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Introduction

Graduate management education (GME) is globally both more  school experience. The growing number of offerings has
popular and more fragmented than ever before. Beyond the  also intensified competition between programs to attract
traditional choices of full-time and part-time mBa programs, candidates and convert them to students.

prospective students now choose from an impressive

array of business master’s programs, as well as online In such a complex and fractured environment, your

and hybrid format options. This expansion of program business school’s ability to understand candidate demand
portfolios for candidates across stages of their careers and and leverage insights to optimize marketing strategies is
more specialized fields has contributed to the widening of more important than ever to breaking through the noise and
the candidate pipeline to include a more diverse base of inspiring action. This resource is your playbook for planning
prospective applicants that bring an increasingly varied and executing effective prospective student marketing and
set of expectations, needs, and goals for their business recruitment campaigns in this competitive Gme landscape.
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Marketing Frameworks

This playbook

is informed by

the foundational
marketing
frameworks of
segmentation

and the marketing
mix—also known
as the four Ps.
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Global GME Segmentation

Market segmentation models divide a market of potential customers
into groups based on specific characteristics. In 2016, the Graduate
Management Admission Council (cmac) partnered with Ipsos, a
global market research firm, to carry out an online segmentation
study of GMmE applicants designed to differentiate segments of
candidates along two dimensions of motivation:

Candidates’ motivations to pursue a graduate
management education

Candidates’ motivations to apply to a specific school

The outcome of the study was the establishment of seven global
candidate segments that business schools around the world can

use to identify the candidate segments they currently attract to their
programs, target specific segments for improved outreach, and more
effectively market to segments with motivation-based messaging.

Leveraging the data and insights captured by the segmentation study,
GMmAc has developed a seven-question segmentation tool that quickly

and accurately identifies which of the seven segments a candidate School professionals from institutions that
best fits. The data that drives this playbook is based on the survey accept the GMAT® exam can explore the
responses of nearly 10,000 mba.com registrants organized by their full survey dataset by using the interactive
best fit segment, providing you with new information into global data research tool available at

GME demand to better inform your programs’ marketing strategies. gmac.com/prospectivestudents.


https://www.gmac.com/market-intelligence-and-research/market-research/mbacom-prospective-students-survey.aspx

Segmentation Distribution of Global mba.com Registrants

13°
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For more on the segmentation study, download the white paper
Beyond Demographics: Connecting With the Core Motivations
of Business School Candidates at gmac.com/segments.

Source: GMAC (2018). mba.com Prospective Students Survey.
Data collected between February and December 2017.
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The Four Ps

An axiom of marketing is that you need to have the
right product, in the right place, at the right price, at
the right time. Based on this core idea, the marketing
mix, or the four Ps—product, place, price, promotion—
is a framework for creating and executing successful
marketing plans.

How does this concept translate to the complex
landscape of global GmE? Here are some important
ideas to keep in mind for these four areas in the current
market. This playbook will provide you with insights
into how the seven segments uniquely relate to the
various facets of these four key elements of an effective
program marketing strategy. Included in the summary
of each segment in the following section is “your go-to
play”—this is a jumping off point for you to adapt the
segmentation insights into customized messaging for
various communication channels.

6 Graduate Management Admission Council (GmAc)




Product

In the case of GMmE, the product is the educational
experience programs provide their students. In
the current market, candidates must navigate a
plethora of product options to identify their best
fit program. The program portfolios of today’s
business schools include a range of offerings
designed for students at different stages of

their careers and specialized fields of business.
Overall, nearly half of candidates (47%) include
both MBa and business master’s programs in
their consideration set. These programs are
also offered in varying durations, formats
(full-time, part-time), and delivery methods
(in-person, online, hybrid), with different
programs providing varying levels of curricular
emphasis on different aspects of business.

With so many options, it’s essential to have

a clearly communicated program value
proposition to attract candidates who are the
right fit. Understanding the unique motivating
factors that drive specific segment’s decision
making can help business school admissions
and recruitment professionals position the value
propositions of their programs for maximum
effect and help prospective students understand
how your “product” may be a good fit for them
and their educational and professional goals.

