
Situation Since its founding in 1927, Capitol College has thrived as the only independent institution

of higher learning in Maryland dedicated exclusively to programs in engineering, computer

science, information technology, and business. It is recognized for its practical, hands-on

classroom instruction as well as for its online education that provides students with the

knowledge and skills necessary to prepare for and advance STEM careers.

Capitol needed a more impactful branding and messaging platform to reflect its unique

educational programs and standing in a job market that was increasingly emphasizing

technology and information science knowledge. 

Solution After being selected to lead Capitol’s rebranding effort in 2009, The Design Channel

embarked on a deep-dive research effort centered on interviews with Capitol 

administrators, staff, and students to establish a foundation for messaging and creative

strategies. We also examined the marketing campaigns of competitive schools and 

conducted an in-depth review of Capitol’s marketing materials. Our research led to a

positioning and theme line that served as a campaign anchor for years to come: 

“Capitol College isn’t for everyone. But it’s perfect for me.” This theme was implemented

across print, digital, radio, and outdoor, with targeted messaging and media buys for

undergraduate and graduate prospects. We also implemented a very successful search

engine marketing campaign. All tactics were linked to a campaign microsite. 

In 2014, when Capitol College made the decision to rename itself Capitol Technology

University, it needed to ensure that its new name and expanded capabilities were featured

in branding efforts going forward while still maintaining a familiar nod to its previous mes-

saging. We developed a campaign theme of “The University of…” that featured a series of

compelling benefits and possibilities graduates could realize through a Capitol education,

as well as an evolutionary look and feel. 

Result The branding campaign centered around the “…not for everyone. But perfect for me.”

theme was an instant success. It was cited as a campaign that strongly resonated with 

students that Capitol was seeking to attract and as a key factor in raising the number of

students enrolled at Capitol by 20% during the first three years of the campaign. 

The latest campaign supporting the school’s name change has been widely applauded by

staff, students, and recent graduates. And the PPC campaign has consistently helped 

generate interest from undergraduate and graduate leads nationwide. Each month, it has

delivered, on average, 1,000 unique IP addresses and repeat visitors on “Cap Tech” landing

pages, 210 phone inquiries, and 34 web contact form submissions—at under $20 per lead.

Capitol Technology University—Branding and Marketing



o positioning statement 
and tagline

o print advertising

For goal-oriented students who want a successful
career in the high-demand fields of engineering, 
computer science and technology, Capitol College is
the perfect place to get inspired and excel. Through
intimate classroom settings, state-of-the-art facilities
and synchronous online learning, students get hands-
on, real-world education from the first day of class.
Capitol is no ordinary college—with its specialized
focus, student-centered culture and job-offer guarantee,
students realize their true potential.

Research Modes Used:

Video interviews with 
undergraduate students

Phone interviews with
graduate students

Competitive brand benchmarking

Audit of existing communications
material

Capitol College isn’t for everyone.
But it’s perfect for me.



o wall street journal advertising

o postcards

o metro car rails



o online banner ads—
undergraduate program

o undergraduate landing page

“MSEE” :60 Radio Spot

“IA DOCTORATE” :60 Radio Spot



o search engine marketing



o media plan

This media campaign was designed to support the overall 

development efforts of Capitol by creating awareness in the

marketplace. Additionally, the campaigns supported recruiting

by creating awareness of the University’s unique brand, offer-

ings, and open-house opportunities. The campaign supported

both undergraduate and graduate programs as well as the 

military subset group.  Each year we tweak the media strategy

and tactics based on budget, target priority and continue to

leverage the elements that worked best.



o print ads



o washington post 
education report insertion

o wall street journal print ad
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BUSINESS EDUCATION

the test. According to GMAC,
Asia students spend an average
of 151 hours in test preparation;
U.S. students average 64 hours.

American business schools
have put great effort into re-
cruiting in South and East Asia
as they try to grow enrollment
and make their programs more
global. But schools don’t want to
become factories for high-scor-
ing test-takers from abroad.

At Duke University’s Fuqua
School of Business, admissions
officers strive to assemble a
class with impressive credentials
and geographic as well as ethnic
and racial diversity. Increasingly,
that means passing over some
top-scorers in favor of lower-
scoring candidates who bring
other strengths to the class, said
Liz Riley Hargrove, associate
dean for admissions at Fuqua.
About half of Fuqua’s total appli-
cations come from international
candidates; among those, the
pool is “heavily lopsided” toward
China, India and Korea, she said.

