). 

Principals in district C answered more like those in school districts A than in B 

with regard to the involvement ofbusiness partners and drop out prevention, teen 

pregnancy, drug and alcohol abuse and attendance. A higher percentage disagreed. They 

were more positive concerning the involvement of business partners in the areas of 

finance, technology, and management (Q.1 0), with 50 percent strongly agreeing, 25 
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percent mildly agreeing, and 25 percent slightly agreeing. Question 11 found principals 

in school district C mostly positive with some dissention towards the idea of formalized 

business partnerships and their ability to improve the educational level and employability 

of students. 37.5 percent strongly agreed, 37.5 percent mildly agreed, 12.5 percent 

slightly agreed, and 12.5 percent strongly disagreed. Comparative analysis from survey 

data in Table 6 combines principal responses for questions one through eleven in the 

categories only marked Strongly Agree, Mildly Agree, and Slightly Agree from three 

distinct school districts (A, B, C) in the State of Florida. 
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Table 6. The Comparative Frequencies and Percentages of the Categories Marked SA, 

MA, & SLAfor Questions 1-11 on the Returned Surveys for School Districts A, B, C 

A B c 
Q-# Survey Item Freq. % Freq. % Freq. % 

1. Business leaders as positive role models 16 100 14 100 8 100 

2. The Benefit of business partners as 16 100 13 93 8 100 
volunteers 

3. School business partners provide resource 16 100 12 86 7 87.5 
persons in the classroom 

4. Public school foundations as partnerships 16 100 14 100 6 75 

5. Mentoring experiences provide valuable 16 100 14 100 7 87.5 
learning opportunities 

6. Shadowing experiences provide in-depth 16 100 14 100 7 87.5 
information for career choice 

7. Businesses should provide more on-site 16 100 14 100 7 87.5 
visits for students to better inform them 

8. Business should be allowed to do a 11 67 11 78 8 100 
minimal amount of advertising 

9. Businesses should be involved in public 11 67 14 100 5 62.5 
schools in areas of dropout prevention, teen 
pregnancy, drug & alcohol abuse, & 
attendance 

10. Businesses should be involved in public 13 80 14 100 8 100 
schools in areas of finance, technology and 
management 

11. Formalized partnerships can improve the 15 93 14 100 7 87.5 
educational level & employability of 
students 

Note: SA= Strongly Agree SLA = Slightly Agree MA= Moderately Agree 

Principals in school districts A, B, & C overwhelmingly indicated that they strongly 

agree, mildly agree or slightly agree with survey items one through eleven. Further, the 

responses from each principal in each school district surveyed for items one through 

eleven are similar. 

Table 7 shows the breakout percentages of the total number of responses to 

survey questions one through eleven from three distinct school districts (A, B, C) in the 

State ofFlorida. 
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Responses were ranked from strongly agree (1) to strongly disagree (6) on a six-point 

Likert-Scale. 

Table 7. Breakout Percentages for All Responses to Survey Questions 1 -11 From Three 
Distinct School Districts (A, B, C) in the State of Florida 

Q-# Survey Item 
SA MA SLA I SLD MD SD 

o;o o;u o;o I o;o o;o o;o 

I. Business leaders as positive role models 66 29 5 

2. The Benefit of business partners as 47 40 11 2 
volunteers 

3. School business partners provide resource 53 34 9 2 2 
persons in the classroom 

4. Public school foundations as partnerships 38 42 18 2 

5. Mentoring experiences provide valuable 79 13 8 
learning opportunities 

6. Shadowing experiences provide in-depth 69 26 5 
information for career choice 

7. Businesses should provide more on-site 58 37 5 
visits for students to better inform them 

8. Business should be allowed to do a minimal 24 34 21 8 5 8 
amount of advertising 

9. Businesses should be involved in public 29 39 10 16 3 3 
schools in areas of dropout prevention, teen 
pregnancy, drug & alcohol abuse, & 
attendance 

10. Businesses should be involved in public 50 29 13 3 5 
schools in areas of finance, technology and 
management 

11. Formalized partnerships can improve the 58 24 16 2 
educational level & employability of 
students 

Note: SA= Strongly Agree SLA = Slightly Agree MD = Mildly Disagree 
MA= Moderately Agree SLD = Slightly Disagree SD = Strongly Disagree 

Survey questions eight and nine indicate a departure from the positive nature of 

the first seven questions. Question 8 asked principals to respond to the idea of allowing 

business partners to do a minimal amount of advertising through their partnership 
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program. Only 24 percent of the principals in the combined school districts A, B, &C 

were strongly positive about this process. Thirty-four percent were mildly positive and 21 

percent were slightly positive for a total of 79 percent. Eight percent slightly disagreed, 

five percent mildly disagreed, and eight percent strongly disagreed. Survey question 9 

had a similar response pattern to that of question 8 when principals were asked if 

businesses should be involved in public schools in the areas of dropout prevention, teen 

pregnancy, drug and alcohol abuse, and attendance. Twenty-nine percent strongly 

agreed, 39 percent mildly agreed, 10 percent slightly agrees, for a total of 78 percent. 

Sixteen percent slightly disagreed, three percent mildly disagreed, and three percent 

strongly disagreed. Once again, even though principals were overwhelmingly in favor of 

business partners as role models in schools, they were not as comfortable with business 

partners being involved in sensitive areas that might affect the student population. 

However, these are areas that are important to business partners as perspective 

employers. 

It is interesting to note that with regard to question 10, principals who took issue 

with business partners advertising on campus, or dealing with sensitive student issues, 

would most positively invite these same partners to help with the finance, technology, 

and management of their schools. Fifty percent strongly agreed, 29 percent mildly 

agreed, and 13 percent slightly agreed for a total of92 percent. Three percent slightly 

disagreed and five percent mildly disagreed. Question 11, which asked if principals 

believed that formalized business partnerships could improve the educational level and 

employability of students, is equally interesting to this researcher considering that the 

nature of most formalized partnerships is to limit the options of the school principal. 
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Fifty-eight percent of principals in school district A, B, & C, strongly agreed. Twenty

four percent mildly agreed, and 16 percent slightly agreed for a total of98 percent. The 

remaining two- percent mildly disagreed. 

Awareness, Attitudes, and Actions of Principals and Their Business Counterparts 

The next series of questions, 12 to 15, asked principals from school districts A, B, 

& C to indicate their awareness level, attitude level and actions that they have 

participated in with regard to school business partnerships. Tables 8 through 11 indicate 

the responses from school district A, B, & C. Each response column contains the 

frequency response or actual number of responses for each question in each category 

from the returned surveys in each school district. Each column also contains the 

percentage of responses for each question in each category from the returned surveys in 

each school district. 

The awareness of the school business partnership process was seen as an 

important indicator of education, information, or training that a prospective principal 

might have had during their principal intern programs. A high level of awareness might 

tend to indicate that the principal had developed experience either before or after 

becoming a principal. A low level of awareness might tend to indicate that the principal 

had little or no experience with the partnership process. In either case, the ability and skill 

level required to develop and maintain effective school business partnerships would tend 

to increase as the awareness level increased. The attitude held by a principal with regard 

to the partnership process might be seen as an indicator of the type of partnership they 

gravitated towards. If the principal valued the partnership process as a genuine benefit 

then the tendency would be towards acquiring a more meaningful relationship with the 
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business partner. If on the other hand the principal's attitude towards the partnership 

process was that of a necessary evil, than they might tend to tolerate the business 

partner's presence on the school campus. However, they would not engage in the 

development of a meaningful relationship. The actions of a principal towards the 

business partnership would tend to indicate their level of satisfaction with the process. 

Principals who by their actions supported their partners by spending time with them, 

valuing their expertise, and making them part of the education process, would tend to 

have a high level of satisfaction. Principals who by their actions were never available to 

meet with the business partner, did not value the partnership, and did not include their 

partner in the education process, would tend to have a lower level of satisfaction. In a 

parallel sense, business partners would be inclined to display the same characteristics. 

The attitude held by a business partner with regard to the partnership process might be 

seen as an indicator of the type of partnership they gravitated towards. If the business 

partner valued the partnership process as a genuine benefit then the tendency would be 

towards acquiring a more meaningful relationship with the principal. If on the other hand 

the business partner's attitude towards the partnership process was that it was a necessary 

part of their income structure, than they might tend to tolerate the principal. However, 

they would not engage in the development of a meaningful relationship. 

The awareness of the school business partner was seen as an important indicator 

of their individual commitment to the principal and the school. A high awareness level 

might tend to indicate that the business partner had a strong commitment to the principal 

and was very familiar with that principals' school environment. A low level of awareness 

might tend to indicate that the business partner had a weak commitment to the principal 
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and was not familiar with the principals' school environment. In either case, the ability 

and skill level required to develop and maintain effective school business partnerships 

would tend to increase as the awareness level increased. 

Table 8. Awareness Level, Attitude Level, and Actions of School Principals in School 

District A 

Q-# Survey Item 
I = Strong 2 = Moderate 3 = Minimum 4 = No 
Awareness Awareness Awareness Awareness 
Freq. % Freq. % Freq. % Freq. % 

What do you consider to be your 
12 awareness level of school business 10 62.5 6 37.5 

partnerships 

Q-# Survey Item I = 5 Times or 2 = I to 4 
3 = Never 

More Times 

Freq. % Freq. % Freq. % 

13 
Attended meetings about school business 

7 43.5 9 56.25 partnerships. 

14 
Discussed school business partnerships 

9 56.25 7 43.75 with local business leaders. 

Q-# Survey Item I = Yes 2 = Undecided 3 = No 

Freq. % Freq. % Freq. % 

Do you feel that school business 

15 
partnerships should benefit everyone 

15 93.75 6.25 involved, students, schools, and 
businesses? 
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Table 9. Awareness Level, Attitude Level, and Actions of School Principals in School 

District B 

Q-# Survey Item 
l =Strong 2 = Moderate 3 = Minimum 4 = No 
Awareness Awareness Awareness Awareness 

Freq. % Freq . % Freq. % Freq. % 

What do you consider to be your 
12 awareness level of school business 8 57 5 35 8 

partnerships 

Q-# Survey Item l = 5 Times or 2 = l to4 
3 = Never 

More Times 

Freq. % Freq. % Freq. % 

13 
Attended meetings about school business 

8 57 7 43 
partnerships. 

14 
Discussed school business partnerships 

8 57 5 35 8 with local business leaders. 

Q-# Survey Item I= Yes 2 = Undecided 3 = No 

Freq. % Freq. % Freq. % 

Do you feel that school business 

15 
partnerships should benefit everyone 

14 100 involved, students, schools, and 
businesses? 

Table 10. Awareness Level, Attitude Level, and Actions of School Principals in School 

District C 

Q-# Survey Item 
I = Strong 2 = Moderate 3 =Minimum 4 = No 
Awareness Awareness Awareness Awareness 
Freq. % Freq . % Freq. % Freq. % 

What do you consider to be your 
12 awareness level of school business 5 62.5 2 25 12.5 

partnerships 

Q-# Survey Item I = 5 Times or 2 =I to 4 
3 =Never 

More Times 

Freq. % Freq. % Freq. % 

13 
Attended meetings about school business 

2 25 6 75 
partnerships. 

14 
Discussed school business partnerships 

4 50 3 37.5 12.5 
with local business leaders. 

Q-# Survey Item I = Yes 2 = Undecided 3 = No 

Freq. % Freq. % Freq. % 

Do you feel that school business 

15 
partnerships should benefit everyone 

8 100 involved, students, schools, and 
businesses? 
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Table 11 indicates the frequency responses and percentage responses from returned 

surveys in Florida school districts A, B, &C. 

Table 11. Awareness Level, Attitude Level and Actions From Principals in School 

Districts A, B, &C 

Q-# Survey Item 
I= Strong 2 = Moderate 3 = Minimum 4=No 
Awareness Awareness Awareness Awareness 
Freq. % Freq. % Freq. % Freq. % 

What do you consider to be your 
12 awareness level of school business 23 60 13 34 2 6 

partnerships 

Q-# Survey Item I = 5 Times or 2 = I to4 
3 = Never 

More Times 

Freq. % Freq. % Freq. % 

13 
Attended meetings about school business 

17 45 21 55 partnerships. 

14 
Discussed school business partnerships 

21 55 15 40 2 5 with local business leaders. 

Q-# Survey Item I= Yes 2 = Undecided 3 = No 

Freq. % Freq. % Freq. % 

Do you feel that school business 

15 
partnerships should benefit everyone 

37 97.5 2.5 involved, students, schools, and 
businesses? 

Table 11 indicates that 60 percent of principals in school districts A, B, & C have 

a strong awareness of school business partnerships, 34 percent have a moderate 

awareness of school business partnerships, and six percent have a minimum awareness of 

school business partnerships. Forty-five percent of principals have attended meetings 

about school business partnerships at least five or more times, and 55 percent have 

attended meetings at least 1 or more times. Fifty-five percent have discussed partnerships 

with local business leaders at least five or more times (Q.14), and 40 percent have 

discussed partnerships with local business leaders at least one or more times. It is 

interesting to note that five percent of principals that returned the survey indicated that 

they have never discussed partnerships with local business leaders. 
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It appears that even though principals were 100 percent in favor of business 

partners as role models in schools, they were not as comfortable with the idea of creating 

what Alex Molnar calls "Branded Kids" (2001 ), described as those that have been 

targeted by business partners for their appeal as future consumers. The issue of 

commercialism by business partners is truly an ongoing matter when it comes to 

principals and their struggle to do the right thing. 

Kristen Larson (200 1) noted the opinion of those in favor of and those opposed to 

the commercial aspect ofbusiness partners: 

Educators and business people alike are divided over the very nature of 

commercial arrangements between schools and businesses. Proponents 

often use the term "school-business partnership" to emphasize the mutually 

beneficial , cooperative nature of these arrangements. While businesses may 

benefit from their sales and marketing in schools, under funded schools gain 

much-needed resources for their students, who will still be able to learn while 

exposed to a minimal amount of in school advertising, supporters argue. Critics, 

however, think the term "school-business partnerships" disguises the exploitative 

nature of many of these arrangements. They point out that corporations often 

sponsor schools to gain access to students during school hours, cultivate them as 

present and future consumers, shape students' influence on their parents' 

purchasing behavior, and gain credibility with students through the business 

association with trusted teachers. Critics argue that such arrangements are 

commercial transactions that exploit students and betray the public trust. (p. 3) 
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Florida- Georgia Studies 

Table 12 indicates the comparative statistical data from survey responses of Dr. 

Paul Brinson's study of principals in Georgia State Public Schools (1996). Dr. Brinson's 

information was compared with responses from this study for questions one through 

eleven, in which the same questions were asked of principals in Florida school districts 

A,B,&C. 
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Table 13 includes a comparison in percentages of the survey responses from Dr. 

Paul Brinson's study of principals in Georgia State Public Schools (1996). Dr. Brinson's 

infonnation was compared with responses from this study for questions 12-15, in which 

the same questions were asked of principals in Florida school districts A, B, & C. The 

table will show the percentage of responses for each question. 

Table 13. A Comparison in Percentages Between Georgia State Public School Principals 

and Florida State Public School Principals in School Districts A, B, & C 

Q-# Survey Item 
l = Strong 2 = Moderate 3 - Minimum 4 = No 
Awareness% Awareness% Awareness% Awareness% 
FL GA FL GA FL GA FL GA 

What do you consider to be your 
12 awareness level of school business 60 51 34 42 6 7 0 0 

partnerships 

Q-# Survey Item l = 5 Times or 2 = l to4 
3 = Never% 

More% Times% 

FL GA FL GA FL GA 

13 
Attended meetings about school business 

45 36 55 55 0 9 partnerships. 

14 
Discussed school business partnerships 

55 48 40 47 5 5 with local business leaders. 

Q-# Survey Item l = Yes% 
2 = Undecided 

3 = No% 
% 

FL GA FL GA FL GA 

Do you feel that school business 

15 
partnerships should benefit everyone 

97.5 90 2.5 10 0 0 involved, students, schools, and 
businesses? 

Tables 12 and 13 compared the survey responses form Dr. Paul Brinson's' 

Georgia study of school business partnerships with this study of school business 

partnerships in Florida school districts AB, & C. It should be noted that Dr. Brinson's' 

study included public high schools in all school districts in the state of Georgia (n= 180). 
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While, this Florida study included public high schools in three of the largest school 

districts in the State (n=80) as well as the nation. 

