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Non-GAAP financial measures

Some of the historical financial measures 
to be discussed in the presentation –
including non-GAAP instructional costs and 
services, non-GAAP marketing and 
promotional expense and non-GAAP 
general and administrative expense – are 
expressed on a non-GAAP basis and have 
been adjusted as detailed in Bridgepoint’s 
earnings press release for the quarter and 
year ended December 31, 2009, which 
release is attached as Exhibit 99.1 to the 
Form 8-K furnished to the Securities and 
Exchange Commission on March 2, 2010.  
This earnings press release also contains 
GAAP results for the periods presented 
and required GAAP-to-non-GAAP 
reconciliations.

Forward-looking Statements
This presentation may include “forward-
looking statements” within the meaning of 
Section 27A of the Securities Act of 1933 
and Section 21E of the Securities Exchange 
Act of 1934. Forward-looking statements are 
subject to risks and uncertainties and actual 
results may differ materially from those 
reflected in the forward-looking statements.  
Important factors that could cause actual 
results to differ materially include, but are not 
limited to, those risk factors discussed in 
Bridgepoint’s filings with the Securities and 
Exchange Commission, including the 
Quarterly Report on Form 10-Q for the 
quarter ended June 30, 2010 (filed on 
August 3, 2010).  Forward-looking 
statements speak only as of the date the 
statements are made.  Bridgepoint  assumes 
no obligation to update forward-looking 
statements to reflect actual results, changes 
in assumptions or changes in other factors 
affecting forward-looking information, except 
to the extent required by applicable 
securities laws.



Current State of Education in U.S.
• Crisis in United States Higher Education

– 88 million adults without college education, or 67% of population above 
age 25(1)

– 33 million adults above age 25 in the U.S. with some college 
experience but no degree(1)

– More Americans strive for higher education but many priced out due to 
rising  tuition costs

• Obama Administration Goals
– Provide greater support and access to higher education

– “The best educated, most competitive workforce in the world.”
– Approved $68 billion dollars for Pell grants and loans to ensure 

that students who thought they could not afford college will be 
able to go to college

– Become highest proportion of college graduates in the world by 2020
– Will require 60 million graduates 
– Current estimates show shortfall of 13 to 16 million graduates(2)

– Private sector participation critical to achieving goals

(1) Source: U.S. Department of Commerce, Census Bureau, Current Population Survey (CPS), March 2009.
(2) Source: National Center for Higher Education Management Systems



Overview of Bridgepoint
Bridgepoint’s higher education programs provide 
students an affordable, accessible, high-quality 
education - on campus and online 

Enrollment Online Accreditation
67,744 students as 
of June 30, 2010
(48.9% y/y growth)

Provide accessibility and 
flexibility to students

Accreditation through the HLC 
of the North Central Association 
of Colleges and Schools
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Our Higher Education Approach

• Campus located in Clinton, IA
• Founded in 1918
• Associate’s, Bachelor’s, and 

Master’s programs
• 17 NAIA sports teams

• Campus located in Colorado 
Springs, CO

• Founded in 1998
• Master’s and Doctoral programs
• Focus on Psychology degrees

• Innovative suite of web-based 
course materials

• Increases student affordability
• Enhances student learning 

outcomes
• Designed and created by BPI
• Contributes to revenue

• Developed in 2004, now used by 
over 35 institutions

• Creates better feedback for 
students

• Generates rich data on learning 
outcomes

• Manages course evaluations



Solution to the Education Gap
• Accessibility, affordability and quality of private sector postsecondary 

programs are attracting significant amount of Americans
– Strong demand among working adults
– Students seeking online, postsecondary degrees to improve opportunities          

in the workforce

• Private sector schools boast a strong track record of providing higher 
education to underserved segments of the population (1)

• Bridgepoint is committed to educating a diverse student body

– At our universities, 39% of students are minorities, and 71% of students         
are female
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(1)Source: U.S. Government Accountability Office, August, 2009, Proprietary Schools report



Focused on Student Success
Bridgepoint places an education within reach by expanding access and 
leveraging technology, faculty and other assets to provide quality with a 
focus on learning outcomes, personal outcomes and financial outcomes. 