Students worried about their
GMAT percentile have an alter-
native exam: the Graduate Re-
cord Examinations, or GRE. Typi-
cally taken for entrance to
graduate programs in a variety
of academic subjects including
the humanities and engineering,
GRE scores are now accepted for
admission at 85% of business
schools, according to Kaplan Test
Prep, a division of Kaplan Inc.

The University of Rochester’s
Simon Business School began ac-
cepting the GRE as well as GMAT
for its M.B.A. applicants three
years ago. Rebekah Lewin, assis-
tant dean for admissions, said
her office has no preference for
one test over the other.

For now, though, the GMAT
still looms large.

Ms. Miller, who took the test
last month, said she spent the
bulk of her test-preparation time
reviewing the quantitative sec-
tion. She said the extra math
training helped her think more
quickly on the quantitative sec-
tion, but she didn’t score as high
as she’d hoped.

ContinuedfrompageB1

B-School
Candidate
Test Scores
Tilt to EastB-school students can’t get

enough of big data. Neither can
recruiters.

Interest in specialized, one-
year master’s programs in busi-
ness analytics, the discipline of
using data to explore and solve
business problems, has increased
lately, prompting at least five
business schools to roll out
stand-alone programs in the past
two years.

The growing interest in ana-
lytics comes amid a broader shift
in students’ ambitions. No longer
content with jobs at big financial
and consulting firms, the most
plum jobs for B-school grads are
now in technology or in roles
that combine business skills with
data acumen, say school admin-
istrators.

But some faculty and school
administrators remain uncon-
vinced that the programs prop-
erly prepare students to work
with analytics.

The University of Southern
California’s Marshall School of
Business began its Master of
Business Analytics program this
fall with 30 students. About 50
to 60 students are expected to
enroll in the $47,000 program
next year, the school said.

The program was the brain-
child of Marshall’s corporate ad-
visory board-executives at blue-
chip firms like General Electric
Co., Boeing Co. and Walt Disney
Co. who say they need more
hires with analytics talent, said
James Ellis, the school’s dean.
The board also recommended
that undergraduate students at
Marshall be required to take a
course in the subject.

“We find it invaluable to have
people who can synthesize data”
and suggest changes based on
those insights, said Melissa Lora,
president of Yum Brands Inc.’s
Taco Bell International, who
serves on the school’s corporate-
advisory board.

Business-analytics profession-
als, for instance, are needed at
Taco Bell to sort data on restau-
rants’ service speed and product
quality, as well as social-media
metrics, Ms. Lora said.

Amy Hillman, dean at Arizona
State University’s W.P. Carey

School of Business, said interest
in a year-old master’s program in
business analytics has spread
“like wildfire.” More than 300
people applied for 87 spots in
this year’s class, according to the
school.

Ayushi Agrawal, a current
Carey student, said she left her
job as a senior business analyst
at a Bangalore, India, branch of a
Chicago-based analytics firm to
enroll in the program. As data
become central to more business
decisions, “I want to be at the
forefront” of the emerging field,
the 24-year-old student said.

The Massachusetts Institute
of Technology also has a new
program in the works. Professors
and administrators at its Sloan
School of Management are devel-
oping a tentatively titled Masters

in Analytics program to be of-
fered jointly with the university’s
Operations Research Center be-
ginning in 2016, said Dimitris
Bertsimas, co-director of the
center. The program will enroll
about 50 students, he said.

At General Motors Co., busi-
ness-analytics professionals
“make sense of big data, mine
vast quantities of information,
and look for trends in customer
and dealer behavior,” said Nate
Bruin-Slot, a customer-experi-
ence manager at GM who has re-
cruited students from analytics
programs.

Starting salaries for 2013
grads of the M.S. Business Ana-
lytics program at Michigan State
University’s Eli Broad College of
Business averaged $75,000, ac-
cording to the school, while sala-

ries for graduates of the two-
year M.B.A. program averaged
$90,000. Generally, the analytics
students tend to have a strong
background in computer pro-
gramming and statistics, school
officials say.

Yet others say it is smarter to
deliver analytics training to all
students, rather than a select
few.