Dr. Brinson's' study included highly populated urban schools as well as sparsely 

populated rural schools. In his findings, Dr. Brinson noted that the more rural schools 

had a diminished capacity to engage in and support school business partnerships. This 

Florida study contained very few rural schools. 

Analyzing the data found in tables 12 and 13, with regard to the practical 

differences found therein, some interesting indications surface. Table 14 shows the 

percentage of responses for the categories strongly agree, mildly agree, and slightly agree 

for question one through seven in Florida and Georgia. 

Table 14. The Comparative Percentages of the Categorir;s Marked SA, MA, & SLAfor 

Questions 1-7 on the Returned Surveys for School Districts in Georgia and School 

Districts A, B, & C in Florida 

Q-
Survey Item 

Florida- n-37 - Displayed as% Georgia - n-191 - Displayed as % 

# SA MA SLA Total SA MA SLA Total 

1. Business leaders as positive role 66 29 5 100 53 38 6 97 
models 

2. The Benefit of business partners 47 40 11 98 40 34 18 92 
as volunteers 

3. School business partners provide 53 34 9 96 47 34 14 95 
resource persons in the 
classroom 

4. Public school foundations as 38 42 18 98 31 31 28 90 
partnerships 

5. Mentoring experiences provide 79 13 8 100 56 30 11 97 
valuable learning opportunities 

6. Shadowing experiences provide 69 26 5 100 52 35 7 94 
in-depth information for career 
choice 

7. Businesses should provide more 58 37 5 100 40 38 13 91 
on-site visits for students to 
better inform them 

Note: SA = Strongly Agree SLA = Slightly Agree MA= Moderately Agree 
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The responses are similar enough to indicate that principals in Florida and 

Georgia felt the same way concerning question one through seven on the survey 

instrument. Principals believed that: 

1. Business leaders can be a positive role model. 

2. Business partners functioning as volunteers are a benefit. 

3. Business partners should help by providing resource persons. 

4. Business partnerships as foundations can be a good thing. 

5. Mentoring experiences can provide valuable learning opportunities. 

6. Shadowing experiences provide in-dept information for career choices. 

7. Business partners should provide more on-site visits for teachers and 

students. 
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This study indicates that principals in the state of Georgia and Florida school 

districts A, B, & C have mixed attitudes concerning the process of allowing business 

partners to advertise through their partnership programs. According to Dr. Brinson 

(1996), in the more rural school districts, schools had little contact with the business 

partnership process. This may explain the higher level of negative responses. Principals 

were also divided when it came to having business partners involved in critical or 

sensitive areas such as dropout prevention, teen pregnancy, drug and alcohol abuse, and 

attendance. It is interesting to note that principals were mostly in favor of allowing 

business partners to be involved in school finance, technology, and management issues 

which are usually tightly controlled by the school district and individual school principal. 

Question 11 indicates that principals in the state of Georgia and in Florida school districts 

A, B, & C, overwhelmingly believe that formalized partnerships can improve the 

educational level and the employability level of students. 

Referring back to Table 13, the practical differences are negligible as 94 percent 

of principals in Florida school districts A, B, & C and 93 percent of principals in the state 

of Georgia believe that they have a strong or moderate awareness of the school business 

partnership process. With regard to attending meetings about the school business 

partnership process, 100 percent of principals in Florida school district A, B, & C have 

attended at least one meeting. Ninety-one percent of principals in the state of Georgia 

have attended at least one meeting, while nine percent have never attended a meeting. 

Referring once again to Dr. Brinson's study (1996), the nine percent came from rural 

school districts where the principals felt that partnerships were not good evidence of 

school support (p. 60). 
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Ninety-five percent of Florida principals had discussed the idea ofbusiness 

partnerships at least one time with local business leaders. In the same way, 95 percent of 

Georgia principals had discussed the idea of business partnerships at least one time with 

local business leaders. 

Finally, 97.5 percent of Florida principals in school district A, B, & C felt that 

school business partnerships should benefit everyone involved, including students, 

schools, and businesses. 

In Georgia, 90 percent of principals felt the same way, with 10 percent responding 

in the undecided category. Once again, the reason for this, in this researcher's judgment, 

is the lack of participation in the school business partnership process among rural 

Georgia school principals. 

Summary: Florida and Georgia 

Although Brinson's study was conducted in a different state seven years ago, the 

results of his study and the current Florida study are similar. Business partners were 

perceived as positive role models and beneficial as volunteers and mentors. Business 

partnerships provided internships and shadowing opportunities to inform students. 

Principals in Georgia and Florida were similarly divided over issues of advertisement on 

school campuses, involvement in the areas of dropout prevention, teen pregnancy, drug 

and alcohol abuse, and attendance, as well as involvement in finance, technology, and 

management issues. Formalized partnerships could improve the educational level and 

employability of students. Principals in Georgia and Florida felt they had a strong or 

moderate understanding of the school business partnership process. All of the principals 

responding in the Florida survey indicated that they had met at least once with their 
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respective business partners, while 91 percent of the principals in the Georgia study 

indicated that they had met at least once with their business partners. The nine percent in 

the Georgia study who had never met with their business partners were from rural school 

district in which school business partnerships were not considered good evidence of 

school support according to Dr. Brinson (1996). Do school business partnerships benefit 

everyone involved including students, schools and their business partners? Ninety-seven 

and a half percent of Florida principals agreed. Ninety percent of Georgia principals 

agreed. 

Qualitative Findings 

During the months of December 2003, and January 2004, three principals were 

interviewed, one each from school district A, B, & C in the state of Florida. The 

interviews were selected at random from those returned surveys where the principal 

indicated an agreement to be interviewed. Surveys included a section for comments and 

a section for principals to list the names of their business partners. In addition, during the 

same time period, six business partners, two from each district represented by the 

business photographic matrix as among the most frequently appearing, or as listed by the 

principal, were also selected to be interviewed. 

Prior to the beginning of the interview process, the qualitative interview 

instrument was evaluated by three high school principals and three equivalent-level 

individuals from the business sector. This pilot group and their comments were taken 

into consideration, and minor adjustments were made to the instrument. 

The findings from these interviews were divided into two categories; findings 

related to principal interviews and findings related to business partner interviews. The 
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findings related to the principal interviews were compared with those findings from the 

principal quantitative survey instrument. Additionally, there was a discussion of findings 

related to the photo matrix process. 

The Photo Matrix Process of data collection occurred between September and 

December of2003; all public high school principals in Florida school districts A and B 

were sent a quantitative survey instrument. In the case of district C, the district research 

office would only allow selected schools to be in the study. Therefore, in district C, the 

number of schools to be sent the survey was 16. Each survey included a question asking 

principals if they would consent to an on-site interview. Twelve principals from Florida 

school districts A, B, & C agreed to be interviewed. This researcher then contacted each 

school and asked for permission to visit their school campus in order to collect visual 

data related to their business partnerships. In all cases, the principal agreed to allow the 

researcher to collect visual data on their school campus. All visual data was recorded 

using an Olympus digital camera. The visual data were collected and downloaded to a 

computer file for storage. In addition to the face to face interviews, the participant 

observer could use photography in the field as a method for conducting cultural 

inventories (Glesne, 1999). 

The researcher visited each school that met the threshold criteria for the purposes 

of creating the photo matrix of business partnerships based upon visible name recognition 

of businesses at the school. The process for creating the photo matrix was as follows: 

1. Approach each school in the same manner, the main entrance, and parking as 

close to the administrative offices as possible. 
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2. Scan 180 degrees, taking a photographic record of the external environment. 

3. Record any business partner media information that faces the exterior of the 

school property. 

4. Enter the school, identify myself, and obtain a visitor's pass. 

5. Walk the main hallway leading to the cafeteria and record any business 

partner media infonnation that is present. 

6. Enter the cafeteria and record any business partner media information that is 

present. 

7. Enter the teacher's lounge and record any business partner media information 

that is present. 

8. Head towards the sport's areas and record any business partner media 

information that is present. 

9. View photographs and list all business partners. Count the frequency of 

appearance of each business partner in each school district. Rank the results. 

10. Compare the rank order and come up with the top six business partners. 

Once the matrix for the selected Florida district high schools was completed, the 

top six partners, based on frequency and centrality of appearance in the matrix, or as 

indicated by the principal were contacted for an in-depth interview. Table 16 indicates the 

photo matrix frequency ofbusiness partners including those specifically listed by 

principals in their returned surveys in Florida school districts A, B, & C. Since many 

business partners listed in the matrix conduct business in all three of the selected Florida 

school districts, neither the school district nor the specific school with which they do 

business will be indicated. Refer to Appendix E for thumbnail photos of this matrix. 
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Table 16. Photo Matrix Frequency and Rank Order of Business Partners in Florida 

School Districts A, B, & C 

Business Partner Name 

Cocoa Cola 

All County Music 

Publix 

Howard Miller 
Communications 
McDonalds 

IBM 

Sun Sentinel 

Taurillo & Company 

Palm Beach Post 

Creative Cottage Pre 

School 

Palm Beach Atlantic 
University 
Ed Morse Delray Toyota 

Carteret Savings Bank 

McCarthy & Assoc 

Rotary Club of Delray 

Beach 

Holiday Inn Cataline 

Damos Pizza 

Seacrest Discount 

Beverage 

Steven Salvati Attorney 

Schakols Chocolate 

Frequency of 
Appearance 

5 

3 

3 

2 

2 

2 

2 

Rank 
Order 

3 

3 

4 

4 

4 

4 

Business Partner Name Frequency of Rank 
Appearance Order 

Pepsi Cola 4 2 

Herff-Jones 3 3 

Outback Steakhouse 2 4 

Sea Green Company 2 4 

Wings Plus 2 4 

Macarthur Dairy 2 4 

Imperial Point Medical 2 4 
Center 
Gulf Stream Lumber 

Lloyd's Service Center 

Vic Norris MD. PA 

B.J.Russel Electric 

Macor Building Products 

Folding Shutter Corp. 

Low Country Insulation 

R & D Associates Inc. 

Bethesda Radiology 

Group 

Lakeview Baptist Church 

J.B . Smith & Son 

Jewelers 

Rainbow Printing 

Creative dance 

(table continues) 
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Table 16. (continued) 

Business Partner Name 

Homes & Land Magazine 

T im Graboshi Roofing 

Old Style Pi zza 

Diagnostic Radiology 
Network 

Palm Beach CountyBank 

Golden Corral 

Rohem Air Conditioning 

Air-Ref Company 

Pool Doctor 

East Coast Colli sion 

Jersey Mike's Subs 

Boyton Beach Pediatric 

Dance Depot 

ACE Hardware 

Bob Miller State Farm 

Southern Wine & Spirits 

United States Army 

All American Basketball 

Amici Italian Restaurant 

Del sports 

Doug's Photography 

Falcon Wrestling Boosters 

Interactive Metronome 

Frequency of 
Appearance 

Rank 
Order 

Busi ness Partner Name 

Hot Heads Hair Color 

East Coast Furniture 

Jay Alperin D.D.S 

TYCO/ADT 

Sod Unlimited 

Wright Company 

Authorized Real Estate 

Migdal & Migdal Attys. 

D.P. Lewis & Associates 

Pro Line Distributers 

Uptown Hound 

Plastridge Insurance 

Schoolhouse Children's 
Museum 

D & Z's Pi zza 

Rudin,& Associates 

Sunrise Hilton 

AlarmComm. Tech. 

Architectural Aluminum 

B-Screened 

Don Shula's Hotel 

Enterprise Vending 

AVON 

John The Baker 
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Rank 
Order 
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Table 16. (continued) 

Business Partner Name 

U.S. Marines 

Platinum Fundraising 

J.P. Mulligans 

Eastern Financial Credit 
Union 

Horizon bank 

Nutrition 'Smart 

Daniel Sheldon M.D. 

Southeast Florida Electric 

Evaluations Plus 

Roadhouse Grill 

Barton & Miller Assoc. 

Adidas 

Piper Airplanes 

A-1 Plus Insulation 

Land Lubbers 

Maroone KIA 

Beautiful Concrete 

All Sports 

Sneakers Bar & Grill 

Pest & Plant Management 
of FL. 

Kelly's Magic Carper 
Cleaning 

F.O.P. Lodge # 49 

Frequency of 
Appearance 

Rank 
Order 

Busi ness Partner Name 

Pines Chiropractic 

Eagle Overhauling 

All The Best Florists 

University Car Wash 

Kaleidoscope Early Lmg. 

Pill Box Pharmicies 

Casa Peroy 

Coastal Msonry 

Touby Painting 

The Home Depot 

Summerland Pools 

Pizza Hut 

Albert Pezzella Plumbing 

Just For Feet 

Ed Moorse Sawgrass 

MSD Sports 

Dr. Wm. T. Zenga D.D.S 

Broward General Hospital 

J.J. Muggs 

Dunkin ' Donuts 

Palm Beach Toyota 

The Miami Hearld 
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Table 16. (continued) 

Business Partner Name Frequency of Rank Business Partner Name Frequency of Rank 
Appearance Order Appearance Order 

Premos' Subs Earth Rangers 

South Fl. Water Mgmt. A Premium Restoration 

Twilight Tuxedos A-I Wil son Lawn Spryg. 

Batter's Box Vista BMW 

Waste Management S UL YN Industri es 

Swimming Pools by Ike AIM Riverside Press 

Lauderdale Imports Bofshever Chiropractic 

Ruderman Real Estate Howard Gelb M.D. 

Jacquelyn Jewelers Westside Bagels 

AJM Reality Group Parkland Chophouse 

Parkland Chiropractic Pizza Nova 

Unger & Kowitt Attys. 

The amount of visual partnership data gathered in each Florida school district 

varied from school to school, however, a significantly higher number of businesses 

(although not indicated by this chart) appeared in school district B, followed by school 

district C and school district A with the least amount of visual partnership data. The 

result of the visual partnership data process revealed that two primary categories were 

present on the campuses ofFlorida school districts A, B, & C. The first category 

included partnership logo placement on items such as sports scoreboards and soft drink 

machines. Research indicated that these respective companies paid for the scoreboards 

and the drink machines in order to have a proprietary relationship with the school and the 

principal. These logos represented the only brand of this type of product that was 

allowed to be sold on campus, or as fundrai sing initiatives, or during community 
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functions on behalf of the school. Commissions were generated through the sale of 

products and passed on to the principal for their discretionary fund accounts. School 

based discretionary fund accounts are revenues that principals can use as they see fit. 

This type of partnership support was indicative of significant financial investment from 

the business partner (Gonzales & Bogotch, 1998). 

The second category of visual partnership data included the selling of signage 

space on the school campus. This type of activity was considered to be a limited time 

fundraiser activity, but in most cases, renewable on an annual basis. The vast majority of 

this type of signage would be located on sports fields and in the gymnasium of most 

schools. Annual fees for this kind of media exposure ranged from $500 to $2,000 dollars. 

It would be difficult to describe this kind of activity as a true partnership in the context of 

how partnerships have been represented within the scope of this study. Most of these 

businesses sent a check and had their names added to the list with no further commitment 

on their part. 

Partnerships within this study were found to exist and function at different levels 

depending upon the needs of the school and the needs of the business partner. Decker and 

Decker (2003) have described partnerships such as these as existing along a continuum 

from cooperation, working together toward a common end, through coordination, sharing 

of resources and joint planning, and finally reaching the level of collaboration, joint 

allocation of resources and monitoring and evaluation (p. 118-122). Parravano (2001) has 

described this process as specific roles to be assumed by different levels throughout the 

business environment. The first role, Advocate, is considered the entry level where the 

corporate voice is heard promoting the partnership relationship. Researcher, the second 
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role, is where the business organization views the process through a scientific lens. The 

third role, Anchor, deals with helping to add stability to the dynamic environment of a 

school or school system involved in frequent changes. Coach, described as the forth role, 

brings the issue of strategic planning to the school environment. Finally, Broker, the fifth 

role, is about linking partnerships across different schools or school di stricts (p. 14). A 

more complete analysis of the various typologies in the literature is presented in Chapter 

5. 

Principal Interviews 

The protocol for the principal interviews was the same in all cases. The three 

principals, one from each Florida school district A, B, & C, were randomly selected from 

among the returned surveys in which principals agree to be interviewed. Once the 

principals were selected, they were contacted by the researcher, to set up an appointment. 

Principals were made aware that the interview needed to be conducted in a location that 

would permit an uninterrupted session. In all cases, the interviews were conducted in the 

principals ' office. All interviews were conducted during regular school business hours 

and during the regular school week. All interviews began at the approximate scheduled 

time as agreed upon. Actual interview duration times ranged from forty-five minutes to 

one hour and a half. Each interview was completed in one session. 

