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LETTER FROM THE EXECUTIVE DIRECTOR
On behalf of the Baltimore Collegetown governing board and staff, thank you. The last few years have
not been easy on colleges and universities, local governments, nonprofits, and on each of us individually.
The support from our member organizations ensures that Baltimore Collegetown Network continues to
attract, engage, and retain talent to the region.
Resilience is the quality I admire most about Baltimore Collegetown members. Specifically, our
organizations’ ability to look directly at significant challenges and complex problems and apply
innovative solutions. Baltimore does not shy away from hard things. The incredible determination
shown by students, staff, faculty, and large institutions to meet the crucible moment is inspiring.
Geography brings us together, and our willingness to tackle big problems as a network is what sets us
apart from other college towns. As you read through the accomplishments over the last year, consider
how you can deepen your commitment to collaboration through our programs and services.
Students fuel the economic engine, and this year’s annual report includes updated data from the
Collegetown and Gown Tour. Since launching in 2017, nearly 1,500 students from participating high
schools have enrolled at Baltimore Collegetown member schools, generating $55.8 million in tuition
and $39.6 million in financial aid for a total of $96.1 million in economic impact. I am also very proud
to share the newly redesigned Baltimore Look Book featuring five current college students. Enjoy
experiencing the best the region has to offer through their eyes.
Retaining talented young people requires the contributions of higher education, government, and
the business community working together to raise the profile of Baltimore to the level of national
prominence it deserves. With a dynamic labor market and growing local industries in desirable jobs, now
is the time to invest in collaborative efforts to develop the next generation. Baltimore Collegetown invites
you to join us in shaping the future together.

All my best,

Kirsten Brinlee, Executive Director

BALTIMORE HIGHER EDUCATION
Enrollment Trends
The COVID-19 pandemic disrupted life as we know it and severely impacted college enrollments, leading
to a 10% decline nationally. Baltimore-area colleges, however, managed to sustain total enrollment at
2018 and 2019 levels, with only slight changes. Currently, our members enroll 35% of all college students
in the state (16% of community college students, 29% of University System of Maryland students, and
81% of independent and private college students). Statewide trends include decreases in community
college enrollments and increases in enrollments for graduate programs, consistent with national data
and narratives regarding the current labor market.

TOTAL STUDENT ENROLLMENT COMAPARED

Degrees Conferred
Baltimore Collegetown member institutions confer 30,000+ degrees every year, according to Maryland
Higher Education Consortium data.1 Degree program data for 2019-2020 graduates are not yet public,
however the total number of degrees conferred for the academic year is 30,117, indicating a 5.6% decline.
Baltimore-area college students are most likely to graduate with degrees in Health and Human Services,
Business Management, or STEM. Baltimore Collegetown seeks to commission an economic development
study that gathers open-source LinkedIn data on alumni to determine how many of the region’s graduates
stay in Maryland. Such an analysis requires financial support beyond our existing resources and would be
valuable in attracting and retaining businesses whose industries match our local talent.
Note: The MHEC Degrees Conferred data first reported in the 2020 Baltimore Collegetown Report included degree
data from then-member, University of Maryland, College Park. The University of Maryland withdrew its membership
in Baltimore Collegetown in 2020, and related data have been removed.
1 https://mhec.maryland.gov/publications/Pages/research/index.aspx

BALTIMORE HIGHER EDUCATION

Growing Industries
The Economic Alliance of Greater Baltimore (EAGB) prioritizes strategic industry sectors that drive
economic activity in the region. Growing sectors include Agriculture, Healthcare, Life Sciences,
Cybersecurity, Information Technology, and Logistics and Manufacturing2. Standalone profiles
for sectors of growing significance have also been created and include Energy, Digital Health, Higher
Education, and Defense Technology. With growing trends in all strategic industries, it is clear local
graduates can launch their careers in Baltimore and contribute to the region’s growth.
2 https://www.greaterbaltimore.org/data/industry-profiles

COLLEGETOWN AND GOWN TOUR
The Collegetown and Gown Tour introduces college counselors to Baltimore area colleges, providing an
invaluable connection to prospective students. The experience offers guests an insight into the region’s
incredible diversity of higher education options and helps students find their fit. Since launching in 2017,
the Tour has welcomed 330+ counselors from 32 states, the US Virgin Islands, England, and Puerto Rico.