Northwestern University’s
Kellogg School of Management
offers several courses in analyt-
ics, some of which are required
for M.B.A.s. The school has no
plans to offer a stand-alone busi-
ness-analytics degree, said Flo-
rian Zettelmeyer, director of Kel-
logg’s Program on Data
Analytics.

“These one-year masters pro-
grams are creating a type of per-

son who is neither fish nor fowl,”
Dr. Zettelmeyer said. “We fear
they’re neither as competent
with data as real data scientists,
nor have the leadership skills
that you really need to drive
change in analytics,” he said.

Michael Rappa, founding di-
rector of the Institute for Ad-
vanced Analytics at North Caro-
lina State University, said
analytics is best studied in an in-
terdisciplinary context, rather
than only through a university’s
business school.

“Analytics programs in a busi-
ness school will always be in the
shadow of the M.B.A. program,”
said Dr. Rappa, architect of the
Institute’s popular Master of Sci-
ence in Analytics program,
launched in 2007. “That’s how
the school is ranked.”

BY LINDSAY GELLMAN

Big Data Gets Master Treatment
Some Business Schools Offer One-Year Analytics Programs, Catering to Shift in Students’ Ambitions

Ayushi Agrawal left her job as a senior business analyst to enroll in the analytics program at Arizona State’s business school.
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Human-resources depart-
ments are becoming corporate
data centers, probing in-house
stores of information to figure
out who they should hire and
promote, how much those em-
ployees should be paid, and even
how managers should manage.

Now two professors are using
data analytics to find better
ways to motivate sales teams.

Over the past seven years, the
professors, Harikesh Nair of
Stanford University’s Graduate
School of Business and Sanjog

Misra, a marketing professor at
the University of California, Los
Angeles, Anderson School of
Management, have been working
with a U.S. contact-lens maker
to figure out what incentives are
the most effective for the com-
pany’s sales agents.

Initially, the firm paid its
agents a salary and commission.
The commission was paid out
when the agent’s sales per quar-
ter met a quota, and the com-
pany imposed a ceiling to pre-
vent paying out too much.

But the firm struggled to set
the right quota and ceiling. Too

low a quota, and it would pro-
vide little incentive to boost
sales. Too high and it could be
demoralizing for agents. More-
over, the firm wasn’t sure if pay-
ing out quarterly was effective.

Using their algorithms, the
professors pinpointed what they
thought was an optimal plan for
the firm: Low quotas, no ceilings
and monthly commissions.

The company implemented
the plan and found striking re-
sults, says Mr. Nair. Overall reve-
nue rose 9% in one year, with an
average revenue increase of
$79,730 per agent per quarter.

BY RACHEL EMMA SILVERMAN

Using Data Tools to Spur Sales Staff

their input, Xiaomi has built a
loyal fan base in China. This
strategy hasn’t only proven ef-
fective in retaining users, but
has also helped the company
save on marketing cost, ana-
lysts say.

According to the document,
Xiaomi spent 876 million yuan,
or 3.2% of its revenue, on sales
and marketing expenses last
year. Its spending in 2012 was
416 million yuan, or 3.9% of its
revenue.

After seeing the success of
Xiaomi’s marketing strategy,
many other Chinese handset
makers have started focusing
more on online marketing, us-
ing social media as a way to en-
gage with consumers.

The document also provided
some details on how Xiaomi
earns its revenue. Even though
the company sells smartphone
applications, other software
and services, 94% of its revenue
came from handset sales last
year, according to the docu-
ment. Sales of services such as
mobile games accounted for
only 1% of its revenue.

“Xiaomi has done a great job
of growing smartphone ship-
ments and profits simultane-
ously,” said Strategy Analytics
analyst Neil Mawston. Still, an-
alysts say it is unclear whether
Xiaomi can sustain its profit
margin, as China’s smartphone
market is becoming crowded
and saturated.

As competition intensifies at
home, Xiaomi has expanded
overseas in Asian emerging
markets such as India.

Despite its growth, Xiaomi
will likely face many hurdles in
its international expansion. In
mature markets such as the
U.S., where it is critical for

ContinuedfrompageB1

smartphone makers to secure
access to intellectual property
to defend themselves from pat-
ent lawsuits, Xiaomi will likely
have difficulties expanding un-
less it finds ways to boost its
patent portfolio, analysts say.