Principals in Florida school districts B & C read and signed the consent form prior 

to the beginning of the interview. In Florida school district A, following a discussion 

with the principal, the researcher was informed that the balance of the interview would 

take place with the assistant principal in charge of the school business partnership 

program. The researcher was assured that this administrator had the complete confidence 
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of the principal, was more aware of the partnership process, and in fact could speak for 

the principal. In light of these given assurances, the consent form was signed and the 

interview continued. In no instance was any interview stopped or shortened by a 

principal. None of the principals declined to answer any of the questions. 

Bogdan and Biklen (1998) have suggested that within the research method for 

collecting qualitative data, reliability is viewed as a fit between what is recorded as data 

and what actually occurs in the setting under study. The principal and business partner 

interviews were conducted in an effort to enhance the data gathered through the 

quantitative survey instrument. Research through in-depth interviewing is sometimes 

referred to as unstructured, open-ended, or nondirective. The researcher is trying to 

understand in detail, how people think and how they came to an understanding of the 

values that they hold. All data collected during principal interviews were recorded on a 

micro cassette device. The data were then transcribed by the researcher into a printed 

version. Through a coding procedure, which allowed for data reduction, the researcher 

was able to take a voluminous amount of information and reduce by noting it and placing 

it to certain patterned categories or themes to then interpret this information by using this 

schema. The responses, from the principals and the business partners to each interview 

question were searched for pattern coding. Once these patterns were established, they 

were analyzed for the development of dominant themes. The themes formed the basis by 

which the researcher was able to understand and relate the findings from each interview. 

The relationship of the data was established by comparing the principal survey 

responses, the principal interview responses, and the business partner interview 

responses. Themes that were developed were common to the data sources. In figure 1, 
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themes that were common to all coded data sources are displayed in the intersecting areas 

of the Venn diagram. Other themes that emerged as common to the two data sources of 

principal and business partner interviews were also viewed as relevant areas for 

discussion. Although role models, consumerism, and resources for example did not 

surface as common data sources, they are issues that surface in school and business 

environments (Molnar, 2002). These categories, while not indicated as common data 

sources for the purposes of this study, might be considered areas for further investigation. 

Figure 2 indicates the distribution of coded responses. 
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Figure 2. Distribution of coded responses. 

Figure 2 indicates the three common themes developed as a result of the coded 

data; mentorship, advertising, and advisory boards. In addition, three more themes were 
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developed from the principal and the business partner interview data; expertise, training, 

and money. 

Although this second group of data responses is not a completed part of the 

triangulated process, the information shared by the principals and business partners is 

nonetheless important to this study. 

The Principal Perspective: Mentorship Opportunities 

Mentorships and internships were seen as a key component in the relationship 

between principals in Florida School districts A, B, & C and their business partners. The 

principal survey instrument indicated that 100 percent of the principals in the Florida 

study and 97 percent of the principals in the Georgia study agreed that mentorships 

provided valuable experiences. 

Principals agreed with the concept of mentoring to enhance not only the 

experience for the student but the teacher as well. Students had an opportunity to gain a 

sense that what they were learning had implications in the real world. In addition, "It is 

critical that our teachers know that what they are teaching actually makes sense in 

industry standards. It is a direct benefit to our faculty." Understanding that not all forms 

of curriculum support would be a fit, still, according to this principal, "A good 90 percent 

of it is, and I would say that generally school leaders that don't have that connection miss 

out on how they can improve their schools based on what is going on in the business 

sector." Principals saw that the business partnerships brought a sense of the real world of 

work to the school. "Our kids realize that it is not O.K. to be late for your job." Another 

principal commented that the business partners provided real life examples that were 

current. 
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If you work hard in school, you are going to get good grades and those grades will 

provide you with the opportunity to go to a college or vocational school or the 

military. In industry where effort equal rewards, if you are meeting your quota on 

your quarterly reports, you are going to get bonuses or the opportunity to be 

promoted within that organization. So I think that they can connect, not only with 

the quantitative, dollar signs, but also qualitative conception of what makes a 

good employee, and therefore what we are trying to practice in our school. 

(Principal, school district B) 

The principal in Florida school district C understood the value of a business 

mentor who could relate in a way that teachers could not. For him, it was important to 

understand that faculty and administrators were primarily educators who had little 

experience in the practical business world. The mentor offered the ability to bring the 

business world into the classroom and, "whether it's a banker, or an attorney, or an 

accountant with FP & L, the mentor can bring a tremendous amount of experience from 

the day to day financial world. In addition, he felt that business partners were able to see 

a connection and value of their mentorships to the schools in which they were 

participating. 

Last night at an open house, a representative from Bank Atlantic said that their 

investment in what they were doing here was that their daughter, who is three, 

hopefully will have a school where the education is fantastic. So with the business 

partners' help, we can have the best school possible. With the limited time and 

limited resources I have, the business partnership can fill some of those voids and 
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help me to have a great education system here for the kids that we service. 

(Principal, school district C) 

The principal in Florida school district A indicated that mentorships were a 

necessary support mechanism by which his students were able to succeed. Through hands 

on experience they could gain an insight into the requirements that lay ahead, and even 

though most would go on to college, they could say they have had "a taste of what it is all 

about." 

Students were able to see the world through their internship with a mentor who 

provided a timely bridge of knowledge between the traditional lag time in education and 

the state of the art nature ofbusiness and industry. 

I think it is a big benefit when kids come here and they learn a trade, in advance 

of the university. It's not a lot, but it's compatible. I'll give you an example; a kid 

will come here for three years and study architecture. All he is learning is how to 

do the drawing, the drafting, the AutoCAD, and the concepts. Then in his senior 

year, he'll have an internship with a business mentor. He will actually go out into 

society, the community, and he will actually start to put some of that to work. It's 

not the professional level, but at least they will be using him to do certain things. 

Students are then rejuvenated by the internships, so that when they go to college, 

they will have information. It's like a booster, a kick start for them when they get 

to college and they are able to apply all that they can. (Principal, school district A) 

Research indicated that while mentorships offered valuable experiences for the 

students, it was also an opportunity for the business partner to bring added value to the 
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school. Through the constant development of new partnerships, faculty were able to 

experience additional curriculum support in a variety of areas. 

We are constantly developing new partnerships. For example, our principal for 

the day was the Vice President for Telemundo, an individual who is in charge of 

all marketing for Telemundo. He came in, saw what we did, and fell in love with 

our program. Now we are in constant contact with him. He lets our kids come 

over there and watch their productions and how they do it there. He wants to be a 

part of our advisory board and he has a whole slue of contacts that he can bring to 

the table forever. (Principal, school district A) 

The Business Partner Perspective: Mentorship Opportunities 

Business partners indicated that they were largely in agreement with the 

principals in the area of mentorships as a method to demonstrate what takes place outside 

the classroom environment. Mentoring was seen as a way to inform students and give 

them a reality check as an important lesson about the real world. Business partners 

indicated that as far as the entrepreneurial aspect of the job, most students felt that that 

owning your own business meant that you got to set your own hours. This was true as 

long as you were the first to get here and the last to go. In addition, business partner 

number two felt that students had no concept of the range of money that most business 

owners make, 

They just think that you are making all sorts of money, but they don't realize that 

some people are doing quite well and some people are just getting by. I have some 

people that work with me and I do a lot of the tasks that I wouldn't have them do, 

like take out the trash and clean things up. I think in terms of mentoring, my point 
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of view is that students like to see the attorneys and the more cushy jobs. A lot of 

people don't have those jobs and a lot of teachers don't teach that. So students 

need to be made aware that there are certain schools that do a really good job in 

seeking people out like myself, who will attempt to give them a real world 

perspective and not just the textbook one. (Business partner number two) 

Some business partners were able to see a direct link to student achievement 

beyond the corporate structure as they participated in personally mentoring students 

through outside organizations. Business partner number three was a board member of 

Junior Achievement and that allowed her to not only take her experiences into the 

classroom, but to bring students into the world of work to enhance their learning 

experiences. Business partners who were in the category of enhanced partnerships 

developed an attitude of helping out whenever and wherever they could, as one business 

partner explained that he was able to use his mentoring skills to support classroom 

instruction when call upon to do so. "It is important to just know that they can call here 

and even ifl can't help out, I know someone who can." An important extension of the 

mentorship opportunity for business partner number five was the ability to help establish 

a student helping student mentorship program for high school students. 

I know that we have helped in a number of high schools, where the kids will go 

down to the middle school and mentor kids. I see it happening in the public and 

private schools. I think it's great because it takes pressure off the kids who think 

they have to be all knowing. If a student has been playing for one or two years, 

we can pair them up with a student who has been playing 4 or 5 years not 20 

years, and students from one school will be walking across the street to the next 
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school level. I think this program has helped a great deal. (Business partner 

number five) 

When discussing the mentorship process with business partner number five, the 

researcher probed as to why this partner felt so passionate about the value of his 

mentorship program. 

I remember growing up we had a local music store that we all could go to hang 

out and learn. When I needed something they were always there to help me. Even 

though band kids like to hang out in a band room, we call them band geeks 

affectionately; they also need a place to go to for service, for instruments, or just 

information. They come in confused by what they have heard other people say 

and we help them. Here we have helped a lot of kids and it becomes a home away 

from home, a haven where they can come and spend all day trying out 

instruments and getting repairs done and it's that kind of a thing. I think is 

important for high school kids to have a place to go for their needs. (Business 

partner number five) 

Another business partner had the same level of commitment and suggested that 

mentoring provided a very unique opportunity for the student and the mentor. This 

mentor had agreed to offer housing and the use of her art studio to one ofher partnership 

school's graduates who was waiting to relocate to London to study art. 

Business partners mentor in order to offer opportunities to students that they 

might not otherwise have during the regular course of their high school education. The 

responses form our principal survey instrument, the principal interviews and the business 

partner interviews all support the theme of mentorship as a way to provide valuable 
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learning opportunities. At the same time, it was evident how much the business partners 

enjoyed their interactions with students while providing an opportunity to increase their 

knowledge. 

Th e Principal Perspective: Advertising 

Advertising was seen as another theme in the relationship between principals in 

Florida School districts A, B, & C and their business partners. The principal survey 

instrument indicated that in Florida, 79 percent of principals agreed that business partners 

should be allowed to advertise on their high school campuses. In Georgia, 65 percent of 

principals agreed that business partners should be allowed to advertise on their high 

school campuses. Survey results in Florida and Georgia indicated that principals were 

somewhat divided on this issue of advertising. In the Florida survey, 67 percent of 

principals from school district A, 78 percent of principals from school district B, and 100 

percent of principals from school district C agreed that their business partners should be 

allowed to minimally advertise on their high school campuses. The principals who were 

interviewed were divided over this issue which indicated agreement with the principal 

survey results. 

The principal from Florida school district C indicated that advertisement was part 

of the process ofhaving a business partnership. For the business partner, it was a matter 

of building brand awareness and gaining market share. 

They want to advertise in some way. Businesses want to be seen in some way, 

whether it is advertising in a school newsletter, school newspaper, yearbook, on a 

football game scoreboard, a basketball game score table, in the cafeteria. In some 

manner they have to be recognized for what they are doing, at least most of them, 
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and I believe that you need to do that. Our business partners do support us 

because they see a retum on their investment. For our soft drink company, it's 

about the advertisement and getting their name in front of people. I think at times 

they deal with a loss as much as they give us, but if they (students) are hooked 

their product, when a student goes into a store, they will pick up that product and 

this is what the company wants to happen. They supply our largest amount of 

product, and we sell a lot of their products on our campus. We are a very good 

advertisement tool for them. From that aspect some of the partners gain 

monetarily from it. (Principal, school district C) 

There were other principals who were not as market focused and had a more 

altruistic reason for establishing a business partnership. The principal from school district 

C, felt that the money was an issue, but in addition, business partners look to give back to 

the school. There were partners that had a relationship with his school but expected to 

derive no financial gain from the process. Even though the principal in Florida school 

district C understood the need for some business partners to operate in a manner that was 

profitable, he did question the overall value of the process and indicated that at times, 

there might be a negative retum on the investment. 

A negative retum on investment might be considered the commercialized aspect. 

Is it right to have a company name commercialized on all of our scoreboards. Is it 

right to have their products on our campus. Our soft drink company, in addition to 

its carbonated products, has shifted to a more nutritious product. But some still 

question the value of the vending machines that we do have and how it ties the 

product to the students, and gives that company a reason to come on to our 
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campus. In the academy of finance, I would have a hard time finding a negative 

there, but with other business partners who are allowed to advertise in our school 

or in a newsletter, or perhaps one business partner who has spent four or five 

thousand dollars and had his name on the scorers bench in the gym, maybe the 

advertising on it is a drawback if you can call it a drawback. (Principal, school 

district C) 

In Florida school district B, the principal had developed a very strong relationship 

with their largest business partner, a soft drink manufacturer. However, for the return on 

investment, the business partner had changed their position with regard to open 

advertising of their product in response to public pressure. 

Many of the partners have requested that we don't openly advertise their products. 

Our soft drink company is one of them now who is requesting that we don't 

advertise their products in the classrooms. There has been a back lash, with 

childhood obesity and vending machines, and we've seen them pull back. They 

still have the same level of support but they don't want to be seen around campus 

as contributors to that problem. Now our computer partners have no need, use, or 

want to be engaged in that. When we look at our culinary arts program, and when 

we look at different spice companies, they want to be seen, used, and supplied. 

You know the concept of marketing is first time user, life time user, and those 

future chefs down there using specific cookware and spices will use it forever. So 

the consumer piece is, they want some influence but still they are getting away 

from that, all the corporate sponsors are. (Principal, school district B) 
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Although this business partner's presence was still apparent on vending machines 

and sports scoreboards, they had declined to increase their visible presence in any new 

endeavors. They were contributing a significant amount of money for the building of a 

new sports stadium. In return, the offer was made to name the stadium after this business 

partner. The business partner declined to allow that to happen, choosing to remain instead 

in the background. 

In Florida school district A, the principal was very clear that advertising was not a 

part of their partnership initiative. Although their advanced computer lab had proudly 

displayed the name of the company that provided the equipment, there was no indication 

that the partnership was a commercial venture. In fact, advertising was discouraged as a 

means for generating revenue. 

If you come to this school you don't see signs, you don't see symbols, and you 

don't see plaques in our school. As a school we honestly don't believe in that. If 

you want to be a partner, you will be recognized. People will know who you are 

as partner; they will get to know what you've done. We do believe in 

acknowledgement, and we do believe in sharing information like that. But, you 

are never going to see the name of a soft drink company splattered on the wall. 

Just because we believe that a partnership should be open to anyone that wants to 

come in to the school. (Principal, school district A) 

The district office had developed partnerships that would apply to all the schools 

in the district. Those partners were allowed access to the campus as vendors and the 

individual school had very little control over their activity. Although this school did 

119 



derive some financial support from these district partners, it was considered a minimal 

amount at best. 

The Business Partner Perspective: Advertising 

Responses from the business partner interviews indicated that business partners 

were reluctant to use the word advertising when talking about their partnerships. 

However the theme of advertising was certainly seen as a key component of that 

partnership. Business partner one indicated that supplying products for school needs 

such as sports scoreboards were part and parcel of the agreement. There was a tacit 

understanding that the partners logo would appear on any such products. 

We would like to be in the yearbook, we would like to be in all the ads for the 

athletics. We would like to have that kind of support. Naturally if we are going to 

donate a scoreboard and pay for the signage to go up, it would have our company 

name and then home of the chargers or gators for example. We want to be on e

mails to parents saying that we are heavily partnered with them. We want to be on 

the website if they have one. We want to be very involved. We want all booster 

parents, and they come and go in different sports each year, to know that they are 

to purchase product exclusively from our company, and we want them to know 

why we do that. (Business partner number one) 

Business partner number two indicated that he believed there was significant 

value in advertising on a school campus in a variety of ways, some more effective than 

others. If it was just about distributing flyers and such, then it was not seen as overly 

effective. However, if it was about name recognition, like putting the partners name on a 

scoreboard, then it was considered a big deal. For this business partner, there was more to 
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the advertising process than just having your name in the school environment. It was just 

as important to follow up that advertising with personal commitment like a strong 

presence on campus and attending events that were critical to the school culture. The 

advertising and follow up procedures have yielded profitable returns for this business 

partner as his company continues to hold a major market share among the high schools in 

this study. 