Place

Place is the location or locations where a
program’s educational experience is undertaken.
In today’s cME market, place does not necessarily
just mean where a business school is located. It
may also take into account international study
opportunities offered through a program, or, in the
case of programs offered exclusively online, it may
simply be a student’s kitchen counter. In either
case, an effective program marketing strategy
needs to reflect why different candidate segments
are motivated to choose one “place” over another.

Many candidates consider programs in a variety
of locations, including more than half that plan

to apply to a program outside their country of
citizenship (57%). In 2017, there was a notable
shift in international study destination trends in
light of the political climate in the United States,
which has always been the top study destination
for international candidates. Competition to attract
internationally-minded candidates has intensified
as more candidates than ever are finding
alternative study options in locations like

Europe and Asia Pacific.

Global GME Candidate Segmentation Playbook



Price

In the current market, effective candidate communications
surrounding price should be more comprehensive than merely
relaying the sticker price of tuition. For about half of global
candidates, the fact that a GME requires more money than they

have available (50%) and would require taking on debt (46%) is
among their reservations about applying to business school. An
effective program marketing plan needs to highlight details about
scholarship and loan availability, especially given that most of
today’s global candidates expect to receive some form of scholarship
aid (6o%) and, on average, they expect it to cover about a quarter of
their tuition costs (24%). Understanding differences in funding plans
by segment can enhance your communications with candidates by
directly addressing a key point of reservation.

Although emac research has shown that GMmE student investment
costs are rising faster than post-degree salaries, a GME remains an
excellent investment—with alumni earning a significantly greater
amount in cumulative earnings over the course of their career
compared with peers without a cme. Highlighting data points
related to the long-term payoff of a degree from your program
will give prospective students context in weighing the “price.”

8 Graduate Management Admission Council (GmAc)

Promotion

All program marketing communications—email campaigns, social
media, banner ads, online content, print ads, candidate events, etc.—fall
under the umbrella of promotion. Developing customized messaging
strategies for your target segments, based on their unique motivations
to pursue a degree and select a program, can enhance the effectiveness
of your marketing and inspire candidates to take the next step and
apply. Beyond the content of the message itself, identifying the correct
channels through which to connect with specific candidate segments is
key. Among global candidates, the largest share is active on Facebook
(74%), visits news sites (73%), and follows business and finance (59%)
and international news (55%) content. However, the various segments
differ in their media behaviors in ways that can be leveraged as a part
of your targeted promotion strategy.



The Fifth P: People (You)

Not to be discounted is the fifth P: People. That'’s
you, the business school admissions, recruitment,
and/or marketing professional. The work you

do to develop and execute prospective student
marketing and recruitment campaigns is essential
to the success of your business school. Staying
up-to-date on the latest trends in global GME
demand helps ensure you're prepared to be an
effective brand ambassador for your programs.
And remember, oftentimes it’s the person-to-
person connections you make with potential
candidates that have the strongest impact on their
decisions. This resource is your playbook to draw
up a winning game plan for your programs.

Global GME Candidate Segmentation Playbook 9



Respect Seekers pursue GMmE for the recognition and
respect it commands. They want to enhance their
standing among colleagues, be seen as a role model,
and make their parents proud. In selecting a program,
Respect Seekers are willing to relocate if the school

is in a location that is desirable and are partial to the
recommendations of key influencers, such as employers,
friends, and colleagues.

More than the global average, Respect Seekers consider
full-time mBA programs with a well-rounded curriculum,
and they are more likely to plan to change industries
after earning their degree. Cost is also an important
factor in choosing a program, and they expect their

GME to have a significant and positive impact on their
personal financial situation.

Your Go-To Play

To effectively connect with Respect Seekers, messaging
should speak to the prestige of GME. Promote notable
alumni or alumni network connections to well-known or
prestigious employers and reinforce the idea that a GME
is the ticket to the status and respect this segment craves.