To finance its expansion out-
side China, Xiaomi is currently
seeking another round of equity
fundraising, according to peo-

ple familiar with the situation.
The next round will likely give
Xiaomi a much higher valuation
than the previous rounds. In
August 2013, Xiaomi said it
raised a fourth round of fund-
ing that valued the firm at $10
billion, more than double its
June 2012 valuation of $4 bil-
lion.

Xiaomi—pronounced “sheow-
me”—was founded in 2010 by
Lei Jun, an entrepreneur who
has been compared by Chinese
media to Steve Jobs. Just a
year into its existence, the com-
pany was already successful in
creating a buzz around its
products, starting with its so-
cial networking app called Mi-
Talk, which attracted seven
million users in two months.

When Xiaomi launched its
first smartphone, the Mi1, in
late 2011, the first batch of
shipments—100,000 units—sold
out in less than three hours.

Xiaomi also runs its own mo-
bile-app store, called the Mi
Market, and offers a host of
smartphone services such as
games, social networking and
cloud storage. It offers enter-
tainment such as movies.
Through its online store, the
company sells accessories such
as phone cases and dolls of its
rabbit mascot.

Xiaomi’s share of the global
smartphone market rose to
5.3% in the third quarter, mak-
ing it the third-largest smart-
phone maker after Samsung
and Apple, according to a mar-
ket-research firm IDC. In the
coming quarters, Lenovo,
whose market share in the
quarter was almost the same as
Xiaomi’s, is expected to become
the third-largest player, as it
recently completed its acquisi-
tion of Motorola Mobility.

Tidy Profit on Cheap Phones

Sources: Documents seen by
The Wall Street Journal; S&P Capital IQ

China’s Rising Star
Xiaomi sells handsets at
lower prices than Apple and
Samsung and margins are lower...

XIAOMI APPLESAMSUNG

18.2%

39.8% 37.6%

GROSS PROFIT MARGINS

…yet the closely held firm’s
revenue and profits are surging.

2013 GROWTH FROM
PREVIOUS YEAR

+151%

+84%

*Converted from Chinese yuan at the
current rate

REVENUE NET PROFIT
$4.4B* $0.6B*

Nicole Magnani, MBA

I T  C E N T E R E D M B A P R O G R A M

ENGINEER ING

COMPUTER SC I ENCE

INFORMATION TECHNOLOGY

BUS INE S S

800.950.1992

www.CapTechU.edu

Capitol College is now Capitol Technology University.

But our bottom line is still delivering tech-focused degrees

that yield dividends for your future. Our MBA program

provides you with not only solid credentials for man-

agement and leadership positions but also an in-depth

understanding of how to use technology to solve problems

and achieve business objectives. And the live audio,

online courses provide the perfect platform for balancing

work and personal schedules. For career advancement,

Capitol Technology University could be the smartest

business decision you’ll ever make.

Learn more about our MBA and other
graduate programs at theuniversityof.net
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ince, saying that they wanted to
protect it from Houthi attacks.

In Marib, some tribes have
fought AQAP, but the extremist
group’s sectarian rhetoric ap-
pears to be resonating even
among those Sunnis who have
been its enemies.

The Houthis “are Shiites and
they reject Islam,” said Hamed
Wahaed, a Marib tribal leader.
He has been storing weapons in
preparation for a Houthi assault;
he boasted by telephone that he
owns 10 Toyota pickup trucks
mounted with machine guns,
two artillery pieces, and rocket-
propelled grenades.

He added that Marib has “to
fight the Shiite Iranian terror-
ists.” Still, he said he opposed
al-Qaeda and wouldn’t accept its
support.

Some tribal officials have
threatened to blow up power
lines and oil installations in the
province to deter a Houthi at-
tack. That would be a serious
blow to Yemen’s already weak
economy.

“There is no doubt that such
an attack on the oil and gas
pipelines, as well as on the power
plant, will cause a huge crisis for
Yemen,” said Hassan Thabet, a
professor of economics at Sanaa
University.

Wills, the tribal leader, said he
opposes damaging the oil and
power lines, but he described the
threats as a last-resort measure
against the Houthis.

“Some of the tribes see this as
something like, ‘You may try to
take us down, but we’ll take
down the whole country if you
try,’ ” he said.

hugh.naylor@washpost.com

Ali al-Mujahed contributed to this
report.

the area’s resources but offering
few public services in return. In
the political void created by the
government’s collapse, the role
of the area’s already powerful
tribes appears to have been
strengthened.