As an executive of a multi-national company, this business partner was arguably 

the most corporate spokesperson of all the business partners interviewed. Her position on 

advertising on a school campus was not only to build brand awareness, but to appeal to 

the student as a future employee. 

It is a way for us to market our products and put our name out there. At the same 

time, it's a way to create value. Even with our young people, they have 

aspirations of gaining certain positions in the future. Maybe we can suggest to the 

young person, I want to go through these stages in my life and meet certain goals 

in hopes ofworking for that company one day. We know that trademarks create 

visibility where it may inspire someone to reach for that level whether or not they 

are working for someone else or developing their own company. I would say it is 

very, very important for us send out the right messages. We are an organization in 

a society where there is a lot of attention being placed on how well we do things. I 

think the moves that we make could create media issues and even the right 

messages could shed a good light with the media. Yes I think there is definitely a 

lot of opportunity in the area of advertising. (Business partner number three) 
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Although business partner number four was the president of a national advertising 

and public relations company, his work as an advisory board member for his participating 

school was more about gaining notoriety for the school and not about selling his 

company. 

I looking out my window right now there is a statue that is 4 stories tall in the 

courtyard of my partnership school. It can be seen from two major expressways. It 

was the board that raised the funds to put that up. It is a major advertisement for 

the school. In this way, the kids see us in action everyday. Sometimes it is an 

article in a major market newspaper about one of our gifted students, which is 

distributed nationally, again, it is all part of our PR advertising program that 

comes from board involvement and committee involvement. (Business partner 

number four) 

This business partner had also used his influence as an advisory board member to 

support and raise funds on behalf of his partnership school. Through one to one contact 

with media outlets such as cable and foreign market producers, this partner has acquired 

significant funds and notoriety for his partnership school. 

Business partner number six had similar views concerning the aspect of 

advertising in schools. An owner of a company that did consultant work for the motion 

picture industry, she understood the value of advertising to market a product, in this case, 

the students ofher partnership school. She believed that the school's best advertising 

campaign was demonstrated by its students and their work. 

In a different sense concerning advertising on school campuses in Florida school 

district A, the principal had indicated that their school did not allow product advertising 
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on their school campus as a revenue generating option. The photographic research for 

this study in Florida school district A indicated that very few schools had visible signs of 

partnership advertising on their school campuses. One possible explanation was that since 

the traditional revenue generating partnerships (soft drink, snack foods, and other student 

services and products) were developed primarily at the district office and then fed to the 

schools; the usual selling of the partnership to each individual school principal was 

significantly reduced. As such, the possibility exists that principals who were receiving 

these support dollars without much effort on their part may have considered the selling of 

advertising space to local vendors a process that was not worth the effort. 

The Principal Perspective: Advisory Boards 

Interview responses from each principal interview indicated that the use of 

advisory boards (also known as foundations or business roundtables) was a key element 

towards the success of their partnerships. These advisory boards were designed to 

function differently in each school as needed. The principal survey instrument indicated 

that 98 percent of the principals in the Florida study and 90 percent of the principals in 

the Georgia study agreed that foundations proved a valuable resource as a partnership 

process. 

When I arrived here 4 ~ years ago we had a couple of programs that I considered 

to be outdated, one was wood shop for lack of a better term, automotive, graphic 

arts, electrical. Fun classes, but the bottom line was that in wood shop kids would 

build birdhouses and toolboxes and that impacted kids, how? It is a good hobby 

to have but as far as communicating requisite industry standard skills, it was not 

happening. The other problem was that kids who were building these birdhouses 
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couldn't read. Automotive shop was fun but you were working on a car with a 

carburetor, but they don't make those anymore. Graphic design was real neat if 

you were into tie-dying shirts but again, not a big call in the industry or 

marketability or entrepreneurship for tie-dyed tee shirts. And they don't make 

TV's with bulbs anymore. This is a whole new age and unfortunately the 

curriculum stagnated here in the 1970s. So before we made a move, we developed 

through our largest business partner a business roundtable. We sat down with 

these folks and said could you project based upon workforce development and 

industry core standards what you want our children to do and know when they 

leave school. They basically sat down and we round tabled it over the course of 

six months or so and we shut all those programs down and created new programs. 

Sysco networks, A+ computer support repair and design, web page design and 

certification. We created digital TV production rather that analog. We created 

"apple culture" out of our horticulture program and then we applied cross 

curriculum standards by bringing in accounting and marketing and the English 

classes. So I think that was absolutely critical in turning our school around. 

School reform is so difficult, but when you bring in companies who have stature 

not only in this community but throughout the country and worldwide, teachers 

listen. You know when our largest business partners come in and those guys are 

sitting around the table with our teachers, we don't have to sell anything. It's 

already sold for them. These are fortune 500 companies whose survival is based 

upon a quarterly report, and if they say that this is where vocational program are 

going or technology or curriculum is going, we pay attention. We may not be 
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able, because of course code constraints and things like that, implement 

everything they bring to the table, but even if you implement a portion of what 

they bring to the table, you are better off for it, and when I say your better off, I 

mean your kids are better for it. (Principal, school district B) 

This principal also indicated that by understanding the strengths and weaknesses 

of his student population and their relationship to the real world, his roundtable group 

would be able to direct partnership activity including the acquisition of other business 

partners. 

The principal in Florida school district C indicated that his advisory board worked 

through the school's academy of finance program, their largest partnership group with 

over thirty partners and twelve to fifteen advisory board members. He indicated that the 

academy's advisory board was responsible to integrate curriculum across the disciplines 

through all grade levels. As part of a national organization, students had the advantage of 

a local mentorship and support group, combined with curriculum and financial support 

from their national groups. 

In Florida school district A, the advisory board exemplified their definition of a 

partnership. Initiated and developed by the principal and a group of influential local 

business people, the advisory board functions as an integral part of the school. 

I'm always talking about them (advisory board) when the conversation comes up. 

This is a very unique school. The type of partnership we have with our advisory 

board, you really don't see in any other school. There is one other similar 

program that has something like us, but they don't get the results that we do. I 

think it's because of the kind of relationship we have with our board. They are 
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very much a part of the school, not an entity outside the school. We bring them 

inside the school. When they come on campus, they know where things are, they 

know the students that are here, they have gotten to know the faculty. I wish every 

school could have what we have, because we have been very successful in many 

ways. We have people calling us and saying "I got this person that wants to come 

and speak to your entertainment technology group" or "I have this designer that 

wants to come and speak to your group", and it's just that they do it because they 

love to do it and they know that what we do is amazing and what they do for us is 

equally amazing. (Principal, school district A) 

The members of this schools' advisory board spent much of their time on the 

campus working directly with the students. They provided resources and the kind of 

visible support that allowed students to succeed. In return, they were always kept in the 

loop as far as information concerning student progress. They were able to rejoice in 

student success and know that to a large extent, they were responsible for integrating 

opportunities throughout the school year. 

The Business Partner Perspective: Advisory Boards 

Not all business partners interviewed were part of an advisory board. Business 

partner number one, for example, had nothing to say on the subject of advisory boards. 

Their companies' predominant interest was a commercial financial arrangement with 

their partnership school. 

Business partner number two, while also motivated by sales, was clearly 

interested in being a benefit to his partnership schools. 
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Well I think that in order for a partnership to make sense, it has to benefit both the 

school and the business. Many businesses will proceed to go to schools and sell 

things to students. My perception is that we are given the opportunity to be on 

campus and sell things to students that are necessary, but you need to be able to 

give back in some way. Not because you have to, but because you want to as well. 

There are a lot of vendors who go a campus and they are anonymous They come 

together and they don't have any specific representation. I know that I always get 

offended when I'm described as a vendor. I never considered myself a vendor, 

technically, that's what I am, but there are other guys who will come out and take 

pictures and they leave till next year, and you forget the face. We work hard to 

develop a relationship with our partners. (Business partner number two) 

As a participating member of the school community, this partner thought it was 

important to seek out other partners who could be ofbenefit to the school. This process 

was clearly identified as a trait consistent with the advisory groups of the enhanced 

partnership model. The parent corporation of this local business partner, in conjunction 

with his partnership schools, offered a support program that targeted at-risk students at 

the high school level. It was offered to the schools at no cost. This business partner was 

an ongoing part of the development team. 

This support program offers diverse tools to help students stay in school and stay 

off drugs. This is a complete program that talks about diversity. It talks about 

acceptance of different backgrounds and different orientations. It talks about 

sensitive issues like suicide, things that a teenager in high school would have to 

deal with. It talks about things that you can't put a dollar value on, like improving 
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test scores, school spirit, and truancy. It is a dynamic program, in which I am part 

of the development meetings with successful people who are involved with it as a 

group. I think it is an invaluable piece, something that teachers and administrators 

really appreciate because it has nothing to do with selling stuff. It comes off as a 

bit of a commercial, but it is really not meant to be. It goes back to the corporate 

philosophy of giving back. It's really a powerful program, and they spend great 

deal of manpower and money to maintain it, and we were doing it before it was 

fashionable. (Business partner number two) 

Business partner number three, a major business partner for the South Florida area 

as well as nationally and globally indicated that their partnership extended beyond the 

just the sales aspect. There was a national tie-in to their education foundation which 

supported students with information and scholarships. In addition to scholarships, this 

partner worked with students who were trying to enter the job market just after high 

school. By offering software at no cost to schools who asked for assistance and by 

working closely with the School-to-Work office of the partnership schools, this business 

partner was giving back to the system. In addition to selling products, this global 

organization had the power and connections, due to the extensive nature of their 

corporate structure, to attract by association, other powerful partners that could offer 

financial support and curriculum support. 

As part of a corporate advisory group, the focus for this partner was how best to 

serve the community that surrounded the school as well as the school itself. Business 

partner four from Florida school district A was the chairperson ofhis partnership school's 

advisory board. He had served on other boards and councils with the principal of his 
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partnership school and was so impressed that despite his involvement on eight other 

committees, as well as overseeing the daily operations of his two companies, he agreed to 

work with this school. 

I'm a very hands-on chairman of their advisory board. I'm involved in the 

strategic planning of their curriculum. I'm involved in a day to day context as far 

as fundraising and trying to tie their five curriculum strands together with experts 

from our board in the community. I encourage professionals in the community to 

do special seminars and teaching engagements at this school. So I'm very 

involved on a day to day basis. (Business partner number four) 

His mission for the advisory board was to help create a synergistic relationship 

between the school and the professional community in order to provide the kind of 

stimulus that students required and thrived on. He believed that a true partnership helped 

to create an environment where the community could come into the school and the school 

could go out to the community. Through carefully crafted mentorships and internships, 

students and community members were able to create a synergistic relationship that 

proved to be an effective tool for student success. 

When asked about his school districts' understanding ofhow advisory boards 

assist in preparing students for success following the high school experience, this 

advisory board chairperson, and business partner had this to say: 

I think the involvement of the school district is about gaining an understanding 

about the immense value that an advisory board can have on a school. It is also 

about the significant resources that we bring in to a school and the potential that is 

out there for community based partnerships. So the district is very well aware of 
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what we do. I just like to think that they would know about the next level of 

commitment of a community-based initiative, which is the continued support for 

students when they leave high school and enter the professional community or 

college environment. It gives them a definitive reality check and what they need 

to do become a top professional or to be successful on a college campus 

atmosphere. Where most high schools prepare students to interview for 

placement, a community based partnership with a high school really prepares 

them in a professional context. (Business partner number four) 

Business partner number six, a member of the advisory board for her high school, 

indicated that communities and schools needed to come together for the students in order 

to develop quality partnerships based upon strong reciprocal relationships. Her feelings 

were that community members whether they had students in school or not, were largely 

unaware of the kind of work that students were capable of if given the right support. 

However, if the right kind of awareness program were to be initiated from the school, 

community members might see the need to participate in any number of areas that could 

have a positive impact on the student population. She felt it was her job to assist in that 

community awareness program. 

The board is about creating funds and awareness and becoming willing partners of 

those who will not just sit on the board like lumps, but contribute ideas and then 

put them into action. When we bring in people who are professionals in their 

community and they are successful idea people, things change, things shift, and 

you need people within the school who will think outside the box and are willing 
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to take the steps to initiate change. Schools can't do it by themselves anymore 

unfortunately. (Business partner number six) 

The advisory boards located in Florida school districts A, B, & C were indeed 

more than just a name and a position. Their members were proactive and reactive to the 

needs of the students in these schools. They worked closely with the principals, teachers, 

and staff members in an effort to enhance student performance and potential future 

success. They were passionate about their mission and endorsed by their school 

principals. Advisory boards were largely staffed by industry professionals who 

understood the crucial link between the world of education and the world of work. 

Th e Principal Perspective: Expertise 

Although the principal survey instrument did not cover the areas of expertise, 

money, and training, they surfaced through the principal and business partner interviews 

as relevant themes. Therefore, they will be discussed in this section. 

With regard to area of expertise, most principals and business partners indicated 

that they were referring to industry standard expertise or that expertise that was common 

to the business partner. There was very little discussion with regard to any expertise 

attributed to the principals in Florida school districts B & C. In Florida school district A, 

the business partners did attribute industry driven partnership incentives to their principal. 

In their opinion, the entire school business partnership program was developed and 

implemented by the principal of their partnership school. 

The principal in Florida school district B indicated that in his school, expertise 

could be as valuable as the check when coming from a business partner who would 

willingly offer to bring the real world environment into the school environment. Through 
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the development of a symbiotic relationship, each partner could understand and develop a 

relationship based upon what the other needed in order to succeed. 

I think one of the main reasons that school partnerships get a bad rap is that one 

group and the other group have different perceptions of what the partnership can 

do. I think that first everybody focuses on the check and I think that's very short 

sighted, when you look at school partnerships. I think that it is important to 

understand that essentially industry and business can provide many resources for 

your school that you don't have or are not privy to whether it's because you're 

financially constrained or because you don't have the expertise in industry 

standards. So I think the first piece is that relationship, how does that relationship 

become symbiotic. What can that corporation or partnership do, or that industry or 

business end of the partnership do for your school and conversely what can your 

school do for that business or industry partnership. (Principal, school district B) 

In developing their Academy of Finance, the principal in Florida school district C 

understood the limitations associated with the teaching profession and the value that a 

business partner could bring to the process in terms of curriculum support for real world 

careers. He felt his teachers were competent in teaching modalities, but lacked industry 

expertise. "Our teachers have some knowledge in the field of business, in that they have 

had a few business education classes, but expertise in the practical end of the business 

they don't have." Business partnership support meant bringing career expertise to the 

classroom while having zero impact on his budget. 

We bring in business partners and mentors to teach our kids about these careers. 

Their expertise may keep me from having to hire a specialist. A partner that 

132 



comes in and provides services so that I don' t have to pay a specialist in banking 

is invaluable. All those different parts of the partnership directly and financially 

support me. (Principal, school district C) 

In Florida school district A, the principal was well aware of the expertise that 

came into his school everyday. His advisory board was composed of major business and 

industry leaders who function at the state of the art level in their respective fields . The 

students knew and respected them for their industry expertise and their desire to translate 

those skills into effective student achievement. The following is an example of how 

expertise played a role in student success. 

For one of our design programs, we have a location that is donated to us and in it 

you have different areas designed to be part of a house, whether it's the bedroom 

or the kitchen. We have students interested in interior design, which is one of the 

programs that we offer. So our professional designer came in and worked with the 

kids to design the bedrooms, kitchens, and living rooms. Another partner is a 

professional landscaper. They came in and worked with our students on 

landscaping. We started out by having our students take the actual structure and 

scale it to a blueprint and show how they would alter it to make it something 

different. Then we had an opening similar to an art gallery where we charged 

people to come through the design displays. Our advisory board understood that 

many of our students were involved in creating it and the school would benefit 

from what the advisory board could do as far as the fundraising during the event. 

(Principal, school district A) 
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The Business Partner Perspective: Expertise 

Most business partners regarded their level of expertise as a primary factor in 

their partnerships. The exceptions were business partner number one who did not discuss 

any level of expertise with regard to their partnership and business partner number three 

who also said very little about the theme of expertise as applied to a partnership. 

Business partner number two was confident of his expertise as owner of a 

company that has been servicing his school district for more than 50 years. He felt that 

principals appreciated his company's ability to consistently perform up to expectation 

and that their services were professional and consistent. "Quite frankly we are kind of 

proud to say that our reputation precedes us and when we come to a school, principals are 

just thankful we are coming in to explain some of the things they may come across and 

should be aware of." 