10 Graduate Management Admission Council (GmAc)
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RESPECT SEEKERS

Demographics

Employment Status

I Employed (-)
B Self-employed
B Intern

B Not employed

Top 5 Current Industries & Job Functions

Industry Function

1 Consulting services Engineering

2 Accounting Accounting/auditing

3 Educational services Operations
4 Information technology SEIES
(5) Engineering Strategy

Undergraduate Major

Business

30%

Science

Engineering

Humanities

Social science

Multiple majors 28%

(+) Indicates this segment is notably over indexed on this variable compared with the average candidate.
(-) Indicates this segment is notably under indexed on this variable compared with the average candidate.

12 Graduate Management Admission Council (GMAc)

Self-Reported GMAT® Score
<500 (+) 19%
500-540

550-590

600-640 (-)
650-690 19%
19%

700-740

750-800




Gender Age

B Male [l Female
47%

|
<24 24-30 31+ Average Age
Percentage Respect Seekers, by Citizenship
25%
22%
17% 18% — 17%
13% . i
e 10%
Africa (-) Australia/PlI Canada Central/ East/ Eastern Latin Middle United Western
(-) South Southeast Europe America (-) East (+) States Europe (-)
Asia (+) Asia

Global GME Candidate Segmentation Playbook
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Product

Degree Consideration

MBA Only Both Business

Master's
Only

MBA Program Types Considered

50%
44%

19%
15%

Ideal Duration

32% 19+ months (+)

43% 13-18 months (-)

25% Year or less

15%
9% 8%

FT 2yr MBA FT 1yr MBA
(+)

PT MBA  Flexible MBA

14 Graduate Management Admission Council (GmAc)

EMBA Online MBA Hybrid MBA

Business Master's Program
Types Considered

Finance (-)

Data analytics
Marketing

Global mgmt
Project mgmt
Accounting
Info/Sys
Entrepreneurship
Supply chain mgmt
Management
Human resource
Engineering mgmt
Health administration
Real estate mgmt

Taxation

6%

5%

4%

4%

1%

1%

1%

1%

10%

10%

9%

9%

18%

16%

14%



Ideal Pace Delivery Method Distribution Ideal Curriculum (Top 10)

. Full-time (+) Part-time (-)

[ | In-person Online

Strategy 56%
Leadership (-) 48%

Data analytics (-)
Entrepreneurship

Int'l business (-)

General mgmt (-)

Corporate finance (-)
Co-Curricular Activities Marketing/Comms
66% Project mgmt (-)

Economics (-)

Internship Student clubs ~ Work project Study Case Independent
abroad competitions study

Global GME Candidate Segmentation Playbook



Price

Satisfaction With Personal
Financial Situation

33%
27%
22%
1%
8%
Very Satisfied Neither Dissatisfied Very
satisfied dissatisfied
Expected GME Impact on
Personal Financial Situation
49%
25%
13%
6% 7%

Significantly Better (-) Nochange  Worse  Significantly
better (+) worse

16 Graduate Management Admission Council (GmAc)

Relative Importance in School Selection

(Avg. Rank out of 7)

Quality
Career
Program
Financial (+)
Curriculum
Culture

Class profile 2.62

Importance of Financing
in School Selection

Most important (+)

*

Least important

5.39

475

413

41

3.68

3.29

1%

1%

18%

16%

14%

13%

17%



Financial Reservations

Requires more
money than
available

Financial Sources (% Expected to Use)

Requires
financial debt

61%
52%
44% 46% 45%
18%
o,
1% 9%
Scholarships Loans Earnings Partner Savings Employer Parents Other
earnings
Financial Mix (% of Costs)
25%
22%
19%
12%
10%
6%
2% 2%
Scholarships Loans Earnings Partner Savings Employer Parents Other
earnings

Global GME Candidate Segmentation Playbook
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Place

Expected Region for Application Submission

69%
32%
20%

9% 8% 9% 11%
9 4%
1% 1 3% °
Africa Australia/Canada Central/ East/ Eastern Latin Middle United Western Don't
PI South Southeast Europe America East  States Europe (-) know

Asia Asia

Expected Distance for Application Submission

54%

35%
29%

19%

Local (+) Regional National International (-)

18 Graduate Management Admission Council (GmAc)

Destination Selection Criteria

Reputation of the educational system (-)
Better preparation for career
Attractiveness of location

