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At the forefront of technol-
ogy, the USA is the leader in 
educating fashion design-

ers and business leaders in this excit-
ing industry. Here you can learn it all, 
from adapting a 16th century gown for 
a 21st century film, to computerized 
stitching techniques, to promoting a 
new line of apparel.

While Paris may be the capital of 
the couture market, the USA is the 
center of the ready-to-wear market and 
New York City is the fashion capital of 
the world. All the resources are here: 
the stores, the top designers, textile 
firms, fashion magazines and more! All 
major designers—whether they come 
from France, Italy, Japan or Spain—
have a presence in New York.

The USA is a country that embraces 
change, and fashion is ever changing. 
For a fashion student, it doesn’t get 
any better.

Streets, Not Textbooks
Fashion is something that you learn. 
You are not born with good taste. 
At Berkeley College, we do not rely 
solely on textbooks. Textbooks become 
outdated quickly, but fashion changes 
every season. When we discuss window 
design—visual merchandising—we 
just walk down the street and look at 
the windows in Saks Fifth Avenue or 
Macy’s.

Evaluating Programs
What should you look for when choos-
ing a fashion marketing and manage-
ment program?

1 Is the program designed with 
significant input from industry 

insiders?

2 Does the program offer busi-
ness courses as well as fashion 

courses? It is important to remember 
that fashion is a big business and that 
students must be able to understand 
the business world too. At Berkeley, 
we emphasize Fashion Marketing and 
Management, as well as design. This 
prepares the student to “hit the ground 
running” in the fashion industry.

3 Here are some of the technical 
courses that students should look 

for in a program:
•  Product Lifecycle Planning: What 

are the stages a product goes through 
—from concept and development, to 
marketing and sales?

•  Advanced Textiles: What types of 
innovations are impacting the devel-
opment of fabrics and their various 
uses in garments?

•  Global Sources: Where do buttons 
come from? What country produces 
the best silk?

•  Technology Courses: A great deal 
of fashion is on the Internet. It’s 
not just in stores anymore.

•  CAD: Computer Aided De-
sign programs.

•  JDA: Supply Chain Man-
agement software to sort 
and allocate store mer-
chandise for the retail 
industry. 

4 Most importantly, does 
the program offer an in-

Studying Fashion Design in the USA
ternship? Work experience is essential 
to your fashion career.

Where Does It Lead?
Most students ask, “What kind of job 
will this type of program prepare me 
for?” When you consider fashion as a 
business and are not just dealing with 
design, you become more flexible and 
open to a number of positions. There 
are too many relevant careers to list, 
but here are a few that will be available 
to you:
•  Merchandising positions in buying of-

fices (buying offices usually purchase 
for a variety of stores).

•  Product Development Specialist 
(dealing with the birth of the product 
all the way to the consumer).

•  Executive trainee positions with 
fashion retailers.

What It Takes
What qualities do students need to 
be successful in the fashion indus-
try? Creativity, ambition, flexibility 
and knowledge.

The USA, with its wonderful dis-
tinctive mix of people from all over the 
world, is the true destination of people 
who have a passion for fashion. This 
adds an exciting dimension to all of our 
programs, but none more than Fashion, 
where cultural diversity can give rise to 
unique perspectives on fashion trends 
and the future of the industry.  

Robert Woods is a faculty member in the 
Fashion Department at Berkeley College’s 
Campus in New York City.

By robert woods
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UNIVERSIDAD DE MIAMI
El Programa de Inglés Intensivo prepara a estudiantes de todo el mundo en inglés como segundo idioma.

miami.edu/iep        iep@miami.edu        +1 (305) 284-2752 TheUMiep

 Cinco niveles de enseñanza – desde inicial hasta 
avanzado

 El programa completo incluye habilidades de 
estudio y asesoramiento académico

 Actividades sociales, culturales y recreativas

 Admisión condicional a la Universidad de 
Miami para estudiantes que reúnan los 
requisitosacadémicos

 Curso de preparación para el examen TOEFL

 Academia intensiva de inglés para adolescentes  
(de 14 a 17 años de edad)

 Disponibilidad de programas personalizados de idioma durante  
todo el año

 Inglés intensivo + Maestría en derecho internacional

 Inglés para estudios de posgrado en negocios

 Inglés de posgrado para ingeniería

 Academia Global de Verano de la Escuela de  
Derecho: programa de inglés legal y práctica jurídica

Programa de Inglés Intensivo Instituto Intensivo de Idioma
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I nternational students cheer as 
their rafts clear the rapids on a 
Rocky Mountain stream. They 

dig for clams along the beaches of New 
England. They dance to Cajun music 
and go bungee jumping for the first 
time. 