Charts represent 2017 - 2020
participants.
Tour participants inspire
thousands of applications and,
to date, yielded nearly 1,500
enrollments, resulting in over
$55.8 million in tuition, $39.7 in
financial aid for $96.1 million in
gross financial impact. Currently,
the tour accommodates 30
counselors for the in-person
experience. Our goal is to increase
the capacity to 100 counselors with
additional funding.

COLLEGETOWN AND GOWN TOUR
Attracting students to the region is critical. While overall enrollment increased from 2020 to 2021, only
four of the 13 Baltimore Collegetown member institutions experienced enrollment increases, while the
others saw declines or sustained 2020 enrollment levels. Before the disruptions caused by the COVID-19
pandemic, colleges and universities were actively preparing for the anticipated 2026 enrollment drop3.
Enrollment may decline as much as 15% based on demographic changes in the Mid-Atlantic region4.
Baltimore Collegetown created the Tour to counteract enrollment declines, predicted and unforseen.
Overall, our colleges are outperforming national trends, and through the tour we intend to ensure
Baltimore-area colleges continue to attract students to their campuses. For an additional investment of
$5,000 per Tour by participating colleges, the returns are astounding.
Data Analysis
Baltimore Collegetown
collects admissions data from
each member campus to
measure the Tour’s impact,
which began to influence the
2018-2019 academic year.
We collect data from each
high school represented
by participating counselor
three consecutive years after
attending the Tour. When
calculating financial impact,
we add the application
revenue to full tuition per
year of enrollment for the
particular cohort.
This year, we included financial aid by reducing gross tuition impact by the published average
financial aid package at the average rate of financial aid awards per year of enrollment, yielding Net
Enrollment. Adjusted Financial Impact, thus, accounts for financial aid and the Total Financial Impact is
representative of full tuition cost. Note: Data from Morgan State University includes the 2017, 2018 Tours.
Save the Dates: February 22, Virtual Tour and November 14-17 In-person Collegetown and Gown Tour.
Adding college students to the region boosts the economy and can serve as a long-term growth
strategy. Baltimore underperforms in retaining students after they graduate compared to other cities
along the I-95 corridor, like Philadelphia and Boston. A two-pronged approach of attracting and
retaining leads to more educated, young professionals and future homeowners, business leaders, and
engaged neighbors living in the Baltimore region.
3 https://www.cupahr.org/issue/feature/higher-ed-enrollment-cliff/
4 https://www.insidehighered.com/admissions/article/2020/11/16/college-applications-are-decreasing