Improved chances of having an int'l career
To develop an international network
Affordability of education/tuition fees
Availability of financial aid

Diversity of student body

Improved access to jobs in home country
To be near family living in the country

To study in English language

Safety and physical security

Advice from friends, family, and colleagues
To learn or improve proficiency in English
Ease of obtaining a work permit

Ease of obtaining a student visa

Limited opportunities in home country

56%

48%

39%

38%

36%

32%

30%

27%

27%

24%

23%

22%

19%

14%

14%

9%

8%



Promotion

Career Goals

Media Content of Interest

Manage people 38% Business/finance (-)
Manage projects (-) 35% International news (-)
Salary increase 35% Le(ihm)'l(?gy 0 41:/0
Senior level (-) 33% anona news 41%
. o Politics (-) 39%
Change function 33% Travel 379
Travel int'l 33% Health/fitness 32%
Executive level 31% Science/nature (-) 30%
Change industry (+) 29% Lifestyle 30%
Entrepreneur 28% Sports/leisure (-) 29%
Local/regional news (-) 27%
Work abroe.ld 27% Cooking/food 26%
Get a new job 26% Professional/trade 26%
Become CEO 24% Fashion/style 25%
Buy a house (+) 23% Entertainment 25%
Work home country 20% Weather 19%
; Crime 1%
Live abroad 9
Get tion (<) 019/° Crafts/hobbies 10%
e a. promotion 16% Religion 10%
C-suite level 12% Home/garden 7%
Stay w/employer (-) 6% Parenting/family 7%
Social Media Use
72%
53% 53% 49%
29% 26%
16%
9% 9% 8% o
8% 0%
Facebook LinkedIn Instagram WhatsApp Snapchat  Twitter WeChat  Google Weibo QQ Baidu Ning
Plus+ Theba

Global GME Candidate Segmentation Playbook
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Global Strivers

Global Strivers seek to fulfill their dreams of an
international career, and through a gMmE they aim to
develop their expertise, improve their management
skills, and gain international exposure. In selecting a
program, they want a degree that will be recognized
by global employers so they can use it to launch an
international career. More than any other segment,
academic reputation and business school rankings
influence their program selection.

As their name suggests, Global Strivers are much more
likely than the average candidate to send applications

internationally. They most often choose their destinations

based on the reputation of the education system, their
chances for establishing an international career, and the
ability to develop an international network. In addition
to working abroad and traveling internationally, they are
more likely than the average candidate to plan to change
job functions after business school.

Nearly half of Global Strivers consider both mBa and
business master’s program types. But when compared

20  Graduate Management Admission Council (GMAc)

to the global average, more Global Strivers consider
only business master’s programs, particularly Master
of Finance and Master in Global Management. Most
want a curriculum that includes strategy, international
management, corporate finance, and leadership, and
they have a strong preference for full-time study in

a traditional classroom setting. More than any other
segment, they plan to participate in co-curricular
activities while enrolled, including internships, clubs,
and study abroad opportunities. They tend to follow
business and international news.

Your Go-To Play

Messaging that connects a degree from your program
to international opportunities will resonate with Global
Strivers. Identify unique ways to communicate that
your school’s brand is recognized worldwide and can
influence the employment outcomes they seek. Provide
applicants with information and resources about study
abroad opportunities to position your program as being
supportive of their international aspirations.
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GLOBAL STRIVERS

Demographics

Employment Status

[ Employed
B Self-employed
B Intern

B Not employed

Top 5 Current Industries & Job Functions

Industry Function
1 Consulting services Engineering
2 Information technology Accounting/auditing
3 Manufacturing Strategy
4 Accounting Operations

(5) Engineering

General management

Undergraduate Major
Business (-)

26%

Science

Engineering (+)

27%

Humanities

Social science

Multiple majors 20%

(+) Indicates this segment is notably over indexed on this variable compared with the average candidate.
(-) Indicates this segment is notably under indexed on this variable compared with the average candidate.

