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Dec ining Enrollment
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Increasing Demand for Social Value Analytics

ﬁ Major Funders
A

Government

Boards & Leadership

Partners and Beneficiaries |




Factors Driving Demand

® Public Demand for Quality,
Accountability and Fiscal
Responsibility

* Policymakers, Public Officials and
Governments — Spend Scrutiny

®* Wealth Consolidation and Donor
Fatigue




What 1s Social Valuer
Measuring Mission Achievement

Longer Term Impact Analysis with
multiple qualitative and quantitative

Social Value
measure.

“Long term impact on closing the
economic divide”

Performance

Internal Performance Metric —
Basic Outcomes plus
performance

¢¢ ) 29
Traditional Metric — Static Cost to Raise A Dollar”.

Measures

“Graduation Rate”’.







The Journey
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| CLARENCE BLACKALL

THE CLUB’S 1ST PRESIDENT

BOSTON ARCHITECTURAL |
CLUB FOUNDED
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Loyal “Guardian of the Beer Keg”
was Joe Hamilton,
two P.D.s above, Photographed “after lunch
was bought by the keg for the convivial P.Ds and
they brought their food and cooked in the fireplace

of the P.D. Club
left, here quite as contented as the

'
Beer

1897 i

IMMIGRANTS AND UNDERPRIVLEGED STUDENTS SERVED |
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ORIGINALLY INCORPORATED 1883

n that Perer W Ambler having
Nully completed the course in
Jiural Design is hereby awarded

this certificate this toth day of June 1968

al Committee

Seeretry (2 am
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1944
CHANGED NAME = .



WOMEN ADMITTED

1945







1966

320 NEWBURY STREET
BUILDING COMPLETE

S¥ =1 | LIKE TO SPEAK ABOUT THE ENCOURAGEMENT
~~ v+ HUMAN BEINGS IN THE WORLD OF DESIGN GIVE
T0 OTHERS AS ONE VERY IMPORTANT PART OF

WHAT MAY HAPPEN IN THIS NEW CENTE

- BUCKMINSTER FULLER



BACHELOR OF ARCHITECTURE DEGREE
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PROCEEDINGS OF THE COI\]FEREI\]CE FOR
WoMEN IN pPEsieN AND  PLANNING
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2006
BAC BECAME A COLLEGE



) BOSTON
M ARCHITECTURAL
COLLEGE

2% WOMEN OF COLOR -
| BAC LECTURES AND EVENTS
= REFLECT THE DIVERSITY OF
. % ITS STUDENT BODY
2% WOMEN OF COLOR g

DESIGN EXHIBITION AND RECEPTION



B A C TALKS

@ BAC CLOUD LAB™

2020

AND BEYOND

o

BAC FOUNDING WEEK ‘

BAC CLOUD CANOPY ™




A GLOBAL NETWORK, A CLOUD

IR CANOPY

WE ENVISION THE COLLEGE AS A GLOBAL
NETWORK, A CLOUD CANOPY WITH
* VIRTUAL AERIAL ROOTS THAT CAPTURE
 SOCIAL DIFFERENGES AND FACILITATE THE
N#: LEARNING OF THE CURIOUS, THE
.4 CREATIVE, THE AMBITIOUS, THE
/ [XEMPLARY TRADITIONAL AND

BAG GLOBAL
NETWORK

NONTRADITIONAL STUDENTS

SOCIAL JUSTICE AND EXCELLENCE o IRRESPECTIVE OF SOCIAL IDENTITIES AND

GLOGRAPUIC LOCATION, «
WE ENVISION DELIVERING ON OUR EDUCATIONAL
MISSION OF DIVERSITY AND INCLUSION TO HELP OUR
STUDENTS FULLY ACTUALIZE THEIR POTENTIAL,




MEASURING SOCIAL AND
ACADEMIC VALUE

BAC GLOBAL _##= ~~ UNDERSTAND
NETWORK ~ // gaatiiig  ThGue
‘ & TARGIT AND
2020 AIA SURVEY / / MIASURE

_LOWER SOCI0~ECONOMIC
INDIVIDUALS HAVE LIMITED TO
NO ACCESS TO THE DECIDE AND
PROFESSION ACT

LACK OF WOMEN IN THE
PROFESSION. LACK OF WOMEN
LEADERSHIP AND WOMEN
OWNED FIRMS
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\ BAC ANALYTICS &

RESCARCH GENTER
———— OF EXCELLENCE _————

ra =

VISIONARY AND PROACTIVE

GLOBAL POINT OF VIEW
*«FOCUS ON DECISION MAKING AGILE
\ ADVANCED ANALYTICS & PREDICTIVE
\#;  MODELLING

=« MULTI-VARIABLE BUSINESS

BAG GLOBAL
NETWORK

PARTNERSHIP & OMNERSHIP Bl

« ALIGNED WITH LEADERSHIP |

« INSIGUT FOR MEASURING SUCCESS -.

« OWNERSHIP OF RECOMMENDED - - A SINGLE SOURCE OF TRUTH :
ANALYSIS MODELS « SOUND DATA GOVERNANGE

« PRIMARY ANALYTICS AND RESEARCH « BIG DATA AND ADVANCED

SUBJECT MATTER EXPERTS ANALYTIGS / INTELLIGENGE TECHNOLOGY PLATFORM
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Questions
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