BALTIMORE LOOK BOOK
Since 2004, Baltimore Collegetown has produced the Baltimore Look Book, an annual magazine
showcasing the region’s best attributes for the college audience. This year, we led a redesign with two
primary goals: integrate print with multimedia and freshen up the look and feel. The last time a
comprehensive redesign took place was in 2012, and we intend to extend the new design into our brand,
website, and future creative projects. Starting this past summer with a student focus group, we continued
the progcess by filming on location in the fall, and delivered the new magazine to campuses in January.
Highlighting five students allowed us to show a typical day in the life of a diverse group of college
students from Baltimore. We filmed each student documentary-style, on location at five or more places
they would visit in a typical week and asked interview questions to elicit honest, heartfelt responses. The
portrait of each student in the Look Book corresponds to the opening video sequence, giving the reader
a seamless transition from print to digital. This transition relies on the use of QR codes, which we feature
on additional promotional materials.
Content Overview
Unexpected Tastes: Haleemat Adekoya, UMBC
• Locations: R. House, Busboys and Poets, Larder, Greedy Reads in Remington, Union Craft
Inspiring Arts: Declan McKenna, MICA
• Locations: Baltimore Museum of Art, Globe Press at MICA, Mount Vernon, Howard Street Bridge
Active Days: JaVale McBride, Morgan State University
• Locations: Northwood Elementary, Zeke’s Coffee, Lauraville Farmer’s Market, Herring Run Park,
Lake Montebello
Worthy Ventures: Savoy Adams, Loyola University Maryland
• Locations: WLOY, Open Works, Boone Street Commons, and Greenmount West neighborhood
Lively Nights: Laura Kuhn, University of Maryland, Baltimore
• Locations: Creative Alliance, Patterson Park, Broadway Market, The Sandlot, Senator Theater
In addition to the new photography and design, we also commissioned new spot illustrations to match
the unique style.
Creative Team
Photography and Video Direction: Dave Cooper Films
Publication Redesign and Art Direction: Skelton Sprouls
Printer: Mount Royal Printing
Production and Copy: Baltimore Collegetown Network
Illustration: Fernando Cobelo
Music in Videos: Matthew Lampart
Artist Partners: Katharina Grosse, Charles Mason III,
Claudia Cappelle
All partners are based in the Baltimore region.

BALTIMORE LOOK BOOK
We want all prospective students to see themselves in the Look Book. In summer 2022, we plan to start
filming the next round of videos with representation top of mind. Once completed, we will have thirteen
videos highlighting each campus and as many social, racial, and intellectual identities represented as
possible. Future features will include more lifestyle spreads, like shopping, fashion, and sports, while
expanding the Worthy Ventures section to spotlight career opportunities.
The new Baltimore Look Book launched on January 19, 2022. To date, the video series has over
26,000 views and 750,000 impressions on our YouTube channel, with nearly 35,000 impressions
and engagements from newsletters and social media. In a little over two weeks, the Look Book has
outperformed any campaign by Baltimore Collegetown ever due in large part to high-quality content and
additional funding to boost the related posts. These videos portray Baltimore in such a positive light that
the Google Ad algorithm actually flagged our content as being in an “unreal place” proving the pervasive,
negative stereotype about Baltimore is literally coded into the world’s most popular search engine.
College presidents from 20 years ago created Baltimore Collegetown to combat that narrative, and our
work is still necessary.
Investing in these videos was a strategic decision by the governing board, who voted to increase our
marketing budget by 22% to complete these videos. Not including staffing, Baltimore Collegtown’s
marketing budget is less than $100,000, only $0.84 per enrolled student, not even including the
prospective student market. Colleges and universities spend $429 - $623 per enrolled student5. Our
message that Baltimore is a great college town cannot compete at our current funding levels.
In the last three years, staff have advocated for increased funding for video content and diverted
resources from traditional printing to digital engagement. With additional funding, we could create
direct mail campaigns to high school students in target enrollment markets, digital advertising for tv
streaming services, signage at transit hubs, and much more.

5 https://hechingerreport.org/with-competition-up-enrollment-down-colleges-are-spending-billions-on-marketing-and-advertising/

STUDENT ENGAGEMENT
Student Programming
Despite the challenges of the pandemic, Baltimore Collegetown
found innovative ways to bring our student-facing programs to
life in 2021.
The Collegetown Fellowship completed its second year with
a cohort of students from six campuses. They completed
coursework virtually through Johns Hopkins University and
spring projects with three different community organizations,
facilitated by Central Baltimore Partnership.
T. Rowe Price Foundation provides funding for this program
with staff time subsidized by membership dues. A one-of-a-kind
experience for students, the program invites students to enroll
in a leadership development and social entrepreneurship course
with students from other campuses. It also builds an ecosystem
of social entrepreneurs, community leaders, and student
changemakers. Through the Baltimore Student Exchange
Program, it connects curricular and co-curricular activities and
lays the foundation for innovative academic partnerships.

Collegetown Fellows at Boone Street Commons.