22 Graduate Management Admission Council (GMAc)

Self-Reported GMAT® Score

<500 (-)

500-540

550-590

600-640 (+)

24%

650-690 (+)

700-740 VAV

750-800




Gender Age

Mal F |
B Mae [l Female 8%

|
<24 24-30 31+ Average Age
Percentage Global Strivers, by Citizenship
55% 9%
48%
o,
41% S 42% 39%
34%
o,
.20 % 16%
Africa Australia/PlI Canada (-) Central/ East/ Eastern Latin Middle United Western
(+) South Southeast Europe (+) America (+) East (+) States (-) Europe (+)
Asia (+) Asia (+)

Global GME Candidate Segmentation Playbook



GLOBAL STRIVERS

Product

Degree Consideration Ideal Duration

31

MBA Only
(-)

19+ months

23"

Business
Master's
Only (+)

50%  13-18 months

23%  Year or less

MBA Program Types Considered

47% 47%

FT1yr MBA FT 2yr MBA

13% 12%

5% 4%

Part-time Flexible Hybrid Online
MBA (-) MBA (-) MBA (-) MBA (-)

24 Graduate Management Admission Council (GMAc)

Business Master's Program
Types Considered

Data analytics 19%
Global mgmt (+) 18%
Management 14%
Project mgmt 12%
Marketing 12%
Info/Sys 1%
Accounting 10%
Entrepreneurship 10%
Supply chain mgmt 9%

Human resource 7%
Engineering mgmt 5%

Taxation 3%

Real estate mgmt 3%

Health administration 2%




Ideal Pace

[T Full-time (+) Part-time (-)

Delivery Method Distribution

. In-person (+) Online (-)

Co-Curricular Activities

75%

Internship (+) Student clubs  Work project
(+) (+)

Study Case
abroad (+) competitions

(+)

Independent
study

Ideal Curriculum (Top 10)

Strategy (+) 65%

Int'l business (+) 59%
Leadership (+) 57%
Data analytics 53%
Corporate finance (+) 53%
Project mgmt (+)
Entrepreneurship
Economics (+)

General mgmt

Consulting (+)

Global GME Candidate Segmentation Playbook
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Price

Satisfaction With Personal
Financial Situation

34%
30%

21%

9%
5%

Very Satisfied Neither Dissatisfied Very
satisfied dissatisfied

Expected GME Impact on
Personal Financial Situation

46%

36%

10%
4% 4%

Significantly ~ Better No change Worse  Significantly
better worse

26 Graduate Management Admission Council (GmAc)

Relative Importance in School Selection
(Avg. Rank out of 7)

Quality 6.06
Career 4.85
Program 415

Curriculum 401

Financial (-) 3.68

Culture 3.02

Class profile 2.23

Importance of Financing
in School Selection

Most important (-) 9%
* 13%
* 15%
* 15%
* 15%
* 14%
Least important 19%




Financial Reservations Financial Sources (% Expected to Use)

64%
0/ 50% 51% 83%
5 4 ) -
Requires more
0,
money than 13%
- 0, )
available (+) 6% 7%
Scholarships Loans Earnings Partner Savings Employer Parents Other
O/ (+) earnings (+) (-) (+)
I 9 ’
Financial Mix (% of Costs)
Requires
: H + 26%
financial debt (+) 4%
20%
13%
9%
5%
1% 2%
Scholarships Loans Earnings Partner Savings Employer  Parents (+) Other

earnings

Global GME Candidate Segmentation Playbook



Place

Expected Region for Application Submission

63%

54%

2%

22%
1% 14% - 13%
7%
2% 2% 2%
Africa Australia/Canada Central/ East/ Eastern Latin Middle
PI South Southeast Europe America  East

Asia

(+)

Asia

Expected Distance for Application Submission

79%

25%

16% 13%

Local (-) Regional (-) National International (+)

28 Graduate Management Admission Council (GmAc)

United Western Dont

States
(-)

Europe
(+)

know

Destination Selection Criteria

Reputation of the educational system (+)
Improved chances of having an int'l career (+)
Better preparation for career (+)

To develop an international network (+)
Attractiveness of location (+)

Diversity of student body (+)

To study in English language (+)
Affordability of education/tuition fees (-)
Availability of financial aid