Access Quality Outcomes
Affordable tuition at 
AU and UoR

Transferable credits

24/7 access to courses

Flexible model for 
motivated adult student

Full-time faculty develop
and monitor curriculum

Third-party validations:
- Quality Matters
- Transparency by Design
- HLC Assessment  
Academy

Constellation enhances 
student interaction with 
course material 

AU retention rate exceeds 
60%

Robust compliance staff

Quality metric outcomes 
on student satisfaction

Bachelor’s degree 
graduates average salaries 
increased 16.7% from 
matriculation to $44,370 at 
graduation(1)

Graduate degree earners 
average salaries increased 
23% from matriculation to 
$59,375 at graduation(1)

From the point of completion 
of the second course, we 
show 4-year graduation 
rates of 49% and 65% for 
our undergraduate and 
graduate school populations, 
respectively

Access

Quality

Outcomes

(1) Source: Internal Survey – Ashford University Alumni; conducted by Bridgepoint Education



Marketing and Instructional Costs

(1) Source: Association of Private Sector Colleges and Universities. 
(2) Source: Internal Survey – Ashford University Alumni, conducted by Bridgepoint Education

Mean Marketing Cost per New Enrollment(1):

$2,366
$2,386

$2,538

Traditional 
Institutions

Ashford 
University

Private Sector 
Institutions

Marketing Costs
Ashford University’s cost per new 
enrollment was well below average 
private sector institutions’ costs and 
comparable to 
non-profit schools

Instructional Costs
• Instructional expenditures and 

investments driven by focus on student 
outcomes

• 93% of students who came from a 
traditional school indicated the 
quality of the education at Ashford 
University  was equal to or better 
than their previous school

• In 2009, instructional costs and 
services represented approximately 
26.4% of Bridgepoint’s revenues, only 
slightly below the traditional school 
average of 28% for the same period



Student value proposition 
addresses key challenges

High Tuition Costs Affordability Tuition below Title IV limits

Restrictions on 
Credit Transferability Transferability

Per BPI research, AU is 1 of 5 
institutions in the U.S. (and only 
private sector institution) to accept 
up to 99 approved transfer credits

Limited Trusted, 
Quality Options Heritage Familiarity, trust and real sense of 

community on campus

Personal & Professional 
Commitments Accessibility Online delivery; weekly starts; 

sequential courses



Affordability is key to our student 
value proposition

• Tuition rates at Bridgepoint’s universities are among the 
lowest in the industry

– Ashford’s average tuition for a 24 credit academic year is 
approximately $8,900

• Highly competitive tuition compared to traditional schools 
and other private sector institutions

– $24,692 average annual tuition for 4-year not-for-profit institutions(1)

– $14,603 average tuition for 4-year private sector institutions(1)

– AU and UoR continue to attract students from these institutions 

• Focus on innovation furthers student affordability
– Constellation will reduce textbook costs for AU students by 50%

(1) Source: Digest of Education Statistics 2009 – Department of Education



Cost Per Credit Comparison
UNDERGRAD COST PER CREDIT(1) % DIFFERENCE

^ Quarter credits converted to semester credit equivalent.
* Has 2 tuition cost based on number of credits taken. Weighted average shown.
` For non-Maryland residents only.

AMU: $250 ‐‐‐

Ashford Military: $250 ‐‐‐

(1) Source: School websites as of  September 7, 2010. 

Ashford University: $372 ‐‐‐

Grand Canyon: $435 17%
Colorado Tech: $454 22%
AUI *̂: $461 24%
Capella *̂: $488 31%
UMUC': $499 34%
Strayer :̂ $506 36%
Argosy: $525 41%
Univ. of Phoenix: $550 48%
Kaplan :̂ $557 50%
DeVry: $560 51%



Heritage
Traditional Campus in Clinton, IA

• Fall 2010 Incoming Class
• Nearly half of the incoming students have 
been granted President’s Scholarships 
which are awarded to students with a 
GPA of at least 3.5

• All-time high for new enrollments –
approximately 430

• Average GPA is now 3.4, which 
compares to the previous incoming class 
of 2.72

• Continuing Campus Expansion
• Purchased additional 128 acres
• Completed the initial phase of the athletic 
facility in August

• The master plan for campus will allow an 
increase in student enrollment to 3,000



Cohort Default Rates
•Bridgepoint is focused on encouraging students to be 
responsible with their educational debt, managing not 
only the cohort default rates (CDRs) but also the actual 
dollars involved

•Ashford’s draft 2008 2-year cohort default rate remained 
flat at 13.3% compared to the prior year

•On a dollar based calculation, Ashford’s CDR would 
have been 9.6% for the 2008 draft cohort.