All these students are benefiting 
from planned activity programs devel-
oped by their colleges and universities 
to help them have fun in the U.S. 

As an international student, your 
life in America will not stop at the 
campus gates. You will be able to enjoy 
many activities in the nearby town or 
city, and you may travel to other parts 
of the United States. 

Most schools offer special activities 
for international students to get them 
acquainted with the U.S. and Ameri-
can culture and to help them meet 
other students on campus and in their 
programs. Campus life offers many op-
portunities for expanding interests and 
making friends.

On some campuses international 

students are treated as special guests, 
with exciting events planned just for 
them.These events range from pumpkin 
carving for Halloween to live jazz mu-
sic to swing dance to fly-fishing lessons.

The International Programs office 
at Whatcom Community College in 
Washington state makes it easy for in-

Go 
Beyond 

the 
Books 

to Have 
Fun in 
the U.S.

ternational students to participate in all 
kinds of activities, with a staff member 
who organizes activities and provides 
transportation.

“I love that I can be involved in a 
different activity almost every weekend, 
and I don’t even need a car,” Claudia 
Davila, a student from Peru, said. “It 
seems like every week I am doing some-

Since there’s 
no skiing in 
Libya, the school 
ski trip was a 
first for me.



Tomar la decisión de encontrar tu pasión y aprender sobre ti mismo 
es una de las cosas más importantes que puedes hacer por tu futuro. 
Tu viaje hacia el autodescubrimiento comienza aquí, en ELS.

Podemos ayudarte a alcanzar tus sueños, encontrarte a ti mismo y encontrar tu futuro. A 
medida que avances hacia tus objetivos, experimentarás programas de primera línea en 
enseñanza de idioma inglés, como por ejemplo Inglés Intensivo, Preparación para Exámenes e 
Inglés Semi-intensivo en algunas de las universidades más prestigiosas del mundo. Te insertarás 
en el mercado laboral internacional y tendrás oportunidades que nunca creíste posibles para 
desarrollar tu red de contactos. Encuentra tu futuro, entabla nuevas amistades con personas de 
todo el mundo, aprende de ellas y mantén contacto con ellas luego de tu graduación.
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thing that I never would have had a 
chance to try at home.”

The college organizes trips for ski-
ing, sea kayaking, hiking, snowshoe-
ing, rock climbing, whitewater rafting 
and golfing. In winter, there are ski and 
snowboarding trips to resorts in the 
U.S. and Canada for  both experienced 
skiers as well as those with no experi-
ence on the slopes. In addition, many 
U.S. students join the trips, providing 
an excellent opportunity for all stu-
dents to make new friends.

At Marquette University in Wis-
consin, international students have the 
opportunity to participate in the Inter-
national Friendship Program. New stu-
dents are matched with individuals and 
families from the local community and 
experience life at a typical U.S. home 
through family dinners, holiday gather-
ings, sporting events and more. 

Down south, students at Rice Uni-
versity in Houston, Texas, celebrate 
regional pride with “Go Texan Day.”  A 
tradition that dates back to 1954, Go 

Texan Day is when Houstonians dress 
in Western wear to show their Texas 
pride and celebrate the start of the 
Houston Livestock Show and Rodeo. 
As honorary Texans, Rice University 
Intensive English Program students 
come to class that day wearing their 
best cowboy and cowgirl attire. 

Many schools offer activities that 
are unique to their locations. For exam-
ple, The Spring International Language 
Center at the University of Arkan-
sas in Fayetteville, sponsors hiking, 
canoeing and ice skating outings. There 
are trips to Eureka Springs, a historic 
Ozark mountain village famous for 
traditional American arts and crafts, as 
well as jazz, blues and bluegrass music.

Skiing and snowboarding in the 
Rocky Mountains provide a winter ad-
venture for students at Spring Interna-
tional’s Colorado center.  

“Since there’s no skiing in Libya, 
the school ski trip was a first for me,” 
student Afaf Ramadan said. “It takes a 
lot of endurance to ski downhill, but 

when we finish skiing we get to drink 
hot chocolate.”

The colorful city of New Orleans 
lends itself as an endless source of ad-
venture for international students in 
the New Orleans Culture class within 
the Loyola Intensive English Program 
(LIEP) at Loyola University. Weekly 
field trips to places like Destrehan Plan-
tation and the French Quarter allow 
students to practice their English skills 
creatively outside of the classroom. 
LIEP students integrate class content 
through experiencing Jazz music, festi-
vals, French and Spanish colonial archi-
tecture and Creole food.

