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Madam Chairman and Members of the Committee, thank you for this opportunity to remark on
the complexities and costs facing postsecondary education, in general, and students, specifically.
My name is Bruce Hildebrand. I am the executive director for higher education at the
Association of American Publishers.

Let me emphasize that publishers understand the stress that the cost of college is placing on
students. Whether it is the cost of tuition, fees, room and board, computers, transportation, or
textbooks, students and their parents are under mounting financial pressure.

Twenty years ago the average four-year, resident undergraduate student paid $4,199 in tuition,

fees, and room and board." Today, that same student will pay $13,589, an increase of more than
$9,000.”

In Ohio, tuition and fee costs total about $8,500 for public, four-year in-state students, which is
about $2,300 higher than the national average.’

When the discussion turns to textbooks the focus is usually on price, whether a textbook sells for
$15, $55 or $125. I’'m always amazed about how little debate there is over the quality and value
of today’s course materials, the huge range of choices, or students’ needs and retention rates.

No discussion of postsecondary education can be effective if we ignore student preparedness, the
efforts of faculties to improve their students’ educations and success rates, and publishers’
increasingly important role in addressing the much larger challenges facing our colleges and
universities.

If we, as a nation, expect to meet our goals of improving student success and the country’s long-
term competitiveness then we need to seek perspective and identify serious solutions.
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We must recognize that postsecondary education in Ohio and in the United States is not a
commodity where one-size fits all. Today’s student body is more diverse than at any time in our
history.

Increasing student diversity and declining college-readiness have created significant challenges.
Fewer than 23 percent of our high school graduates are college-ready in English, math, reading
and science.” Our colleges and universities are experiencing booming enrollments but student
retention rates are falling.

Today’s students come to campus with different expectations and different learning styles.
Ninety percent of students have a cell phone’. IPods abound. Computers are standard; they are
required at many schools.

The Internet and high-bandwidth reign supreme on campus. Students are electronically linked
24/7 with their professors, to their classes, and to each other. Textbooks are no longer just words
on paper but entire learning systems, digitally integrated into every aspect of the educational
process.

The fact is, as of today, there are more than 262,000 textbook titles on sale in the college
bookstores across America. That number does not include e-books, custom course materials, or
all of the supplemental course materials created by more than 4,500 publishers.

Every segment of the academy is aware of the dramatic reductions in state subsidies for
postsecondary institutions. Schools have been forced to reduce their per pupil instructional costs
by increasing class sizes, reducing classroom support staff, and employing more part-time
faculty.

As pressures have increased, colleges have turned to publishers to help ensure students are
getting the education they are paying for. And, as the GAO has noted, publishers have
responded by investing in, producing, and providing more textbooks, learning tools, class
management systems, and faculty services.

It is the publishers who have created more and better teaching technologies to leverage the
billions of dollars states have invested to wire their campuses, and it is the publishers who
provided more than 121,000 hours of faculty training last year alone.

Clearly, we need to examine more closely the role of faculty in the course material decision-
making process. Faculties are the best-educated consumers in the world -- the educational
professionals we entrust with our students. A recent nationwide survey by Zogby International
found that 73 percent of faculty members said that price is important to them. However, by a
margin of 17 to 1, they placed greater importance on the effectiveness of a learning tool than on
its price.

As for price, it’s all a matter of choice. For every one of the many subjects and thousands of
classes, the range of options and costs is tremendous. For example, for just two subjects,
introductory psychology and introductory algebra, bookstores currently have 450 printed titles on
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their shelves at retail costs ranging from $23.50 to $127. Those numbers grow when you include
e-books and custom course materials.

Faculties told Zogby they believe the majority of entering freshmen are not ready for college-
studies — 75 percent of two-year faculty believe incoming students to be unprepared. More than
three in four professors said that supplemental materials “clearly enhance most students’
learning,” and two in three said that supplemental materials can help retain students who might
otherwise fail to complete courses or drop out of school.

The Zogby analysis concluded that “Professors are requiring the materials they believe can help
their students succeed — new textbooks and supplemental materials — which suggest professors
believe the price of success outweighs the cost of failure.”

At virtually all of our country’s higher education institutions, instructors or a committee of
instructors choose the course content assigned to students. Faculty members are very sensitive to
three factors in choosing the course materials:

(1) Does it meet their standards for the course?

(2) Does it match their views of the capabilities of their students?

(3) Are the materials available at a reasonable cost?

Cause and effect, needs and results must be continuing considerations when making price-to-
value comparisons.

In closing, I’d like to comment on what publishers see as best practices for the higher education
publishing industry going forward. Many of these practices have been underway for years, but it
is imperative that we accelerate our efforts in all of these areas.

e We must step up our research efforts to better understand how students use our materials.
We need to gain a greater understanding of student workflow so that we adjust to different
learning styles and learning capabilities.

*  We will continue to work extensively with the national community of instructors to be sure
we clearly understand and deliver to the standards the faculty set for their courses.

*  We will continue to make available to all instructors a range of different publisher offerings,
which include:

. Custom publishing — print and digital materials for use by individual classes
or entire departments,

. E-books,

. Textbooks sold by the chapter, and

. Streamlined and no-frills editions, such as soft cover editions, black-and-

white editions, and abbreviated editions.

* Finally, we will continue to invest in new business models and expand the number of options
available, especially in digital and custom forms. Most especially, we will respond to
advances in learning methods and the desire of professors to continually increase the
effectiveness of instruction.

Thank you for this opportunity to speak with you today. I will be happy to answer any questions
you may have.