Hussein Hazeb, 50, another
leader of the Murad tribe, said
that tribesmen in the Marib area
had armed themselves in part by
seizing weapons from a military
unit that recently passed
through the province.

Some tribal leaders have long
received financial support from
Riyadh, the Saudi capital, he
said, but the recent influxes of
cash have been noticeably large.

“All of a sudden you’re seeing
people with brand-new pickup
trucks and new guns, and you
know that they’re getting this
from Saudi [Arabia],” Hazeb
said.

An official at the Saudi Embas-
sy in Sanaa declined last week to
comment on the issue. The em-
bassy closed its operations in
Yemen on Friday.

Houthi officials also say that
cash is being smuggled from the
Saudi border to Marib. The
Houthis deny that they are
backed by Iran.

Possible gains for al-Qaeda
Analysts, diplomats and many

Yemenis fear that the escalating
violence could strengthen al-
Qaeda’s franchise here by en-
abling it to portray itself as a
champion of the Sunnis. Already,
AQAP fighters may be moving
from other parts of Yemen into
Marib in advance of a fight,
diplomats and analysts say.

On Thursday, militants from
the radical Sunni group stormed
a military base about 60 miles
from Marib in a southern prov-

launched periodic attacks in the
province. But diplomats and ana-
lysts say a conflict could wind up
strengthening Yemen’s franchise
of al-Qaeda, which has plotted
high-profile attacks on the Unit-
ed States. A battle could also
draw in tribesmen and Sunni
fighters from other provinces.

Sectarian tensions are inflam-
ing the situation. The Houthis
follow the Zaydi branch of Shiite
Islam, but the majority of Yem-
en’s 24million citizens are Sunni.
While Yemen has a history of
conflict, it has been spared the
kind of Sunni-Shiite rivalry that
has torn apart Syria and Iraq.

Many Yemenis believe that the
Houthi rebels are backed by Iran,
a majority-Shiite nation. Neigh-
boring Saudi Arabia — a Sunni
powerhouse — has long seen
Yemen as within its sphere of
influence. Now, Houthi officials
and Western diplomats say, Sau-
di Arabia is providing cash to
Marib residents to arm them-
selves for a confrontation.

“This is becoming a sectarian-
driven war because of these out-
side powers,” said Ali Saif Has-
san, a Yemeni political analyst.

The Houthis swept into Sanaa
in the fall and effectively forced
out the pro-U.S. government of
President Abed Rabbo Mansour
Hadi last month. The rebels
recently seized amilitary base on
the way to Marib, and they have
taken over parts of the province
to its south, heightening specula-
tion that they might soon move
on to the important oil-produc-
ing province.

Marib is a strategic prize.
Yemen is a small petroleum pro-
ducer compared with some of its
neighbors. But the national gov-
ernment’s budget is overwhelm-
ingly dependent on oil sales.
Marib is also home to power
plants that provide electricity to
Sanaa and other areas of the
country, giving whoever controls
the province a chokehold over
Yemen’s energy supply.

“Everybody’s bracing for a
clash there. It’s about the re-
sources,” said a Western diplo-
mat who until recently was based
in Yemen and who spoke on the
condition of anonymity.

The governor of Marib, Sultan
al-Arada, said in a telephone
interview that the Houthis had
carried out an Iranian-backed
“coup” against the Yemeni gov-
ernment. He said his office is
coordinating the defense of the
province and its oil installations
with local tribes as well as
military units that are not loyal
to the Houthis. He denied that
the Saudis were pouring money
into the area to parry a rebel
advance.

Tribesmen from neighboring
regions have pledged to help the
province hold off the Houthis, he
said.

“We have thousands of people
from the tribes forming a secu-
rity belt on the edges of the
province, and the military is
coordinating with us and prepar-
ing to defend us, too,” he said.

The Houthis have called on
Arada to step down. Last month,
before forcing the resignation of
the national government, the
insurgents’ leader, Abdulmalik
al-Houthi, warned that his fight-
ers could intervene in Marib. He
said the potential operation
might be necessary to fight al-
Qaeda and “support the honor-
able people of Marib.”