Baltimore Collegetown’s other civic leadership program, Collegetown Underground, focused on
Environmental Justice and virtually connected 40 students and six community organizations using the
Vconference platform. Students gave feedback that because of the program, they understand issues in
Baltimore, understand the perspectives of others, and know how to use their skills to make positive social
change.
Furthering our commitment to leadership development, we hosted the third Student Governance
Summit connecting SGA leaders with advisors across campuses. This event welcomed 60 students
from six campuses (Johns Hopkins University, MICA, Notre Dame of Maryland University, Stevenson
University, University of Baltimore, and UMBC). A student participant shared that “even though it was
virtual, I still felt connect to everyone and thoroughly enjoyed the format.”
The future leaders Baltimore Collegetown and our members train need pathways to launch their careers
after graduation, which why we created Industry Days in 2019. Students connected with industry
leaders and like-minded peers, explored career opportunities, and met dynamic panelists who have
launched their careers in the region during four virtual sessions. We highlighted Biohealth, Emerging
Technologies, Arts and Creatives, and Sustainability as top growing industries.
The student-facing programs Baltimore Collegetown offers go beyond the campus experience and show
students what it is like to engage with the Baltimore region outside the campus bubble.

STUDENT ENGAGEMENT
Collegetown Student Survey
Baltimore Collegetown conducts a student survey assessing attitudes and perceptions about the
region every three years. This year, due to the pandemic, the questions on the survey focused more on
COVID-19 information, health and wellness resources, and instructions on how to receive campus aid.
The findings from 455 responses collected from February - March 2021 are as follows:
• Students understand COVID-9 safety protocols and how to access tests. They are less certain about
vaccine eligibility. Note: Survey responses were submitted before vaccines were widely available.
• Academic performance and mental health have significantly declined.
• Reliable internet, transportation, and social connection are the top basic needs to which students
report having limited, or no, access.
In the ongoing stress and anxiety caused by the pandemic, Baltimore Collegetown staff hosted a monthly
care circle series for students and alumni to share resources and to strengthen social networks.
Collegetown Shuttle
The Collegetown Shuttle connects students to destinations around town. This year, after taking a hiatus
from March - December 2020, the Collegetown Shuttle relaunched with a new route, connecting students
to Kenilworth, the Towson Mall, and Towson Place. This new green line ran through the fall semester and
will only operate on Sundays in 2022 when the Towson Loop is not online. The Blue Route continues to
operate north-south from Penn Station to Towson.
Baltimore Collegetown operates the Collegetown Shuttle at a below market rate of $75/service hour.
Many member colleges operate bespoke transit systems tailored to their specific campus needs, yet the
need for improved transportation is always the primary complaint by students in the Baltimore region.
The current system does not work. Based on the 2019 Collegetown Shuttle survey, students wanted more
access to transit, not less, and indicated that an inter-university system is popular. With support from the
colleges, Baltimore Collegetown would like to bring all university-affiliated partners together to discuss
innovative ways to solve the pervasive transit challenges in our region.
Baltimore Student Exchange Program (BSEP)
Undergraduates from Baltimore Collegetown campuses can register for classes at any member institution.
BSEP expands course offerings and elevates Baltimore as a connected college town. The program attracts
hundreds of students each year, but without proper training for academic advisors, this opportunity
is under-utilized. Collegetown staff seek additional funding to expand the marketing, training, and
awareness of this valuable resource, especially in a competitive online education market.
Student Marketing
Baltimore Collegetown worked with Next Day Animations to produce a video explaining our offerings
and encouraging students to sign up for our Weekly Cheap and Free newsletter. This campaign reached
over 65,000 people, and the newsletter continues to garner hundreds of opens each week with a
distribution list over 7,000 subscribers.