Improved access to jobs in home country
Safety and physical security

Ease of obtaining a work permit (+)

Advice from friends, family, and colleagues
To learn or improve proficiency in English (+)
To be near family living in the country (-)
Ease of obtaining a student visa

Limited opportunities in home country

58%
53%
53%
43%
32%
30%
29%
27%
23%
22%
19%
18%
18%
12%
10%
9%

70%



Promotion

Career Goals

Media Content of Interest

Travel int'l (+) 46% Business/finance (+) 67%
Manage projects 42% International news (+) 67%
Work abroad (+) 41% Lei_hnollogy (+)(+) 5;1%
o ational news 49%
Man_age people 40% Politics (+) 47%
Senior level 40% Travel (+) 45%
Executive level (+) 37% Science/nature 36%
Salary increase 36% Sports/leisure 36%
Change function 33% H_ealth/ﬁtness 33%
Live abroad (+) 32% Ln‘estyk? 32%
ch indust 26% Professional/trade 31%
angein i ustry ° Local/regional news 29%
Get a new job 25% Cooking/food 27%
Become CEO 23% Fashion/style 26%
Entrepreneur (-) 22% Entertainment 26%
Work home country 18% Weather 19%
; Crime 10%
Get a promotion (- 9
B E ) ) 150/° Crafts/hobbies 10%
uya_ ouse 14% Religion 8%
C-suite level 1% Parenting/family 6%
Stay w/employer (-) 5% Home/garden 5%
Social Media Use
75%
62% 58% E59%
0O,
27% 23%
16% 10%
° 8% 8%
8% 1% 0%
Facebook WhatsApp LinkedIin Instagram Snapchat Twitter WeChat Weibo QQ Google Baidu Naver Ning
(+) (+) (-) Plus+ Theba

Global GME Candidate Segmentation Playbook



Balanced Careerists are driven to advance their careers
and increase earning potential, but they need to integrate
GME with their busy lives. In selecting a program, they
are uniquely motivated by convenience factors, including
proximity to home, availability of online classes, and ease
of acceptance.

Balanced Careerists tend to gravitate toward professional
MBA programs, specifically part-time mBa and online

MBA programs, and more than any other segment they
seek accounting coursework as a part of their ideal
curriculum. In addition to proximity to home, financial
aspects influence their program selection, and, more
than the average candidate, they plan to use their own
personal earnings to finance their cMe. Some also plan

to receive financial support from their employer, and a
greater than average share plan to stay with their current
employer after their GME to pursue a new job function,
earn a promotion, and increase their salary.

30 Graduate Management Admission Council (GmAc)

While the greatest share of Balanced Careerists follow
national and business-related news, they follow local
and regional news and weather coverage more than the
average candidate.

Your Go-To Play

In addition to highlighting flexible scheduling, marketing
materials crafted for Balanced Careerists should
emphasize the impact of a GME on earning potential

and career trajectory. Among Balanced Careerists

who received an admission offer but did not accept it,
the top reasons cited were financial. Communications
that highlight scholarships and financing options—
emphasizing ease and likelihood of awards—would be
well received by this segment.






BALANCED CAREERISTS

Demographics

Employment Status

B Employed (+)
B Self-employed 2%
B Intern

B Not employed (-)

Top 5 Current Industries & Job Functions

Industry Function
1 Accounting (+) Accounting/auditing (+)
2 Educational services (+) Engineering
3 Retail/wholesale Operations
4 Nonprofit General management
(5) Health care Sales

Undergraduate Major

Business (+)

40%

Science

Engineering (-)

Humanities

Social science

Multiple majors

(+) Indicates this segment is notably over indexed on this variable compared with the average candidate.
(-) Indicates this segment is notably under indexed on this variable compared with the average candidate.