An impoverished state
Located about 75 miles east of

the capital, Marib is poor even by
Yemeni standards. The govern-
ment in Sanaa has long been
accused by residents of taking

YEMEN FROM A1

In Yemen, fears grow that
rebels will attack oil region

KHALED ABDULLAH/REUTERS

Houthi fighters in Sanaa, the capital. Many Yemenis believe that the Houthi rebels are backed by Iran,
a majority-Shiite nation. Yemen, which is mostly Sunni, has been spared severe sectarian rivalry.

YAHYA ARHAB/EUROPEAN PRESSPHOTO AGENCY

Militiamen from the Shiite Houthi group guard a rally in Sanaa,
where last month the rebels effectively forced out the pro-U.S.
government of Yemeni President Abed RabboMansour Hadi.
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Capitol Technology University
Proud to be Military Friendly

When it comes to educating active and
former members of the armed forces,
Capitol Technology University has a long,

proud heritage. In fact, Capitol has repeatedly
been named to Victory Media Inc.’s “Military
Friendly Schools” list, which appears in G.I. Jobs
Magazine and honors the top 20 percent of
colleges, universities, and trade schools that are
doing the most to embrace America’s military
service members, veterans, and spouses as
students and ensure their success on campus.
“We’re honored to be recognized as a

military-friendly school,” says Associate Director
of Admissions Justin Zickar. “It supports our
mission of obering members of the military the
opportunity to succeed in their chosen field.”
Capitol obers 13 undergraduate and 7 graduate

programs, and 1 doctoral degree. Zickar notes
that among the programs of particular interest to
active and veteran service members are cyber and
information security (Capitol is an NSA and DHS-
designated National Center of Academic Excellence
in Information Assurance Education) and computer
engineering. New programs are also being
developed in data analytics, a field that is expected
to see significant growth in coming years.
Many of Capitol’s programs are obered online,

allowing students to complete a degree anywhere
Internet access is available. Flexible class times
including weekday evenings and Saturdays allow
active duty, reserves, veterans, and National
Guard members the chance to pursue their
education amidst their busy lives. Courses blend
synchronous (real-time), professor-led events
with asynchronous learning sessions in which
students access and study course material at their
convenience.

According to Zickar, Capitol is dedicated to
providing active-duty military and veterans with
an abordable, accessible, and innovative career-
focused education, and a high level of student
service. For instance, the college participates in the
Yellow Ribbon Program, which is part of the Post-
9/11 Veterans Educational Assistance Act of 2008.

The University is also approved by the
Veterans Administration which allows active duty,
reserves, National Guard, and veterans to use
their educational benefits. Additionally, Maryland
National Guard members are also eligible for a 50
percent tuition discount. Capitol’s online programs
are listed in the DANTES catalog, which allows
students to get tuition reimbursement support
under DANTES. Flexible payment options are
available for active duty students under the Tuition

Assistance Program, and service members can also
apply for Capitol’s scholarships and financial aid.
Capitol accepts credit for military training

based on the American Council on Education
(ACE) guide. It accepts CLEP and DANTES exams,
as well as credits from accredited colleges and
universities. Students may transfer up to 70
credits into a BS program from military training,
community colleges, and technical schools, from
non-traditional learning, and from community
colleges and technical schools including the
Community University of the Air Force. They may
transfer an additional 10 to 20 credits from an
accredited four-year university.
Capitol Technology University is the only

independent college in Maryland dedicated to
education in engineering, computer science,
information technology, and business through
practices of leadership and innovation. Founded
in 1927, Capitol obers associate, bachelor’s
and master’s degrees, a Doctor of Science in
Information Assurance, professional development
training, and certificates. Academic programs
are grounded in centers of excellence; these
include the Space Operations Institute, the Critical
Infrastructures and Cyber Protection Center, the
Innovation and Leadership Institute, and the
Center for Space Science Education and Public
Outreach.
For more information, visit captechu.edu.
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MILITARYFRIENDLY DEGREE PROGRAMS

Capitol College is now Capitol Technology University. Like the armed

services, it’s one of the best places to lay the foundation for or advance a

technology-based career. Here you’ll learn from experts who consult

with national security leaders and guide top defense contractors.

And our online platform delivers live streaming audio and allows

for direct engagement with classmates and professors. Rese are just

a few reasons we’re listed annually as one of the nation’s top

military-friendly institutions. Wherever your future takes you,

Capitol Technology University can help take you further.

Learn more about our military-friendly programs at theuniversityof.net
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Richard High, Doctor of Science Program, Cyber and Information Security
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