FACULTY AND STAFF ENGAGEMENT
Communities of Practice
Baltimore Collegetown convenes staff and faculty to encourage collaboration, networking, and
professional development across campuses. For the second year in a row, we hosted more than 100
meetings for these communities of practice.
They include:
• Admissions, Marketing, and Communications
• Arts and Humanities Leaders (in partnership with Greater Baltimore Cultural Alliance)
• Baltimore Student Exchange Program (Registrars)
• Campus Voting and Census Engagement
• Case Managers (Clinical and Non-clinical)
• COVID-19 Response - Baltimore City Health Department
• COVID-19 Response - Baltimore County Health Department
• Human Resources
• Service Learning and Civic Engagement
• Student Activities
• Student Affairs
• Student Governance Summit Committee*
• Sustainability (B’CaUSE)
• Transportation (Shuttle Committee)*
• Town and Gown Tour Committee*
In 2022, staff will begin convening two new Communities of Practice for Conduct Officers and
Government Relations Professionals.
Baltimore Collegetown’s Case Managers group was recognized by the Maryland Behavioral Intervention
Team at their annual conference. The nomination included the following, “Since the beginning of the
COVID-19 Pandemic, this group has shifted and grown to include peer support and has transitioned to
bi-weekly meetings to share resources, provide intentional interactions for those missing connections and
coming together to commiserate as well as discuss the changing nature of our work.”
*Staff extend a special thank you to our committees who help frame, conceptualize, and develop critical
mission-related programs. Their leadership and dedication is invaluable.
Collegetown at the Cabinet
During the fall semester, Collegetown’s executive director asked to meet with each campus’s President’s
or Provost’s Cabinet to share relevant updates and educate senior leaders on the goals, priorities,
and programs of the organization. The offer still stands and Collegetown’s leadership welcome the
opportunity to visit you on your campus.

COMMUNITY ENGAGEMENT
Baltimore Collegetown staff serve on multiple boards, committees, and working groups across the region.
We enjoy supporting the efforts that make the city a fun, vibrant place to live and work.
Board Service and Leadership Groups:
• Baltimore Community Toolbank
• Charles Street Development
• EAGB Marketers Roundtable
• GBC’s Economic Development Committee
• GBC’s Education and Workforce Committee
• GBC’s Tourism Committee
• GBC’s Transit Committee
• GIVE Advisory
• Live Baltimore
• Maryland Book Bank
• MTA Transit Advocacy Group
• Towson Chamber of Commerce
• Transit Choices
• UpSurge Talent Pathways

Our favorite events throughout the year.
• Creative Mornings
• BBJ’s Bizwomen Mentoring Monday
• BNIA’s Vital Signs
• GBC’s HBCU Leadership Event
• Leadership Cafe with GBC at Goucher College
• Live Baltimore’s Birthday Bash
• Spark Digital Summit
• State of Downtown Baltimore
• TikTok’s Women in Tech
• Visit Baltimore’s Annual Meeting

Collegetown’s Executive Director and Marketing Director participated in T. Rowe Price Feedback
Workshop. The month-long series helped us develop strategies for stakeholder engagement. Staff also
participated in the Baltimore Together plan led by the Baltimore Development Corporation to establish
a five-year plan for economic growth in Baltimore City. BCN is explicitly listed in the plan citing our
higher education data tracking and workforce development programs, like Industry Days.
https://www.baltimoretogether.com/
Baltimore Collegetown exhibited at the annual Maryland Associate of Boards of Education, allowing the
organization to promote the Collegetown and Gown Tour to all 24 of Maryland’s K-12 districts.
Internship Bootcamp
Welcoming 70+ employers, this annual program teaches companies how to build or revamp an
internship program. Offered in partnership with the Maryland Career Consortium, we hosted this event
virtually using the VConference platform and received rave reviews from attendees.
Power 30 in Higher Education
Executive Director Kirsten Brinlee was recognized by the editorial team of The Maryland Daily Record
as an inaugural Power 30 for higher education list, alongside many fantastic leaders in the region.
“There are few, if any, fields of endeavor more critical to Maryland’s future than higher education. The
task of preparing a new generation of citizens with critical thinking abilities, the temperament for lifelong
learning and the skills to enter a globally competitive workplace grows more challenging every year.”
Congratulations to fellow honorees!