Business partner number four indicated that his expertise was in the marketing 

and communications industry and he was able to bring that expertise to his partnership 

school in an effort to provide real world opportunity for students. 

I am the president of two companies. One of our companies offered internships to 

two young writers from our partnership high school. I provided my expertise in 

helping them to create a commercial cartoon property for children. We not only 

scripted it, but we worked with two artists on creating thumbnails to create a look 

for the property and it educated them on the process of how to be successful in 

commercial television. So my expertise and the expertise of my company helped 

these two students create something unique and distinct, while at the same time, 
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giving them an education that they would not have received elsewhere. (Business 

partner number four) 

In addition to offering industry expertise, this business partner believed that board 

members were to use their expertise to support the vision of their school. He felt it was 

incumbent upon the advisory board to help with curriculum and behavioral issues and to 

function in a professional manner adhering to prescribed guidelines as developed by the 

advisory board and the school principal. 

Business partner number five has had a long time relationship with the 

school system. As a music vendor for 3 7 years, his expertise has been utilized in every 

aspect of his partnership. 

Our partnership is geared towards a program for school music education. It started 

out that way and after 27 years, it still functions that way. We are all 

professionals, college trained and working in the industry. All the people who 

work here, with the exception of one or two are all musicians and have played for 

some time. This level of professionalism allows us to bring our expertise to the 

schools and really open up the educational side of what we do. Many times we are 

just giving our expert advice. Students will come in and they want advice about 

what to buy, and we might say no don't buy that, here is what you need, or let's 

talk about what you are trying to do with your instrument. (Business partner 

number five) 

This business partner was confident that his expertise was valued at the school 

level and in some instances cost effective for the district as well. His company was able 

to being in quality instruments and services at significant savings to the school district. 
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Business partner number six specialized in the entertainment industry and her 

desire to share and provide a resource for up and coming art students made her an 

excellent business partner. 

I am a professional consultant in the area of public relations, but I specialize in 

doing publicity for motion pictures in production, so, much of my time is spent on 

movie sets. What I bring to the school is expertise in writing skills and an 

understanding of how students can bring their writing to the workplace. I bring an 

array of opportunities to the school, whether I'm writing or producing a behind 

the scenes video, a press kit, an electronic DVD or any other media that occurs 

during the making of the movie. I work with agencies that handle motion pictures. 

(Business partner number six) 

Utilizing her business connections, this partner enhanced the film program at her 

partnership high school by bringing in other experts from the commercial sector to see 

what could be developed with the film students. Her efforts resulted in a professional 

relationship between her partnership school and the coordinators of a major film festival. 

This relationship allowed students to compete at a professional level, acquire national 

recognition, and most importantly, obtain jobs after high school or college. The expertise 

that professionals brought to the table was seen by this business partner as a key 

component to a successful business partnership. It enhanced the standard district 

curriculum and offered opportunity for students to learn at a heightened level. 

The Principal Perspective: Money 

Money was indicated as a key factor by principals who were interviewed with 

regard to their business partnerships. For the limited partnerships such as certain soft 
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drink companies, it was the expectation of a return on the investment of advance capital 

through exclusive targeted market sales. For other principals whose partnerships were 

more in line with extensive curriculum enhancement, money was important, but equally 

important were other aspects of support for programs such as mentorships, internships, 

professional development for teachers, and student improvement through exposure to 

expertise in industry standards. 

The principal from Florida school district A indicated that money was not the 

primary level of support for the school's partnership involvement. The advisory board as 

a partner routinely worked with the school to develop outside funding sources and 

projects that would not only showcase student talent, but act as a revenue generator. 

The advisory board is the business partnership that does what the title says. They 

come together for ideas and they help put together project and develop contacts 

for our students. It is not so much where people write a check, that's not what 

they are about. I don't know of one check that has been written since I've been 

here that came form the advisory board. They help us with fundraisers and they 

might buy something for a club but never here is a check for $10,000, do 

something. They come together and spend a lot of time on our campus with the 

students. Many of them are constantly calling people to come and be a part of 

what we do and to see what our high school is about so that we can get projects 

that will create funding. (Principal, school district A) 

Efforts made by this school's advisory board have resulted in financial support 

from multi-national companies doing business in the arts, fashion merchandising, 

automotive design, and telecommunications. Even though this principal indicated that 
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budget considerations would always be a part of their school challenges, he was confident 

that his partnership would remain strong as it was predicated on the idea that helping 

students succeed was the right thing to do. 

After raising almost three and one half million dollars in funding, the principal 

from Florida School district B understood the financial value of his partnership support. 

He indicated that the level of financial support came as a result of diligent attention to 

making sure the funds were utilized to their maximum effectiveness. 

Our early partnership funds came from our largest partner, and we used their 

resources as: delivered gains in student achievement, delivered higher graduation 

rates, and delivered increased notoriety and recognition throughout the 

community. Monitoring the funds that they gave us for the community reading 

initiative, they saw these successes and how they related back to our school. They 

wanted the tree that bares fruit and we were baring significant fruit with their 

limited advancement, from the beginning. Over the course of five years, they have 

invested well over 500,000 dollars in this school. So it's been a substantial 

investment. We believe that it's our responsibility to be pretty responsible with 

their investment in our kids and do everything we can to make sure that we do the 

right thing with the dollars that they provide for us. (Principal, school district B) 

In an effort to carry the financial impact of this school's partnership into the 

community, a comprehensive information plan targeting newborn mothers was developed 

and delivered through a local hospital partnership. The program was designed to target 

new mothers with information regarding the importance of literacy and its impact on 

student success. Although the principal understood that these newborn babies were years 
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away from his doorstep, the effort to instill literacy as a component of child growth was 

seen as important enough to begin at the very early stages of life. For this principal, the 

money generated from his partnerships was of value, however more important than the 

money was the value of the partnership program as an investment in the lives of the 

students by providing opportunities to grow. 

In addition to financial resources in the form of real dollars that business partners 

provided, additional support came in the form of products and services that were made 

available to partnership schools. Principals in tum were willing to invest in the success of 

their students by creating the opportunity to acquire industry standard skills and therefore 

creating a reciprocal venture, giving back to the business environment a well qualified 

pool of potential employees. For this principal, the reality was making sure that each side 

of the partnership was valued and beneficial to the school environment. 

I think what would be good, would have to be good for both the school and the 

business partner. If everything is give me, give me, what can you do for me, then 

it might work a time or two, but they probably won't be there 10 years down the 

road. So there has to be a balance. They receive the benefit for being a partner, we 

receive a benefit for having a partnership and both sides benefit from having it 

happen. Understanding what each side's role is in the partnership allows both 

sides to see and feel comfortable with it. We understood what our business 

partners wanted and therefore felt comfortable signing off at the end. It's good to 

know what to expect and what the benefits will be at the end of your partnership 

agreement. (Principal, school district C) 
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Th e Business Partner Perspective: Money 

Money was indicated as a key factor by businesses who were interviewed with 

regard to their education partnerships. In a similar fashion to information gleaned from 

the principal interviews, for the limited partnerships such as certain soft drink companies, 

it was the expectation of a return on the investment of advance capital through exclusive 

targeted market sales. For other business partners whose partnerships were more in line 

with curriculum enhancement, money was important, but equally important were other 

aspects of support for programs such as mentorships, internships, professional 

development for teachers, and student improvement through exposure to expertise in 

industry standards. 

Business partner number one, a major soft drink producer, indicated that their 

partnership was strictly based on the idea of building brand awareness and consumer 

loyalty in exchange for her company's financial support. 

We donate funds for principals for their discretionary accounts, so that they can 

use it as they see fit. Since we can't be at the school all day long, we are busy 

running our business, principals can determine where the money should be spent. 

In return, we ask that they only use our products on their campus. So our end is 

that we're giving you all this, but we want your future consumers to be using our 

products. We are also involved in the Student of the Year, where we give them 

two tickets to Disney World or Sea World. We are involved in the Staff Person of 

theY ear, where we give a $25 gift certificate. We are involved in the Employee 

of the Year where we give them a $25 gift certificate. We are involved in the 

Teacher of the Year, were we give a range from a $50 to a $150 gift certificate, 
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depending upon the situation. We also donate savings bonds in the form of a 

scholarship at the end of the year to each school that is ours. So we rely on the 

principal, which is usually a 99 percent partnership, to implement the program 

and to make sure that everyone is buying from our soda machines, our snack 

machines, our juice machines, and our water machines .. .I think it is important to 

know that although we are selling soda, and it doesn't sound like a serious 

business, it's very much a business, and there is a financial return we need to get 

in order to give back. So that principal, no matter what type of partner approaches 

them, needs to realize the bottom line is money and if they want support, they 

need to give us support too. (Business partner number one) 

This business partner talked about having a relationship with a principal that was 

about more than just money. However, the primary concerns of this business partner, 

loyalty and commitment, were absolutely dependent upon the issue of money. The 

loyalty issue was centered on the renewal of lucrative contracts as principals attempted to 

negotiate the best deal possible for their school. Principals who were engaging in this 

activity with competitive vendors were seen by this business partner as disloyal and 

misguided about the process. "There are times when we have put the money up front, and 

we are out in the cold because the principal broke the contract. We've shown good faith 

and we feel bad, because our competitor will come along and offer them more money and 

they will forget about their commitment to us." 

Other business partners did not view money as the sole motivator for their 

partnerships. "Traditionally our partnerships have varied from school to school but we 
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have tried financially support the students and the faculty in each school in which we 

have a partnership agreement" 

A longtime business partner with high schools, his partnership area covered most 

of the schools in Florida school districts A, B, & C. 

There have been instances where we have sponsored either totally or partially the 

academic top five percent of students in a school with a banquet. Sometimes we 

donate items that would be used in these events. We also support the county as 

well. We are very much involved with the student government and student 

leadership awards at the county level. Our partnership at the school level is based 

on a handshake, an understanding, nothing written, because it is fluid. It varies 

from school to school and it varies from person to person. My relationship with a 

school principal is about my reputation for helping to meet a variety of needs at 

each individual school. Those needs may include financial support or product 

support. (Business partner number two) 

This business partner's desire to financially support schools has been at times challenging 

as schools continue to press for more financial support. 

Business partner number three, a major soft drink producer, was a little softer in 

their approach to business partnerships than business partner number one. There was still 

the mention of creating brand awareness and targeted consumers, but the approach was 

more along the lines of financially supporting the needs of the school first and creating 

loyal consumers later. 

I think our partnership with schools encompasses two areas. First, we want to 

assist in meeting the underlying financial needs of the school. We know that 
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schools have cetiain budgets that they have to follow in order to make the 

educational experience real for their students. It takes money to provide a quality 

education, and as a company we know that and we want support that initiative. 

Second, we want to be able to market our products and services to upcoming 

decision-makers of the future. It should come as no surprise that beverage 

companies do provide sponsorship agreements to various schools as a way to 

target consumers of tomorrow. (Business partner number three) 

Any mention of the area of financial support was always tied to student 

achievement and support rather than dollars in return for product sales. This partner 

understood that there were limited funds available to schools to support certain at-risk 

programs such as art, music, and drama. In addition, athletic programs were in constant 

need of financial support. 

Business partner number four said very little about the issue of money, except to 

say that the school's advisory board was charged with the responsibility to support their 

school by raising funds from outside sources. As the chairperson of his partnership 

school's advisory board, he considered fundraising as a primary issue for all partners. 

The success of their efforts was clearly demonstrated by state of the art products that 

students were able to utilize as well as significant scholarships for future study. 

Business partner number five indicated that in most cases, they did not provide 

money directly to the school, although they did provide scholarships directly to students. 

Their support came in the form of products, services and personnel that they supplied to 

the school. Their efforts in conjunction with national programs that helped schools 

143 



receive quality musical instruments at no cost, made this partner a valuable asset to many 

schools. 

We continue to present a positive approach to music education, especially now 

when you are talking about severe budget cuts that are attacking the arts. We have 

an in your face approach. We encourage parents to get involved with the music 

programs, we encourage band directors to get involved, we research and deliver 

study results concerning the positive impact of music and educational success. 

(Business partner number five) 

Business partner number six said very little about the issue of money in the same 

fashion as business partner number four. As a member of her school's advisory board, 

she felt motivated to help raise funds for her school in whatever way possible. 

The visible nature of a company like mine can certainly assist in developing 

financial support for the school. Sometimes people or organizations feel the 

burden of a non profit organization and they don't want to get involved. But if 

they see other businesses that are signs in the community that they have 

admiration for, then they are going to jump in. They may want to jump in for their 

own purposes or just to get next to that company, but whatever the reason, if they 

are going to involve themselves, it will create a financial opportunity for the 

school. (Business partner number six) 

The Principal Perspective: Training 

Principals were asked how their individual principal training programs prepared 

them to effectively deal with business partnerships. They were also asked how they 

believed their business partners viewed the value of a partnership with their school. With 
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regard to training programs that were administered through Florida school districts A, B, 

& C's principal training programs, all principals interviewed indicated that they received 

no training at the district level concerning the skills necessary to develop and maintain 

effective business partnerships. 

The principal from school district A responded that other than his advisory group, 

any partners that dealt with his school would have come through his district office and 

therefore he had very little contact with them. He also indicated that although he had no 

fonnal training in developing and maintaining business partnerships, he felt it was an 

important process. 

There should be a component in the principal's training program that describes 

working with the community as a partnership, how to go about acquiring them, 

how to market your needs, and how your surrounding community can help you 

achieve those needs. There is nothing like that honestly that exists in any 

curriculum that I have been through. (Principal, school district A) 

When asked about training for business partners that would help them deal more 

effectively with principals, he indicated that he was unaware of any training that his 

partnership group had been through other than perhaps training that related to their 

industry expertise. However, he felt that it was extremely important for principals and 

their business partners to have training regarding the understanding of different types of 

partnerships and which ones would be a good fit for their particular needs. 

In Florida school district B, when the principal was asked how principal training 

programs equip administrators for business partnerships, he responded in this way: 
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They don't. They don't at all, neither do university programs. It is something that 

is totally neglected. I think the individual interest of the principal is critical in 

partnership development. I think the principal needs to understand that there is 

such an incredible resource in the business world, including not-for-profit 

organizations. We get a great deal of support from the not for profits as well. 

Once you get an understanding or a taste of what they can bring to the table, it ' s 

incredible what they can do for a school. There are several flaws in developing 

principals, but that's one of the biggest. They teach you a little about PR, again 

dealing with the media, especially in crisis situations, but they do not teach you 

how to develop a business partnership. (Principal , school district B) 

In Florida school district C, a principal indicated that he did not receive any 

training in the area of partnership development. He did however believe that training was 

an important aspect concerning principal development programs. Understanding what 

could and could not be done with a partnership, and what should and should not be 

signed were seen as important rules to follow. This principal indicated that although he 

and his staff personally developed the characteristics of his partnerships, there was some 

basic partnership training available at the district office. However this training dealt 

mostly with the basic protocols to follow when on a high school campus. 

The Business Partnership Perspective: Training 

Business partners, who were interviewed, were asked what skills they 

thought principals should have in order to deal effectively with their organizations. They 

were also asked what principal training programs should include with regard to business 

partnerships. 
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Business partner number one indicated that principals should understand the 

relationship between the money and their ability to feel comfortable with their partners. 

I keep going back to the same thing. They have to take a look and see that money 

is not the whole key to this. They have to feel comfortable with whom they are 

working with. Naturally we have to give the money to them and they have to feel 

comfortable in that. But, number one they have to feel comfortable in the 

relationship and you usually can tell if a principal is comfortable with you or not. 

Principals also need to look at the loyalty issue. Look at other programs in other 

schools. What is that individual partner doing for that school? Anybody can write 

a check, we're doing it. I know it's predominately money, but you need to take a 

look at the whole picture. I have said it before in this interview, I had a principal 

say to me that she absolutely despised her partnership representative, and didn't 

even want that person to be around. She was going to assign an assistant principal 

to that person. She was happy with me, but because the other business partner 

offered 15,000 dollars more, she went with that company and she is not happy. 

(Business partner number one) 

Thinking about district training programs, this business partner felt that 

understanding how her business functioned on a daily basis would be an absolute benefit 

to a high school principal. Although it would require corporate clearance, she felt 

confident that once permitted, a principal could gain an understanding of the structure of 

her business, how the financial aspect worked, and how much they had already invested 

in education. 

147 



Business partner number two indicated that training programs would be valuable 

if principals were willing to share their infonnation. 