No matter where you choose to 
study in the United States, there will 
be many events and activities planned 
by your international programs office. 
Take advantage of these fun, cost-effec-
tive ways to meet new people, improve 
your English, and see the “real life” side 
of the U.S.  
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E very year, as a new college ad-
mission cycle begins, there’s 
always a lot of news about 

rankings. Editors from U.S. News & 
World Report, Forbes, The Princeton Re-
view and others have once again begun 
to provide a parade of ranking guides 
that presume to reveal the “best values” 
in education, identify the best “party” 
schools or, simply, quantify the mythi-
cal pecking order of colleges. 

Before you get out your credit card 
or rush to print out a list of the “best” 
colleges, though, take a moment to 
consider the following:

1 Rankings are not science. 
The data collection process re-
lies on self-reported information 

from colleges and universities. While 
the use of the Common Data Set has 
helped to standardize the reporting 
process, institutions are still able to 
manage the manner in which their data 
is assembled.

Moreover, editors are able to cre-
atively interpret the information they 
do (or don’t) receive. For example, if 
an institution chooses to abstain from 
submitting data, the editors of at least 
one publication (U.S. News & World 
Report) will resort to a formula that 
creates values for that school based on 
the values of its presumed peers.

2 Rankings are highly sub-
jective. Consider, for example, 
reputation. In the U.S. News & 

World Report rankings, reputation car-
ries the greatest weight. On the surface, 
that might make sense—until you come 
to know how reputation is “measured.”

Each year, U.S. News & World 
Report sends three ballots to each par-
ticipating school asking the recipients 
(president, academic dean and dean 
of admission) to rate peer institu-
tions on a scale of 5 to 1. The assump-
tion is that these individuals know 
higher education better than anyone 
else and are best positioned to make 
qualitative assessments.

What do you think? Could you 

provide such a rating for each of the 
high schools in your region? It’s highly 
doubtful, just as it is highly doubtful 
that these three voters can make objec-
tive assessments of peer institutions 
across the country. Consequent-
ly, fewer than half respond. 
Many who do complete 
the rating form admit 
they are making edu-
cated guesses.

To address some 
of those concerns, the 
editors now solicit ratings 
from selected high school 
guidance counselors as well. Not 
surprisingly, the participation rate 
among all “voters” continues to be very 
low. That said, what do the rankings re-
ally tell you about reputation?

3 Rankings change each 
year because …? Change 
on college campuses is glacial in 

nature, yet every year the outcome of 
the rankings changes. Why? At least 
one ranking guide (U.S. News) admits 
to changing or “tweaking” its formula 
each year—further evidence of the sub-
jectivity involved as well as the editors’ 
need to maintain uncertain outcomes 
from year to year.

4 Apples and oranges. 
While many colleges and uni-
versities may look alike on the 

surface, they are often very different 
with regard to programs, instruction-
al styles, cultures, values and aspira-
tions—another reason why trying to 
rank them is a daunting, if not impos-
sible, task.

5 Be discriminating. The 
definitions of “best” are essen-
tially editorial opinions dressed 

up in pseudo-facts. Contrived to sell 
magazines, they might not—and, in 
fact, should not—be the beginning 
point for your college selection process. 
Don’t become blinded by these defini-
tions of the “best.” You need to arrive 
at your own definition of the best that 

is rooted in your needs, interests and 
learning style.

Frankly, the rankings phenomenon 
has grown wearisome. The notion that 
all of America’s best colleges can be 

ranked in any context (“party 
schools,” “academic reputa-

tion,” etc.) is foolhardy. 
It makes too many as-
sumptions about people 
and places, cultures and 
values, quality and—be-

lieve it or not—fit.
Among other things, 

rankings promote a destina-
tion orientation and an obsessive 

approach to getting into highly ranked 
colleges. Where the student might be 
headed becomes more important than 
what is to be accomplished or why that 
goal might be important or how the 
institution might best serve the stu-

dent. When blinded by the power and 
prestige that rankings bestow upon a 
few colleges or universities, it’s easy to 
lose sight of one’s values and priorities 
as well as the full range of opportuni-
ties that exist.

Keep rankings in perspective as you 
proceed with college planning. Resist 
the temptation to obsess on a set of 
numbers. Instead, focus on develop-
ing a list of colleges based on who you 
are, why you want to go to college and 
what you want to accomplish during 
your undergraduate years. And don’t 
lose sight of how you like to learn. Stay 
student-centered and you will discover 
the colleges that are truly best for you. 

Peter Van Buskirk, former dean of admission 
at Franklin & Marshall College, is Director 
of Student Advocacy at Revolution Prep 
(revolutionprep.com/resources).

THE TRUTH ABOUT COLLEGE RANKINGS
By PETER VAN BUSKIRK

Keep rankings 
in perspective 

as you proceed 
with college 

planning.