STRATEGIC PLAN DASHBOARD
To demonstrate Baltimore Collegetown’s progress toward strategic goals, the executive director provides
a status report at the first board meeting of the new fiscal year. A simplified version of the dashboard
is included below and on the next page. Several projects are well underway, while others have been
delayed or stopped due to reduced funding and staffing. Additionally, staff added new projects to the
plan due to the COVID-19 pandemic.
Baltimore Collegetown produces strategic results for our members with a small staff and modest
budget. Fiscal year 2024 (July 1, 2023 - June 30, 2024) is the final year of this plan, which will be a
planning year, with remaining goals set to launch in FY23. Without adequate funding, the organization
may not be able to meet all objectives.

STRATEGIC PLAN DASHBOARD

STRATEGIC PLANNING
Having read about Baltimore Collegetown’s achievements and milestones over the last year, you can
see how these efforts fit into a larger strategy to attract, engage, and retain students to the Baltimore
area. Two months before COVID-19 disrupted life as it had been, the organization finalized its current
strategic plan. In those early months of the pandemic, staff reprioritized with input from governing board
members and adjusted the plan accordingly.
As the crisis has continued, staff have sought new ways of partnering and collaborating. Student
programs transitioned from in-person to virtual, Communities of Practice met more frequently, and staff
engaged new partners, like the lobbying firm Z+C to expand the organization’s reputation and reach.
Financial stability has been the biggest challenges faced by Baltimore Collegetown since spring 2020.
Colleges and universities fund 95% of Baltimore Collegetown’s budget. As a geographically-limited,
membership-based nonprofit organization, the opportunity to add new college members is rare, so an
affiliate membership campaign launched in the spring. Many organizations with aligned missions were
also negatively impacted by the pandemic. While we did gain new members, several organizations were
unable to join due to their own financial constraints. In FY21, the organization received both round
of the Paycheck Protection Program and some small grants, so staff were able to keep their jobs and
programs and services could continue.
After retaining Z+C, the organization submitted a request to the Governor’s Office to fund four strategic
priorities. They are:
1. Promoting Baltimore – Collegetown and Gown Tour Expansion, $145,000 increasing from 30 to
100 counselors each year.
2. Connecting with Business – Internship Database Redesign, $72,500, integrate with Handshake and
add entry-level job board. Economic Development Study, $75,000, analyze where students get jobs
after graduation using LinkedIn data.
3. Strengthening Campus Connections – Regional College Transit Study, $100,000 to bring all
university-run transit together and determine feasibility for an equitable, shared system.
4. Investing in Organizational Development – Baltimore Student Exchange Program Marketing
Campaign $30,000, train academic advisors on how the agreement works.
None of these priorities were included in the FY23 budget. Baltimore Collegetown made requests to
foundations and corporations to support strategic projects, yet the need from the Baltimore nonprofit
community is substantial. Staff will continue to seek alternative ways to fund these projects and welcome
insights and ideas from campus leadership.
The organization has been able to maintain core programs and services, but to grow strategicially and
with impact has been difficult. College membership dues have remained the same since 2012, despite
costs increasing for labor, programs, and operations. Ten years later, I asked that college presidents
examine the investment made to Baltimore Collegetown and consider increasing support so that the
organization may achieve its mission.

STRATEGIC PLANNING
Prior to the inception of the Baltimore Collegetown Network, area colleges and universities built
alliances and launched agreements for library, academic catalog, and program sharing. In 1995, a group
of chief financial officers began meeting regularly and the idea that became Baltimore Collegetown began
to emerge. The desire to collaborate, work together, and share resources has always been apparent, yet
the ability to maintain collaborative efforts requires dedicated staff and visionary leadership from college
presidents. The last time Baltimore Collegetown convened our member presidents was more than seven
years ago. Now is time to come together again as a network and set forth a bold vision for the future of
higher education.
On April 19, Baltimore Collegetown will host the Leaders in Higher Education reception, which will
honor the legacy of President Freeman Hrabowski as he retires from UMBC, while also gathering college
presidents, elected officials, and other senior leaders across Maryland. Making it through the last two
years of intense crisis and change calls for not only celebration, but also reconnection to one another and
to Baltimore Collegetown’s mission.