•The amount of the average Ashford student default for 
the 2008 cohort year was $3,580



Gainful Employment
•Current proposal outlines that a school must have a 
repayment rate of 45% or higher to be fully compliant. 
In August, the DOE releases repayment rates for all 
schools

• Ashford University – 45% repayment rate
• University of the Rockies – 52% repayment rate

•Low tuition costs for Ashford’s programs means the 
institution is well-positioned to meet the proposed 8% 
debt-to-income threshold

(1) Source: U.S. Department of Education Cumulative Four‐Year Repayment Rate by Institution data



Continued Pursuit of Quality Growth 
Key Channels

Military Channel Corporate Channel
• AU one of three schools selected for 

Army Letter-of-Instruction (LOI) 
program in ’09

• Added to GoArmyEd.com in Oct. ’09
• AU recognized by G.I. Jobs and 

Military Times Edge magazines

Key Alliances

• Familiarity/trust with traditional 
institutions

• Ability to transfer credits lowers cost
• Relatively low-cost tuition allows 

reimbursement to go further
• Launched National Corporate Team
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Further expand graduate 
degree offering

Offered at Ashford University and University of the Rockies 

Attractive programs 

• Business       • Education       • Psychology 

Launched 3 master’s programs in 2009

Graduate Enrollment

Current Programs

Doctoral:
Psychology

Master’s:
Health Care Admin.
Psychology
Organizational 
Management
Business Admin.
Public Admin.
Education
Teaching & Learning 
with Technology

Period ending
enrollment

358

965

2,379

5,778

2006 2007 2008 2009



Creates innovative suite of web-based course material
• Dedicated learning platform that enhances student learning experience
• Developed in cooperation with subject matter experts and AU faculty
• Content and proprietary browser owned 100% by Bridgepoint

Contributes to student affordability 
• Reduces student textbook costs by 50% 

Exemplifies commitment to quality education to students
• Materials designed specifically for AU students
• Aligned with  AU focus on student outcomes

Contributes to revenue as platform expands to more classes
• In 2012, expected to be rolled out to 80% of courses
• Expect to be favorable to overall margins



Experienced management team
 Joined BPI Years in Industry 

Andrew Clark 
President  & Chief Executive Officer  2003 19 years  

Daniel Devine 
Chief Financial Officer 

2004 6 years 

Christopher Spohn 
SVP / Chief Admissions Officer 

2004 16 years  

Jane McAuliffe 
SVP / Chief Academic Officer 

2005 14 years  

Rodney Sheng 
SVP / Chief Administrative Officer 

2004 19 years  

Ross Woodard 
SVP / Chief Marketing Officer 

2004 6 years 

Charlene Dackerman 
SVP of Human Resources 

2004 19 years 

Thomas Ashbrook 
SVP / Chief Information Officer 

2008 2 years 

Diane Thompson 
SVP, Secretary and General Counsel 

2008 12 years  

Doug Abts 
SVP / Strategy and Corporate Development

2010 1 month  

 

• Integrity

• Ethics

• Service

• Accountability

Four Core 
Values:





Key highlights of financial model
• Highly visible revenue stream 

• Track record of enrollment and revenue growth

• Operating leverage drives margin expansion and 
earnings growth

• Capital efficient business model supports 
attractive return profile

• Limited private loan requirement and favorable 
bad debt trend



Growth Trajectory Validates 
Student Value Proposition

in Millions

Enrollment Revenue

*CAGR 2007- 1H 2010
**CAGR 2007-2009
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Consistent Improvements in Operating 
Leverage Across Cost Base

*Excludes $11.1 million charge to settle a stockholder claim
† Excludes portion of $30.4 million charge related to the acceleration of exit options

Instructional Costs & Services 
as a % of Revenue (Non-GAAP)

Marketing & Promotional Costs 
as a % of Revenue (Non-GAAP)

General & Administrative Costs 
as a % of Revenue (Non-GAAP)

44%

35%

29%

26% 25.1%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

2006 2007 2008 2009† 1H'10

43%
42%

37%

31%

28.6%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

2006 2007 2008 2009† 1H'10

30%

19% 19%

16%

13.2%

0%

5%

10%

15%

20%

25%

30%

35%

2006 2007 2008 2009*†1H'10



Strong Results Produce Strong 
Operating Income, EPS & Cash Flows

$ in Millions

$ in Millions

Operating Income (Non-GAAP)
Operating Margin

Fully-Diluted Earnings Per 
Common Share (Non-GAAP)

Net Cash Provided by 
Operating Activities

$76.5

$45.4
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*Excludes $30.4 million charge related to acceleration of exit options
†Assumes the conversion of redeemable convertible preferred stock into common stock as of January 1, 2009
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