I think it would be good if there was some kind of clearing house where principals 

would share information. No principal is going to talk about the money, they all 

think they got the best deal and they are not going to share. However they would 

probably share other partnership information like innovative ideas to help make a 

partnership work. There are a lot of people out there with innovative ideas. For 

those that are less inclined to do that, they could benefit from copying what 

someone else is doing, if they could get the information. Maybe not to the same 

degree, because everyone is going to decide how much they could afford to 

participate based upon how much business you do with them. (Business partner 

number two) 

With regard to current training available for principals, this business partner did 

not think there was any organized program in place. However he was very much in favor 

of including this kind of training as part of the process to become a principal or shortly 

after becoming a principal. Programs should include workshops initiated by the district, 

but staffed by successful principals and business partners who would be willing to share 

best practices. This business partner was very passionate about the issue of schools and 

their relationship to the business community. He sets a tone through his words that 

principals might benefit from if they would listen to what the business community had to 

say. 

I think you have as educators, often times a naive person sitting on the other side 

of the desk. We pride ourselves on being ethical. As you know not just in my 
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business but business in general there are unethical people. Many educators will 

believe what they are told to be truthful. There are under the impression that you 

are not going to lie to the principal. You are not going to mislead or trick them. So 

you have in many cases, if you look the budget of a high school, it is a big 

business if you talk about facility, payroll and just the budget in general. It's just a 

huge business, and some people are much better educators than they are business 

people. They all care about the kids, but some of them just are so in tune with 

educating the kids, their primary duty, that they are not good business people. 

That is just my opinion. It really is getting to the point where that can't be 

tolerated. Not only do you have to a good educator, but you have to be an above 

average business person to be a successful high school principal. I think the days 

of just being to be able to do one and getting away with it, are gone. There are just 

too many talented people out there, and with shrinking budgets and things like 

this it is becoming more important to partner up with people. (Business partner 

number two) 

Business partner number three was not aware of any training programs that 

principals went through to help them with business partnerships. She did however have 

first hand information having experienced what a novice principal might need in order to 

succeed as a partner. Her business partner expertise allowed her to mentor a new 

principal who had never initiated a school business partnership before. "Basically I 

became her coach, creating an honest and straightforward format, letting her know what 

my company offered and typically what her competition offered." For the new principal, 
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having an understanding ofhow corporate partners could be ofbenefit to your school, 

and how to access those partners was a distinct advantage. 

In the area of training, this business partner believed that school districts should 

help their principals understand the concept of a business partnership by allowing them to 

interact with business partners as part of a negotiation workshop process. In addition, 

whenever possible, encourage the seeking out of potential principals who have had 

experience negotiating business deals. 

Business partner number four indicated that partnerships should be developed at 

the school site between the business partner and the principal. They should be designed 

based on the specific needs of that school. 

I think it means coming up with a structure that works for the principal, where 

you are not trying to fit a round peg into a square hole. That is why I stress we 

should design programs that specify which individual school based partnership 

can satisfy the needs of that school. Start from scratch with each one, because 

otherwise it becomes too labor intensive for the principal and then too labor 

intensive for the volunteer resources. (Business partner number four) 

This business partner indicated that he thought some training was available, but 

not nearly comprehensive enough. The most important aspect of the training for this 

business partner was to have principals see and understand what works and what does not 

work. In addition, he felt training should include a look a previous partnerships at their 

current school and determine what happened to them. 

Business partner number five was unaware of any training programs principals 

went through prior to their engaging in a partnership agreement. He was in favor of 
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programs that would help the principal in their awareness of the partnership process. For 

this partner, bringing in successful models whether in education or business was key to 

building a successful program. He felt that principals had to be willing to talk to each 

other about their successes and their challenges. 

Business partner number six had little to say on the subject of principal training. 

She was not comfortable commenting on whether or not there were programs available 

during the principal training process. She did however state that principals need to 

understand the real economic world around them. 

I think principals need to understand their environment. You know, what is going 

on in the public sector in business and the economics of the world today. Even if 

they are a little Podunk school with 12 students, they can make a partnership 

happen. I think the principal needs to be open to more than just a booklet about 

partnerships, they need to be on an experiential level and maybe meet with the 

chamber of commerce or any of the other economic development bodies that are 

available like the Mayor's office. They need to know how to get to the resources 

and I think that that is a real key factor in their training. (Business partner number 

six) 

Conclusions and Summary 

Chapter 4 presented information relative to data collected for this study of school 

business partnerships in Florida school districts A, B, & C. A quantitative principal 

survey instrument adapted from Dr. Paul Brinson's study of Georgia high school 

principals was sent to a total of 80 (n-80) high school principals in the selected Florida 

school districts, with a return rate of 38 (n-38) or 47.5 percent. In addition to the 
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quantitative survey instrument, qualitative interviews were conducted with three 

principals, one each from Florida school districts A, B, & C, and six business partners, 

two each from Florida school districts A, B, & C. The interviews were selected at random 

from those returned surveys where the principal indicated an agreement to be 

interviewed. Surveys included a section for comments and a section for principals to list 

the names of their business partners. In addition, during the same time period, six 

business partners, two from each district represented by the business photographic matrix 

as among the most frequently appearing, or as listed by the principal, were also selected 

to be interviewed. 

The data indicated that with regard to the principal survey instrument concerning 

school business partnerships, principals in the state of Georgia and the state of Florida 

were for the most part in agreement. Business partners were perceived as positive role 

models, business partners functioning as volunteers was seen as a benefit, internships, 

mentorships, and shadowing opportunities did provide valuable learning experiences, and 

on-site visits to the business partnership site help to inform students. Principals in both 

the Georgia and Florida studies were also divided over issues of advertisement on school 

campuses, involvement in the areas of dropout prevention, teen pregnancy, drug and 

alcohol abuse, and attendance, as well as involvement in finance, technology, and 

management issues. The survey asked about the awareness of the school business 

partnership process and how often principals were in contact with their respective 

business partners. Once again, principal in Georgia and Florida had similar responses. 

Over ninety percent of principals in Georgia and Florida felt they had a strong or 

moderate understanding of the school business partnership process. 
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The photo matrix indicated which partners displayed media on the campuses of 

their partnership schools. The amount of visual partnership data gathered in each Florida 

school district varied from school to school, however, a significantly higher amount 

appeared in school district B, followed by school district C and school district A with the 

least amount of visual partnership data. The result of the visual partnership data process 

revealed that two primary categories were present on the campuses of Florida school 

districts A, B, & C. The first category included partnership logo placement on items such 

as sports scoreboards and soft drink machines. These respective companies paid for the 

scoreboards and the drink machines in order to have a proprietary relationship with the 

school and the principal. These logos represented the only brand of this type of product 

that was allowed to be sold on campus, or as fundraising initiatives, or during community 

functions on behalf of the school. Commissions were generated through the sale of 

products and passed on to the principal for their discretionary fund accounts. The second 

category of visual partnership data included the selling of signage space on the school 

campus. This type of activity was considered to be a limited time fundraiser activity, but 

in most cases, renewable on an annual basis . The vast majority of this type of signage 

would be located on sports fields and in the gymnasium of most schools. Annual fees for 

this kind of media exposure ranged from $500 to $2,000 dollars. 

It would be difficult to describe this kind of activity as a true partnership in the 

context ofhow partnerships have been represented within the scope of this study. Most of 

these businesses sent a check and had their names added to the list with no further 

commitment on their part. 
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Three Themes in Agreement 

The qualitative data gathered as a result of the principal and partner interviews 

indicated three themes that high school principals and their business partners were in 

agreement with on the quantitative survey in the areas of mentorships, advertising, and 

advisory boards. 

Mentors hip: 

1. Mentorships and internships were seen as a key component in the 

relationship between principals in Florida School districts A, B, & C and their 

business partners. The principal survey instrument indicated that over 95 percent 

of the principals in the Florida and Georgia studies agreed that mentorships 

provided valuable experiences. 

2. Students were able to see the world through their internship with a mentor 

who provided a timely bridge of knowledge between the traditional lag time in 

education and the state of the art nature of business and industry. 

3. Business partners mentored in order to offer opportunities to students that 

they might not otherwise have during the regular course of their high school 

education. The responses from the principal survey instrument, the principal 

interviews and the business partner interviews all support the theme of mentorship 

as a way to provide valuable learning opportunities. At the same time, it was 

evident how much the business partners enjoyed their interactions with students 

while providing an opportunity to increase their knowledge. 
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Advertising: 

1. Advertising was seen as another theme in the relationship between 

principals in Florida School districts A, B, & C and their business partners. The 

principal survey instrument indicated that in Florida, 79 percent of principals 

agreed that business partners should be allowed to advertise on their high school 

campuses. In Georgia, 65 percent of principals agreed that business partners 

should be allowed to advertise on their high school campuses. 

2. The principals who were interviewed were divided as well over this issue, 

which indicated agreement with the principal survey results. Business partners 

four and six established their partnerships in Florida school district A. The 

principal in Florida school district A had indicated that their school did not allow 

product advertising on the school campus as a revenue generating option. The 

photographic research for this study in Florida school district A indicated that 

very few schools had visible signs of partnership advertising on their school 

campuses. One possible explanation is that since the traditional revenue 

generating partnerships (soft drink, snack foods, and other student services and 

products) were developed primarily at the district office and then fed to the 

schools; the usual "selling" of the partnership to each individual principal was 

significantly reduced. In addition, principals who were receiving these support 

dollars without much effort or commitment on their part may have considered the 

selling of advertising space to local vendors a process that was not worth the 

effort. 

155 



Advisory Boards: 

1. Interview responses from each principal indicated that the use of advisory 

boards (also known as foundations or business roundtables) was a key element 

towards the success of their partnerships. These advisory boards were designed to 

function differently in each school as needed. The principal survey instrument 

indicated that over 90 percent of the principals in the Florida and Georgia studies 

agreed that foundations proved a valuable resource as a partnership process. 

2. Advisory board spent much of their time on the campus working directly 

with the students. They provided resources and the kind of visible support that 

allowed students to succeed. In return, they were always kept in the loop as far as 

information concerning student progress. 

The advisory boards located in Florida school districts A, B, & C were indeed 

more than just a name and a position. Their members were proactive and reactive to the 

needs of the students in these schools . They worked closely with the principals, teachers, 

and staff members in an effort to enhance student performance and potential future 

success. They were passionate about their mission and endorsed by their school 

principals. Advisory boards were largely staffed by industry professionals who 

understood the crucial link between the world of education and the world of work. 

Expertise 

With regard to area of expertise, most principals and business partners indicated 

that they were referring to industry standard expertise or that expertise that was common 

to the business partner. Most business partners regarded their level of expertise as a 

primary factor in their partnerships. Some principals indicated that expertise could be as 
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valuable as financial support when coming from a business partner who would willingly 

offer to bring the real world environment into the school environment. Through the 

development of a symbiotic relationship, each partner could understand and develop a 

relationship based upon what the other needed in order to succeed. 

Money 

Money was indicated as a key factor by principals and their business partners who 

were interviewed. For the more commercial partnerships such as the soft drink 

companies, it was a matter of the expectation of a return on the investment of advance 

capital through exclusive targeted market sales, creating lifelong product consumers. For 

principals whose partnerships were more in line with extensive curriculum enhancement, 

money was important, but equally important were other aspects of support for programs 

such as mentorships, internships, professional development for teachers, and student 

improvement through exposure to expertise in industry standards. 

Training 

The theme of training was seen by all as a necessary component of the school 

business partnership. Principals however indicated that they had received no information 

regarding the establishment and maintenance of a business partnership in their principal 

training programs. All principals interviewed indicated that they developed their 

knowledge, skill, and business sense related to the establishment of their business 

partnerships on their own. Principals strongly believed however that there should be a 

component in the principal's training program that describes working with the 

community as a partnership, how to go about acquiring them, how to market your needs, 

and how your surrounding community could help you achieve those needs. 
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Business partners were unaware of any training that principals had received 

regarding the school business partnership process. Business partners overwhelming 

agreed that some process should be put in place to offer training to incoming or veteran 

principals who were having difficulties establishing effective partnerships. Business 

partners indicated that principals needed training support from the district office that 

included business partners as part of the process. It was seen as important for principals 

to share the knowledge that they had developed. However they would probably share 

other partnership information like innovative ideas to help make a partnership work. 

There are a lot of people out there with innovative ideas. For those that are less inclined 

to do that, they could benefit from copying what someone else is doing, if they could get 

the information. 
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Chapter 5 

Conclusions and Recommendations 

Introduction 

This exploratory study examined the awareness, attitudes, and actions of 

principals and their business counterparts in selected Florida school districts. Research 

began in September of2003 and concluded in February of2004. Both quantitative and 

qualitative research methods were utilized. A total of eighty quantitative surveys were 

sent out and 38 were returned for a usable response rate of 47.5 percent. The qualitative 

research included three principal interviews and six school business partner interviews. 

The instrument was given to two pilot groups consisting of three building level principals 

and three school-business partners for evaluation and comment prior to its use during the 

interview process. The protocol includes ten open-ended questions with probes covering 

the following areas: 

1. The nature of the business partnership. 

2. The perception of the role of the business partner in education. 

3. The perception of the role of the principal as an education partner. 

The interviews were recorded, transcribed and evaluated using coding recognition 

procedures consistent with qualitative research. In addition to the quantitative and 

qualitative research methods, a third method, the photographic matrix, was employed at 

all high school sites where the principal agreed to be interviewed. Visual on-campus 

partnership data were collected and reviewed to determine the partnerships that appeared 
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most often. In addition, principals were asked to list partners by name on the quantitative 

survey instrument. Partners that appeared or were named most often were considered 

viable interview prospects. Two partners from each Florida school district in this study 

were selected for interviews. 

This study provided indicators of what school business partnerships were like in 

selected Florida School districts. These indicators have been synthesized into the 

following paragraphs in order to capture a sense of the practice that takes place with 

regard to these partnerships. 

To a great extent, school business partnerships have grown in response to 

economic, societal and political factors which have driven educators to improve school 

effectiveness through collaboration with groups who have been traditionally outside the 

normal sphere of education. Local, state, national, and international business related 

enterprises that have been critical of the education structure in the United States have 

recognized that it is in their best interest to get involved and stay involved with schools 

that will be producing the next viable workforce and consumer driven marketplace. 

Historically the business community has applied pressure on schools to form 

partnerships for the purpose of improving the job-related skills of future workers. Due to 

the increasing overall budget cuts to school districts in the state of Florida, these 

partnerships have increased their commitment to include financial and non financial 

resources such as manpower assistance. In addition, business partners had an effect on 

management practices, curriculum development, and the creation of an open marketplace 

for the development ofbrand loyal consumers. 
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Most principals believe that successful partnerships occur when business people 

can assist school leaders in changing the culture of their educational environment by 

providing models and practices which are effective examples of real world operations. 

Through enhanced partnerships, the end of the school property has been extended 

throughout the community, where relevant stakeholders have been invited to participate 

in the development of successful strategies designed to engender ownership of the 

success of their school and their students. 

Business partnerships have been able to provide broad-based industry standard 

knowledge as well as expertise and skills in specific content areas that could be passed on 

through the school environment. It has therefore been attractive for business partners to 

develop relationships with potential workforce individuals at the high school level. It is 

regarded as sound business practice to understand and nurture the emerging pool of 

individuals that would be available to draw from in the near and distant future. 

Findings 

The practice of engaging in a school business partnership between the school 

environment and the business environment has existed for well over a century, at times, 

driven by the former and at other times the latter. However, for the most part, these 

alliances have co-existed with a somewhat tacit understanding of how each supports the 

other. In strong and weak economic times, in war and peace, and in the constantly 

changing political milieu, this relationship has engendered a symbiotic backbone for our 

nation's education system. As this study and the extant literature have suggested, 

principals have been willing to sell off parts of their school campuses and quietly take the 

money as major companies built brand awareness and brand loyalty within the student 
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populations of America's schools (Rockne, 2000). At other times, principals have 

shouted loudly about their major business partnership involvement in the national media, 

as major leaders ofbusiness, industry, and government applauding their efforts in 

delivering millions of dollars to shore up the troubled national education efforts. The 

reality has been that individual schools and their principals struggle to meet the financial 

demands of operating in a resource starved enviromnent and have for the most part 

crafted school business partnerships at their grass roots level. 

