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Barat College

Founded by Sisters of the
Society of the Sacred Heart
in 1858

Small, private liberal arts
college

Located in Lake Forest, a
northern suburb of Chicago

Serving under 1,000 students
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Institutional Missions

DePaul University Barat College
As a university, DePaul pursues The Barat educational |
the preservation, enrichment experience provides the basis
and transmission of knowledge for ongoing career fulfillment

and lifelong personal growth.
In the tradition of its
founders...Barat is committed
to academic excellence and to

and culture across a broad
scope of academic disciplines.
It treasures its deep roots in

the wisdom nourished in a holistic education that
Catholic universities from provides opportunities for each
medieval times. The principal student to develop mind, spirit,
distinguishing marks of the and body. Barat fosters
university are its Catholic, freedom of thought and
Vincentian and Urban expression, and respect for the

Character sacredness of personal belief.
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DePaul’s Residential Campuses

Barat Campus Lincoln Park Campus Loop Campus

Small college setting One of the most vibrant B Ideally
with a focus on urban campus hea

personal attention communities thri
dist
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2,256
freshmen

+ 10%
since 2001;

+80%0
since 1997
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1999
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322
96  (29%)

9%
25%
48%
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\pplicants who choose not to
nroll at Barat tend to enroll at:

College of Lake County
Lake Forest College
Elmhurst College

Columbia College

Cardinal Stritch

University of WI - Parkside
Oakton Community College
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et Presence

Misc others

Loyola (3%)
U of Michigan

U of Chicago
Marquette

Lake Forest (2%)
Carthage

UCLA (1%)
Barat College (< 1%)
UW- Milwaukee




DEPAULUNIVERSITY Developing a Data Driven Marketing Plan, 11/02

Top Academic Interests of 5,178
Lake County High School Graduates : 2000

Comp Sci 5%

Communications
Sciences

Engineering

Vis/Perf Arts

Education

Social Science

Health
x Undecided
Business 13 %
| | | | | | |
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32
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Fall 2000

op Market Share Statewide:
U of |
Northern Il

lllinois State
Ul- Chicago

DePaul

26 %
20 %
19 %
13 %

11 %
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THE BARAT

EXPERIENCE
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| (BC) Programs
t Campus

BC In Conjunction with
LA&S:

B.A. Art

B.A. Art History

B.A. English

B.A. History

B.A. Political Science
B.A. Psychology
B.A. Sociology

BC Liberal Studies Program

45
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’rograms Offered

— B.S. Computer Studies

— B.S. Information Systems
>chool for New Learning:

— B.A. Customized

— B.A. Computing (joint
program with CTI)

heatre:
— B.A. Theatre Arts
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DePaul Degree
Completion
at Loop/LPC

Freshmen intending
to transfer to Loop/LPC

Freshmen intending

DePaul Degree
to stay at Barat Campus

Completion
at Barat Campus

49
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all 2002
— 197 Freshmen, 101 Transfers

42% Male; 58% Female
92% < 24 Years of Age

48% Caucasian, 21%
Hispanic, 14% African
American, 12% Asian

56% Suburban
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applicants who didn’t enroll

WEISIES
universities
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, 847-574-4175

.edu, 312-362-5289
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