Right: Baltimore Collegtown
Member Presidents with Mayor
Sheila Dixon in September
2000 establishing the Baltimore
Student Exchange program.

Left: Baltimore Collegtown
Member Presidents with Mayor
Stephanie Rawlings Balck in
October 2015 with Greater
Baltimore Cultural Alliance at the
Mayor’s Cultural Town Hall.

BALTIMORE COLLEGETOWN LEADERSHIP
EXECUTIVE COMMITTEE

GOVERNING BOARD MEMBERS

President
Yvette Mozie-Ross, Ph.D.
UMBC

Joaquin Martinez, Ph.D.
Community College of Baltimore County

Vice President
Greg FitzGerald
Notre Dame of Maryland University
Treasurer
Robert Kelly, Ph.D.
Loyola University Maryland
Secretary
Kevin Shollenberger
Johns Hopkins University
Member-At-Large
Kevin Banks, Ph.D.
Morgan State University
Member-At-Large
Vernon Hurte
Towson University
2021 STAFF
Kirsten Brinlee
Executive Director
Madison Boris
Assistant Director until July 2021
Accepted a new position after six years with BCN.

Kae Monsanto
Marketing Director
Molly Hayeslip
Program Manager

Jinawa McNeil
Coppin State University
Rejoining in 2022.

Stephanie Coldren
Goucher College
Christian Lallo
Maryland Institute College of Art
Tiffany Sanchez
Stevenson University
Nicole Marano
University of Baltimore
Flavius Lilly, Ph.D., M.P.H.
University of Maryland, Baltimore
Terrence Jennings
Baltimore City
Sara Trenery
Baltimore County
Kimberly Clark
Baltimore Development Corporation
LaToya Eff and Roan Bennett
Maryland Transit Administration
Trish McClean
Visit Baltimore

Interns: Ava Kemp, Anna Bracket, Castalia Vidaurri, Deli Okafor, and Yuri Chia.

BALTIMORE COLLEGETOWN MISSION
Vision Statement
The member campuses of the Baltimore Collegetown Network will tap the collective strength and
expertise of our campus programs, services, and leaders to further attract and retain well-educated and
diverse students, faculty, and staff and further develop the Baltimore region into an attractive living and
learning community. Through advocacy, convening public and private sector partners, and serving as
an information resource, the BCN will facilitate collaborative planning and community development to
maximize academic, residential, transportation, cultural, and social opportunities that raise the visibility
of Baltimore as a college destination and advance the development of the region as a competitive and
vibrant metropolitan area.
Mission Statement
The Baltimore Collegetown Network will have a strong and clear reputation as the premier higher
education organization in the Baltimore region that facilitates the efforts of its members to:
• Enhance the academic and social lives of college students in Baltimore;
• Attract students, faculty and staff of strong academic and professional standing and diverse
backgrounds to the Baltimore area institutions of higher education;
• Increase professional development opportunities for faculty and staff working at the colleges in and
around Baltimore;
• Enable the Baltimore area colleges to share resources;
• Promote the economic impact of higher education on the Greater Baltimore region;
• Enhance the visibility of the higher education community in the Baltimore region locally, regionally,
and nationally;
• Serve as a resource and advocate to city officials and regional government; and,
• Engage in community service and provide support to the Baltimore metro area.
Member Organizations:
Community College of Baltimore County			
Baltimore City
Coppin State University					Baltimore County		
Goucher College						Baltimore Development Corporation
Johns Hopkins University					
Maryland Transit Administration
Loyola University Maryland					Visit Baltimore
Maryland Institute College of Art				
Morgan State University
Notre Dame of Maryland University
Stevenson University
Towson University
University of Baltimore
University of MD, Baltimore
UMBC

Baltimore Collegetown Network
P.O. Box 11049
Baltimore, MD 21212
BaltimoreCollegetown.org