In comparing the data from this study with the literature concerning the shared 

areas of mentors hips, advertising, and advisory boards, connections can be made to 

support the findings. Mentorships have provided a basic level of support in most active 

school business partnerships. Larson (2001) found that members of the business 

community had given their time to be mentors in school partnerships providing necessary 

resources to effect positive change in public schools (p. 14). Solomon (1991) examined a 

partnership plan called Project Business, where high school students were mentored at 

the business site by working employees in an effort to provide business experience, 

improve their work skills, and earn a college scholarship (p. 69). 

The process of allowing advertising on a school campus was strongly criticized in 

the literature. Molnar (1999) suggested that advertising and other commercial activities 

on school campuses such as large group product information and sales events have 

shaped the structure of the school day. Hillary Rodham Clinton inferred that too many 

companies were trying to create little "cash cows" by developing brand awareness and 

influencing what our children would buy when they grew up, as a result of partnership 

advertising investments (Campanelli, 2000). In response to the growing criticism from 
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parent teacher organizations, health organizations such as the center for disease control 

and prevention, and state and federal regulatory agencies, major soft drink manufactures 

such as Cocoa Cola and Pepsi Cola have drastically scaled back their overt campaigns to 

target high school student populations through on campus advertising. Cocoa Cola, for 

example, has stopped displaying their logo and other company graphics on vending 

machines, textbook covers, curriculum materials and event sponsorships (Borja, 2003). 

Some of the partnerships that were identified in this study appeared to be following the 

guidelines for advertising and school business partnerships set forth by the National 

Association of State Boards of Education (2000) in that school business partnerships 

should be based on ethical and structured behavior founded on the belief that since 

students are a captive audience, their exploitation would be a violation of the public trust. 

Programs of corporate involvement must be structured to meet an identified education 

need, not a commercial motive, and must be evaluated for educational effectiveness by 

the school or district as an ongoing process. 

Advisory Boards have supported school business partnerships by bringing their 

knowledge and expertise to the education environment, first as the power brokers of the 

early twentieth century working to control the education environment and later as 

facilitators working with high school principals to develop industry standard curriculum 

(Gelberg, 1997). Advisory groups with national recognition such as; IBM MentorPlace, 

The Cocoa Cola Business Roundtable, the Financial Wizards Program from John 

Hancock, and The AT&T Learning Network, have labored to implement policy standards 

for school business partnerships to follow (Ballen, 1998). Findings from this study 

support the idea that while mentorships, in and of themselves, cannot guarantee a 
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successful school business partnership; their presence is welcomed by principals who 

sense a need for professional business community support. 

Multi-national companies who function as business partners with local school 

districts tend to operate differently from their more local counterparts. Their agreements 

are usually formally structured and extensive in nature. They tend to offer a greater 

amount of financial support, and as such, usually require a longer period of commitment. 

The more local business partners tend to contribute less financial support, but offer 

attractive incentives such as a hands-on presence at the school site and business location 

mentorships and internships. Business partners who are part of advisory boards are 

usually local, but national organizations can participate at the local level if their advisory 

board programs allow them to do so. 

With regard to the research questions, the findings from this study support the 

following information. 

Q-1. What is the nature of the relationship between high schools and their 

business partners? 

A-1 School business partnerships, as indicated by the research, were 

oriented into three categories; limited partnerships, involved partnerships, 

and enhanced partnerships. Limited partnerships contained the following 

elements: 

1. Characterized by a single goal, usually based around financial 

support. 

2. Level of financial commitment based upon product sales or 

renewable sales of advertising space. 
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3. Little evidence of participation in student support through 

programs such as mentorships or internships. 

4. Little evidence of support in areas of curriculum design and 

implementation. 

5. Little evidence of a relationship with the critical stakeholders of 

the school community 

Involved partnerships contained the following elements: 

1. Characterized by financial support through product sales as one 

factor in the partnership process. 

2. Enhanced student achievement was implemented through direct on 

campus or business site contact with the business partner. 

3. Mentorships and internships were an ongoing part of the 

relationship. 

4. Curriculum design was enhanced through input of the business 

partner. 

Advisory boards or business roundtables offered additional direction and 

curriculum support 

Enhanced partnerships contained the following elements: 

1. Characterized by the enhancement of student achievement as the 

primary goal of the partnership process. 

2. Advisory boards and business roundtables were a critical part of 

the daily operations of the school. 
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3. Mentorships and internships were a primary part of the 

relationship. 

4. Business partners were key players in the acquisition of financial 

support and additional business partners. 

5. Partnership support for curriculum design was an ongoing process. 

Business partners had a major presence on the school campus. 

Q-2 . What do high school principals need to know in order to create equitable 

business partnerships? 

A-2 As indicated by the research data, principals should have an 

understanding of the basic business operating concepts that are part of 

business and industry standards. They need to know how to develop an 

effective partnership that involves all relevant stakeholders in and around 

the school community. They need to be able to negotiate contracts and 

communicate regularly with business partners. They need to continuously 

plan and adapt for the effective use of financial, product, and service 

support that will be supplied by the business partner. They need to involve 

their business partners, when appropriate, in the design and 

implementation of school to career curriculum. They need to network 

with other successful partnership principals and be open to best practices 

when made available. 

Q-3. What do business partners need to know in order to create equitable 

education partnerships? 

166 



A-3. Business partners need to be up front and open with their 

principals concerning the scope of their partnerships. The need to see 

beyond the cash incentive that is part of campus marketing and look in 

addition for ways to be effective mentors. Principals have suggested that 

partnerships align themselves with the parent teacher organizations as well 

as the school advisory team and where available, the school improvement 

team. Partners need to understand that schools are a public trust and 

students are the utmost focus of that trust. 

Q-4. Based on this study, what recommendations emerge that will promote 

more equitable relationships between business and education partnerships? 

A-4. High school principals and their business partners need to develop 

both short and long range plans that incorporate strategies to help students 

make appropriate decisions concerning their post high school direction. 

Principals should develop an awareness ofhow their business partners can 

provide opportunities for students to experience the "real world" in a safe 

non-threatening environment. Where appropriate, principals should bring 

in business partners to serve as consultants in the specific area of 

curriculum design. School districts need to call on business and industry 

to assist in the design of partnership training programs. 

Through the research, initially, two distinct types of partnerships emerged as a 

result of this study, the quid pro quo partnership and the benevolent win-win partnership. 

In the quid pro quo partnership, two types of agreements were present. Number one, 

support funds were generated as a direct result of product sales. There was no real 
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attempt on the part of the business partner or the principal to develop an academic 

relationship between this partner and the student. Funds were deposited into the 

principal's discretionary fund account and distributed as the principal directed. Number 

two, signage space was sold to business entities for the purposes of direct advertising. 

This type of activity generated annual funds that were also deposited into discretionary 

accounts for the principals to spend as needed. There was no real academic link to student 

achievement. 

The second type, benevolent win-win, placed the greater importance on enhancing 

student achievement through contact with the business partner. In this type of 

partnership, principals worked closely with their partners to develop industry standard 

academic curriculum that would positively impact their students. The principal organized 

their partnerships in a manner consistent with successful school business collaborations, 

and even though they had little district support or training, they succeeded in fulfilling the 

goals of their partnership agreements. Partners were seen as caring and involved since 

they were willing to spend a great deal of time working directly with the students and 

teachers at the high school site. Financial support was still an important issue, but not 

more important than the time, talent, and knowledge resources that these partners 

provided. In most cases, these partners were instrumental in raising funds from sources 

. outside their own companies. They were also instrumental in attracting additional 

partnership support by contacting other business entities with which they had a 

relationship. 

As discussed in Chapter 4, Decker and Decker (2004) and Parravano (2001) have 

presented partnerships as existing along a continuum with each segment indicating 
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different types of partnership support. Danzberger and Clark (1995) added to this 

typology with findings from their educational partnership case studies. Although 29 

partnerships were studied, only thirteen were considered the most successful. These 

partnerships contained common elements, which allowed for development and sustained 

implementation of school business partnerships. Within their study, Danzberger and 

Clark found that the most successful partnerships included an outside funding source 

designed to stimulate some action. A committed partner would challenge the school to 

change its policies and procedures according to the needs of the school, the community, 

and the school district. Successful partners shared the vision and succeeded even in the 

face of program design deficiencies. School leaders who were committed to the 

partnership programs and did not consider themselves as just facilitators created more 

successful partnerships. Skilled and committed staff who were empowered to carry out 

the partnership plan became an important element in the partnership success. 

Ballen (1998) evaluating national business education partnerships found that 

business and industry had a role to play in ensuring that all students received a high 

quality education. His research indicated that continued corporate prosperity depended on 

major education changes designed to maintain a highly qualified competitive workforce. 

Corporate sponsored education initiatives provided tremendous benefits to communities, 

schools and their employees through immediate and long-term support. It was important 

however that the business and school environment align each other's organizations to 

reflect core business and education philosophies. Additionally, Ballen found that the 

American consensus favored an education system developed around core curriculum 
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designed to prepare students for the future. In this regard, business and industry agreed to 

support curriculum enhancement in the areas of reading and math. 

Taking into consideration the various typologies mentioned and the finding from 

this study, a new continuum similar to that of Decker and Decker (2003) can now be 

presented. Table 17 indicates a partnership continuum for Florida school districts A, B, & 

C. 

Table 17. The Partnership Continuum for Florida School Districts A, B, & C. 

Limited Partnerships Involved Partnerships Enhanced Partnerships 

• Characterized by a single • Characterized by financial • Characterized by the 
goal, usually based around support through product sales enhancement of student 
financial support. as one factor in the achievement as the primary 

• Level of fmancial partnership process . goal of the partnership 
commitment based upon • Enhanced student process. 
product sales or renewable achievement was • Advisory boards and 
sales of advertising space. implemented through direct business roundtables were a 

• Little evidence of on campus or business site critical part of the daily 
participation in student contact with the business operations of the school. 
support through programs partner. • Mentorships and internships 
such as mentorships or • Mentorships and internships were a primary part of the 
internships. were an ongoing part of the relationship. 

• Little evidence of support in relationship. • Business partners were key 
areas of curriculum design • Curriculum design was players in the acquisition of 
and implementation. enhanced through input of the financial support and 

• Little evidence of a business partner. additional business partners . 
relationship with the critical • Advisory boards or business • Partnership support for 
stakeholders of the school roundtables offered additional curriculum design was an 
community direction and curriculum ongomg process. 

support. • Business partners had a 
major presence on the school 
campus. 

In a comparison with the results found by Danzberger and Clark, this continuum 

similarly supports the idea of an external financial protocol as a way to stimulate 

partnership action at the limited partnership and beyond level. As the level of support 

moves through the continuum, it does mirror many of the attributes found in successful 
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partnerships as indicated by the Danzberger and Clark study. At the involved level, 

leadership support for improving student achievement is seen as a critical element. 

Business partners who participate at the school site or offer mentorships and internships 

in the community can have a positive effect on student success. At the enhanced level, 

advisory boards and community groups play an important role in developing critical 

industry standard curriculum. As business partners and school faculty work together, 

student involvement improves and success rates increase throughout the school 

environment. As an extended characteristic of this study and the Danzberger and Clark 

study, successful business partners seek to acquire other business partners to participate 

in the process. 

When comparing the Ballen (1998) summary ofbusiness partnerships, similar 

elements can once again be recognized. Although Ballen's research dealt primarily with 

national business organizations, many of the concepts were transferable to the local level, 

as many major business organizations have local outlets that support the education 

initiative. However not all local outlets function as major contributors to the education 

agenda. As this study has shown, local outlets of national companies can and do 

supplement education with financial support in return for brand awareness and loyalty as 

their key function ... They are to be found on the limited partnership end of the 

continuum. 

With regard to the continuum presented in Table 17, very little of the limited 

partnership end would have significance when compared Ball en's national research. Most 

national business partners sought to have an equitable relationship with their school 

partners that included on-site mentorships and support for relevant curriculum 
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development. Those concepts would be better suited to the involved and enhanced 

sections of the continuum. In those areas, much of what Ball en discovered would fit 

nicely into this local partnership study. National organizations believed that their 

prosperity was dependent upon a significant educational focus of graduating highly 

qualified and competitive students. 

In order to accomplish that goal, Ballen's research indicated that business had to 

get into schools at the grass roots level in order to effect sustainable student achievement. 

This study has indicated that those schools in which partners are visible and contributing 

members tend to graduate students who are more prepared for their next phase of life. 

The activities of involved partners and enhanced partners support Ballen's findings that 

when a business partner helps to build student achievement, supports the school mission 

for high standards, and interacts with teachers in order to strengthen their understanding 

ofhow curriculum fits into the society workforce, the overall goal of the school

partnership has been reached. 

Recommendations 

The following recommendations are provided in an effort to assist in the future 

development of successful school business partnerships. 

1. Efforts should be made at the district level to develop comprehensive 

training for incoming principals and working principals who desire to enter into a 

business partnership agreement. 

2. A principal business partner network should be established to share 

information concerning best practices for the development and maintenance of a 

successful school business partnership. 
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3. Continuous information should be provided to principal and business 

partners concerning the latest research about the political, social, and ethical 

issues of partnership involvement. 

4. Further studies should be conducted in other school districts in the state of 

Florida in order to continue to examine the school business partnership 

relationship. 

5. Parallel studies should be conducted in other states for the purposes of the 

continued comparison of research data regarding school business partnerships. 

Administrative Preparation Programs 

Both principals and business partners in this study agreed that very little if any 

training existed for principals and their business partners with regard to establishing and 

maintaining an effective quality partnership program. In an attempt to assist school 

districts with supplemental programs, colleges and universities should begin to 

investigate the possibility of creating course curriculum designed to offer those in 

leadership programs effective partnership development strategies. Those programs 

should include a leadership link to school district partners who would be willing to 

support and enhance best practices for school leaders. As federal, state, and local school 

budgets continue to diminish, partners who can offer financial, manpower, and critical 

thinking support will have a profound effect on the success factor of most school 

systems. It is in the best interest of those who design higher education programs to 

consider how best to serve their clientele. 
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Researcher Bias 

As a result of this study, this researcher has experienced a certain amount ofbias 

towards the school business partnership process. Great care was taken to remain as 

neutral as possible, in all cases allowing the data to speak for itself. However, this 

researcher, as part of the qualitative process, would expect to come away with some 

feelings confirmed and others denied. What this researcher learned is that principals to a 

large extent are responsible for the dynamics of their school business partnerships. If the 

principal had enough business acumen, then he or she could negotiate a win-win situation 

for their school. If on the other hand, the principal was more interested in the money and 

cared less about how it arrived at the school, then to a large extent the business partner 

controlled the events at the school. In no instance did this researcher feel that the 

business partnership money came without a price. There was always a trade off in terms 

of goods, services, or consumerism. This is not to say that there weren't business 

partners whose primary motive was the success of the students. Quite to the contrary, 

there were business partners who went to extraordinary lengths to ensure that students 

were always the primary recipients of any benefit derived as a result of the partnership. It 

was however disturbing to discover that there were also principals who would sell every 

square inch of their school campus in order to gain more money. There were also 

business partners waiting for a chance to get in on that action. It is difficult to lay blame 

for the extent to which principals have had to go to acquire funds to support worthy 

educational causes. Shrinking budgets and increased demand for the educational dollar 

have created an endless tug of war between those who would give and those who would 

take. It does however distress this researcher to consider our nations' schools as free and 
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open marketplaces where profiteers can seek to create life long consumers for their 

particular products. 

If this study were to be done again, this researcher would have interviewed more 

principals as well as school business partnership personnel at the district level. The 

wealth of data that was exposed through the course of the interview process could only 

have been enhanced by additional relevant points of view. There is a sense to this 

researcher that there were more sides to this issue than were revealed through the limited 

number of interviews. Perhaps a study containing a wider base of subjects would provide 

different and further important results. 

Future Research 

This study had a very narrow focus dealing with the relationship of principals and 

their business partners and what they reciprocally needed to know in order to be 

successful. There are other areas that have been revealed through this study that might be 

suggestive of future research. The following are provided as suggestions for 

consideration. 

1. School business partnerships and a new global economy as the business 

environment moves abroad. What are the implications of market forces on 

education in other countries and do school business partnerships have a role to 

play? 

2. Recently, state legislatures passed bills designed to limit the kind of 

consumable product that can be placed on a school campus. In some cases, 

vending machines have been completely removed. What are the implications for 

quid pro quo types of product partnerships? 

175 



3. With broad based support for changes in the way corporations market their 

image on high school campuses, what are the implications for future partnerships 

with companies who have traditionally invested as a way to build brand 

awareness and brand loyalty? 

4. Specific hypotheses may be warranted for the themes and concepts 

derived from this qualitative analysis. For example, a) mentorships provide 

academic improvement for high school students, b) there is a significant 

difference in the way in which principals and business partners view their 

relationship with regard to money, and c) advisory boards are effective tools in 

raising student achievement. 

Policy Research 

This study indicated that school district offices provided little in the way of 

training for principals in the area of effective design and implementation of school 

business partnerships. With the traditional type of partnership involvement on the wane, 

district policy changes will be necessary in order to support the establishment of new 

types of partnerships that continue to expose students to real world choices. Business and 

industry and high school principals have an important role to play in the development of 

these new partnership agreements. District support should come early in the training 

program for principals and continue as needed through updated workshops and a strong 

principal partnership network. Each partnership should be a direct result of collaboration 

at the individual school level between the principal and the prospective business partner. 

Each should become familiar with the strengths and limitations of the other and work 

together to create a more synergistic relationship. 
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The district office should work to create a blueprint for partnerships that will act as a tool 

for principals to use when dealing with those organizations that wish to create long term 

relationships with schools. 

New Practice 

This study indicated that for the most part, principals worked in a vacuum when it 

came to partnership development. If the partnership was deemed successful it was 

because of the principals' native ability, luck, or timing, but not attributable to any 

training that may have occurred. Principals and business partners agreed that training 

programs such as partnership workshops for principals led by successful principals and 

business partners would be a highly effective process for new and veteran principals who 

had never invested much time in developing partnerships. In addition, business partners 

felt confident that principals who agreed to spend time in on-site training with a business 

partner would gain valuable insight into their partnership as a result of seeing through a 

different pair of lenses. At the same time, business partners need a fuller understanding 

of educational purposes and needs. District level accountability for business partners 

must become part of the foundation for any successful partnership. The responsibility 

defaults to the education arena to not only help create principals who can navigate 

effectively in the business environment, but to educate potential business partners with 

regard to the unique characteristics of the education environment. In order to assist school 

systems in this endeavor, Florida's' Governor Jeb Bush has called for business and 

education leaders to participate in the Sterling Core Processes, grounded in quality 

management principles, as part of their mission for success. This leadership organization 

promotes the development of internal expertise by offering training sessions throughout 
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the state. The criteria includes; leadership, strategic planning, customer and market 

focus, information and analysis, human resource focus, process management, and 

business results. Recipients of the 2003 Governor's Sterling Award include; the Boeing 

Corporation, the City of Coral Springs, and Kendale Elementary School. At the state 

level, the Department of Education and the Governors' office view education and 

business as a seamless environment. It is incumbent upon local school districts to 

provide the necessary support to ensure that those who would engage in partnership 

agreements fully understand the nature of those agreements. 

Conclusions 

The results of this study indicated that principals were aware of the partnership 

process, and their attitudes were to overwhelmingly support the idea of engaging in at 

least one partnership, even though they had very little support or training from their 

district offices in ways to effectively develop and maintain those partnerships. Their 

actions were to become involved with the partnership process, understanding that in 

many cases, since the business partners had more experience and on-job-time than their 

principal partners, the business partner became the mutually acknowledged expert in the 

partnership process. 

Along the partnership continuum, limited partners were for the most part centered 

around reciprocal financial agreements, where funds were generated through the sale of 

products or as a fee for advertisement placement on the school campus. Involved partners 

were focused on product sales as well, but included student enhancements such as 

mentorships and internships. Enhanced partnerships were characterized by a motive of 

student achievement as the primary goal of the partnership process. Enhanced partners 
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often helped to raise funds for school programs and attracted new business partners to 

help support student achievement. In this type of partnership, principals worked closely 

with their partners to develop industry standard academic curriculum that would 

positively impact the school environment. Principals organized their partnerships in a 

manner consistent with successful school business collaborations, and even though they 

had little district support or training, they succeeded in fulfilling the goals of their 

partnership agreements. Partners were seen as caring and involved since they were 

willing to spend a great deal of time working directly with the students and teachers at the 

high school site. Financial support was still an important issue, but not more important 

than the time, talent, and knowledge resources that these partners provided. 

School business partnerships can provide necessary resources to school systems 

that have been hard hit by diminished budgets. But that cannot suffice as the proprietary 

reason for their existence. The reasons stated for business involvement at the beginning 

of the twentieth century seem just as valid today. High schools need to understand what 

is expected from their graduates. In the same way that a business must have total 

confidence in the product or service that they produce, so too should schools be cognizant 

of their end product, a well educated, confident, and prepared student. A quality 

partnership arrangement can help support this initiative. Principals cannot allow 

themselves to squander important and limited potential resources of time, talent, and 

knowledge by failing to invest in acquiring the necessary skills for partnership 

development. They too must resist the temptation to create an open marketplace where 

profiteers can access at will the captive audience of impressionable students in order to 

create brand secured consumers. 
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This study presented a small window from which to observe information 

concerning the business partnership process in selected Florida school districts. The 

results of the data gathered for this study are by no means comprehensive, nor are they 

intended to be. The value of this study will be found in providing information that will 

entice others to explore school business partnerships from their own perspective. 
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School- Business Partnership Awareness Survey 
Used with permission of author, Dr. Paul Brinson 

Please complete and return in envelope provid ed by, 

June 2003 
I would like to thank each of you , in advance, for completing and returning this su rvey to me. I reali ze that 

you have many pressing deadlines, and I appreciate your time with regard t o this process 

Again, thank you. Should you misplace the enc losed retu rn envelope, please return the survey to: 

Mr. Dennis Wechter 

9548 NW 38 Court 

Sunrise, Florida 33351 

No person or school district will be identified when results are compiled 

Circle the choice that best expresses your feelings or attitudes. The following choices are avai lable to you . 

1. Strongly Agree 2. Moderately Agree 3. Slightly Agree 4. Slightly Disagree S.Moderately Disagree 6. Strongly Disagree 

1. Business leaders can motivate students by providing additional positive role models in schools . 

2 3 4 5 6 

2. One important benefit from business participants is having them serve as volunteers working individually with 

students . 

2 3 4 5 6 

3. School-business partnership programs should provide resource persons in the classroom to broaden the learning 

experiences of the student . 

2 3 4 5 6 

4. A good example of a school-business partnership that wou ld benefit my school district and community would be the 

establishment of a public school foundation . 

2 3 4 5 6 
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5. Mentor experiences provided through working arrangements between individual students and professionals provide 

valuable learning opportunities . 

2 3 4 5 6 

6. Shadowing experiences by students with professionals provide in-depth information helpful in making career 

choices. 

2 3 4 5 6 

7. Businesses need to provide more on-site visits for both teachers and students in an effort to better inform them of the 

contributions that business makes to the community. 

2 3 4 5 6 

8. Businesses should be allowed to do a minimal amount of advertising through the school-business partnership 

program. 

2 3 4 5 6 

9. Businesses should be involved in the public schools , providing expertise in the problem areas of dropout prevention , 

teen pregnancy, drug and alcohol abuse, and attendance. 

2 3 4 5 6 

10. Businesses should be involved in the public schools , providing expertise in such areas as finance, technology, and 

operational management. 

2 3 4 5 6 

11. Formalized involvement of businesses in public school operations can improve the educational level as well as the 

employability and work readiness of graduates 

2 3 4 5 6 

Directions: Please read each question carefully and select the answer that is most accurate or best reflects 
your feeling by circling the number in front of the answer you choose. 

12. What do you consider your awareness level of school-business partnerships? 

(1) Strong Awareness (2) Moderate Awareness (3) Minimal Awareness (4) No Awareness 

13. Have you attended meetings or conferences where the topic of school-business partnerships was discussed? 

(1) 5 or more times (2) 1 to 4 times (3) Never 
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14. Have you had discussions with local business leaders about school business partnerships? 

( 1) 5 or more times (2) 1 to 4 times (3) Never 

15. Do you feel that school-business partnerships should benefit everyone involved , students , schools, and businesses? 

(1) Yes (2) Undecided (3) No 

16. How many business partnerships are currently working with you school? 

17. What total dollar amount are those partnerships currently contributing to your school? $ _____ _ 

Would you be willing to be interviewed by this researcher at a later date? If yes , would you 
please enclose your name, address, and phone number so that you might be contacted. Please 
be assured that all information collected for this study will be kept strictly confidential. 

Name 

Address 

Phone Number 
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FLORIDA ATLANTIC UNIVERSITY 
777 GLADES ROAD 

P.O. BOX 309 1 
BOCA RATON. FLORIDA 33431 -099 1 

SPONSORED RESEARCH INSTITUTIONAL REVIEW BOARD 
Human Subjects Review Committee (56 1) 297-2310•FAX (561) 297-2319 

SUNCOM 238-2310 
www. fau .edu/dsr/comi ttee 

MEMORANDUM 

DATE: 

TO: 

FROM: 

RE: 

July 21, 2003 

Ira Bogotch, 
Dennis Wechter, 

/~ ' 7 __ / _ _ ) 
Educational Leadership ~· . . ~ .-/ 

SusanLoveBrown,Chair /J~ ~ 

H03-130 "School-Business Partnerships: Awareness, Attitudes, and Actions of 
Secondary Public School Principals and their Business Counterparts in Selected Florida 
School Districts" 

The Institutional Review Board (IRB) has reviewed the above protocol. Under the provisions for 
expedited review, the proposed research has been found acceptable as meeting the applicable ethical 
and legal standards for the protection of the rights and welfare of the human subjects involved. 

This approval is valid for one year from the above memo date. This research must be approved on 
an annual basis. It is now your responsibility to renew your approval annually and to keep the IRB 
informed of any substantive change in your procedures or of any problems of a human subjects' nature. 

Please do not hesitate to contact either myself (7-2325) or Elisa Gaucher (7-2318) with any questions. 

SLB:ceg 

Boca Raton•Fort Lauderdaie•Dania Beach•Davie•Jupiter•Port St. Lucie 
A Member of the State University System of florida 

An Equal Opportunity/Access/Affirmative Action Institution 
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111118 
Dr. Paul M. Brinson .Jr., Principal 

1589 Highway 119 S. 
Springfield, Ga. 31329 

Phone 912-754-6404 Fax 912-754-6893 

November 18 , 2002 

Mr. Dennis Wechter 
Director of School and Career 
Blanche Ely High School 
9548 NW 38 Coun 
Sunrise, FL. 33351 

Dear Mr. Wechter, 

Accept this letter as my permission to use the survey from my dissenation as you see fit. 
Feel free to make any changes or additions you see necessary for your work. Good luck 
in the pursuit of your doctorate. 

72£?7/'~/· 
Dr. Paul M. Brinson Jr., Principal 
Effngham County High School 
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School -Business Partnership Interview 

Date: ----------------

Business Name: --------------------------------------------------------

Contact Person: --------------------------------------------------------

Position: --------------------------------------------------------------

Business Address: ------------------------------------------------------

Telephone Number: ---------------------------------------

E-Mail Address: --------------------------------------------------------

Script Protocol 

Thank you for taking the time to meet with me. Let me assure you that all information 
revealed through this interview will remain strictly confidential. I will be speaking with 
six (6) business partners working with the Dade, Broward, and Palm Beach County 
public school systems. Your business was selected because of your partnership 
agreement with a public high school in at least one of these counties. The information 
that you will provide will be combined with information from other business partners and 
summarized for my report. Once again, the information you provide will be kept strictly 
confidential and neither your name or that of your company will be used in conjunction 
with this report. 

This interview will take approximately thirty (30) minutes. If any question seems unclear 
to you, please let me know and I will be happy to clarify it. 

Do you have any questions? 

Let ' s begin 
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I would like to talk about your understanding of how school-business partnerships work 
together. I am mostly interested in your perceptions of the value that business brings to 
the process. This interview will be divided into three sections, beginning with the nature 
of your partnership, followed by your perception of the role of the business partner, and 
finally, how you would view the role of the school principal as education partner. 

1. I would like you to tell me about the structure of your business. 

Probes 

a. What does your business do? 
b. Are you a profit or a non-profit business? 
c. How large is your business (local, state, national. International)? 

2. How was your school-business partnership developed? 

Probes 

a. Who in the organization is responsible for your partnership? 
b. What level in the organization does that person hold? 
c. How would you describe your partnership agreement? 

3. How does your community business partnership support education? 

Probes 

a. In what ways is your partnership represented on the high school campus. 
b. What percentage, do you believe, of high school students are directly affected 

by your partnership? 

4. What does your business expect to gain from a school-business partnership? 

Probes 

a. What is the value of your presence on a high school campus? 
b. How are business partnerships assisting in the preparation of students towards 
the post high school experience? 
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5. In what way do you feel that formalized school-business partnerships help to 
improve schools. 

Probes 

a. What would be considered a good return on your investment? 
b. What would you consider to be a negative return for you investment? 

6. What is your belief with regard to the level of knowledge that a principal should 
have concerning school-business partnerships? 

Probes 

a. What is your belief concerning the principal's understanding of the value of 
a business partnerships? 

7. How informed about partnerships would you say is the principal of your 
partnership school? 

Probes 

a. How often do you meet with the principal? 
b. What kind of access to your partnership school do you have? 

8. In what ways might a business partner assist the principal in his or her leadership 
of the school? 

Probes 

a. Technical Skills 
b. Communication skills 
c. Public relation skills 

9. What barriers can you identifY that might interfere with a successful school
business partnership? 

Probes 

a. How are overcoming those barriers? 
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School- Business Partnership Interview 

Date: ----------------

School Name: ____________________________________________________ ___ 

Principal: -----------------------------------------------------------

School Address: ---------------------------------------------------

Telephone Number: ---------------------------------------------------

E-Mail Address: --------------------------------------------------------

Script Protocol 

Thank you for taking the time to meet with me. Let me assure you that all information 
revealed through this interview will remain strictly confidential. I will be speaking with 
six (3) high school principals working with the Dade, Broward, and Palm Beach County 
public school systems. You were selected because of your agreement to be interviewed 
as a principal in a public high school in at least one of these counties. The information 
that you will provide will be combined with information from other principal interviews 
and summarized for my report. Once again, the information you provide will be kept 
strictly confidential and you name will not be used in conjunction with this report. 

This interview will take approximately thirty (30) minutes. If any question seems unclear 
to you, please let me know and I will be happy to clarify it. 

Do you have any questions? 

Let's begin 
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I would like to talk about your understanding of how school-business partnerships work 
together. I am mostly interested in your perceptions of the value that business brings to 
the process. This interview will be divided into three sections, beginning with the nature 
of your partnership, followed by your perception of the role of the business partner, and 
finally, how you would view the role of the school principal as education partner. 

1. I would like you to tell me about the structure of your school 

Probes 

a. What is the total student count in your building? 
b. Are you the primary contact for your partnerships? 
c. How long has your school been involved in a business partnership? 

2. Thinking about your most important partnerships, can you tell me how they were 
developed. 

Probes 

d. How would you describe your partnership agreement? 
e. Who in the organization has additional responsibility for your partnerships? 
f. What position in your school does that person hold? 

3. In what way do business partnerships support education? 

Probes 

a. In what ways is your partnership represented on the high school campus. 
c. What percentage, do you believe, of high school students are directly affected 

by your partnership? 

4. Describe your awareness level of a school-business partnerships. 

Probes 
a. What makes a good partnership fit? 
b. How do mentoring experiences benefit students? 
c. What is your understanding of the financial benefit partnerships bring to 

schools? 
d. What support, other than financial, can/does your business bring to the school 

environment? 
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5. What does your school expect to gain from a school-business partnership 

Probes 
a. What is the value of your presence on a high school campus? 
b. How are business partnerships assisting in the preparation of students towards 

the post high school experience? 

6. In what way do you feel that formalized school-business partnerships help to 
improve schools. 

Probes 

c. What would be considered a good return on your investment? 
d. What would you consider to be a negative return for you investment? 

7. What is your belief with regard to the level of knowledge that a business partner 
should have concerning school-business partnerships? 

Probes 

a. What is your belief concerning the business partners' understanding of the 
value of a business partnership? 

b. How can principal training programs equip principals for business 
partnerships? 

8. How informed about the school environment would you say your partnership 
contacts are? 

Probes 

c. How often do you meet with your business partners? 
d. What kind of access to your business partner do you have? 

9. In what wa.ys might a principal assist the business partner? 

Probes 

a. What is your level of understanding regarding any training for a 
school- business partnerships that your business partner might have been 
through? 
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10. What barriers can you identifY that might interfere with a successful school
business partnership? 

Probes 

a. Does the placement of business related media contribute significantly towards 
a successful school-business partnership? 
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