32 Graduate Management Admission Council (GMAc)

Self-Reported GMAT® Score

28%

<600 (+)

500-540 (+)

550-590 (+)

600-640

650-690 (-)

700-740 (-)

750-800




Gender Age

Male (- Female (+
[ | -) W (+) 0%

28.5

<24 (-) 24-30 31+ (+) Average Age

Percentage Balanced Careerists, by Citizenship

19%
14%
o,
= 2% 3% 09, 3%
N — T ——
Africa Australia/PlI Canada (+) Central/ East/ Eastern Latin Middle United Western
(-) South Southeast Europe (-) America (-) East States (+) Europe (-)
Asia (-) Asia (-)

Global GME Candidate Segmentation Playbook



Product

Degree Consideration Ideal Duration Business Master's Program
Types Considered

o _
19% 19+ months (-) Accounting (+) 22%

Finance (-) 15%
Data analytics (-) 12%

51%  13-18 months Info/Sys 10%

MBA Only Both Business Marketing 8%
(+) Master's

Only (-) Project mgmt 8%

Supply chain mgmt 7%

30%  Year or less (+) Human resource 7%

Management 7%
MBA Program Types Considered Health administration 5%

47% Taxation 5%

o,
39% 36% 5% Entrepreneurship (-) 4%

28% Engineering mgmt 4%

18% 16% Global mgmt (-) 3%

Real estate mgmt 2%

Part-time FT 1yr Online Flexible FT 2yr Hybrid EMBA
MBA (+) MBA (-) MBA (+) MBA (+) MBA (-) MBA (+)

34 Graduate Management Admission Council (GmAc)



Ideal Pace

[ Full-time (-)

50%

Part-time (+)

Co-Curricular Activities

34%

Internship (-)

Student clubs
(-)

Work project

(-)

Delivery Method Distribution

[T In-person (-) Online (+)

47%

Case
competitions

(=)

Study
abroad (-)

Independent
study (-)

Ideal Curriculum (Top 10)

Leadership 47%
Project mgmt 47%
Strategy (-) 45%
Accounting/Taxation (+) 45%
General mgmt 45%
Data analytics (-) 44%
Corporate finance (-) 1%
Operations mgmt 40%
Marketing/Comms 39%
Economics (-) 37%

Global GME Candidate Segmentation Playbook
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Price

Satisfaction With Personal
Financial Situation

34%
24%
22%
12%
8%
Very Satisfied  Neither (-) Dissatisfied Very
satisfied dissatisfied
Expected GME Impact on
Personal Financial Situation
37% 39%
13%
6% 6%

Significantly  Better No change = Worse  Significantly
better (-) (+) worse

36 Graduate Management Admission Council (GmAc)

Relative Importance in School Selection
(Avg. Rank out of 7)

Program 5.47
Financial (+) 5.23
Quality 4.60
Career 4.41
Curriculum 3.83

Culture 251

Class profile 1.95

Importance of Financing
in School Selection

Most important (+) 30%
* 24%
* 17%
* 13%
* 7%
* 5%
Least important (-) 5%




Financial Reservations

00"

Requires more
money than
available

Financial Sources (% Expected to Use)

00"

Requires
financial debt

52%
48%
45%
37%
30%
22%
O,
8% 5%
Scholarships Loans Earnings Partner Savings Employer Parents Other
(=) (=) earnings (-) (+) (-)
(+)
Financial Mix (% of Costs)
26%
20%
16% 16%
9% 9%
2% 2%
Scholarships Loans Earnings Partner Savings Employer Parents Other
(=) (+) earnings (+) (-)

Global GME Candidate Segmentation Playbook
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Place

Expected Region for Application Submission

85%

8% 7%
1% 1% 1% 2% 2% 0% 1% 2%
Africa Australia/ Canada Central/ East/ Eastern Latin Middle United Western Don't
Pl (-) (-) South Southeast Europe America East States Europe  know

Asia Asia (-) (+) (-)

(-) ()
Expected Distance for Application Submission

77%

25%

14%
7%

Local (+) Regional (+) National (-) International (-)
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Destination Selection Criteria

Affordability of education/tuition fees (+)

To be near family living in the country (+)
Better preparation for career (-)
Attractiveness of location

Reputation of the educational system (-)
Availability of financial aid

Improved access to jobs in home country
Safety and physical security (-)

Advice from friends, family, and colleagues (-)
To study in English language (-)

Improved chances of having an int'l career (-)
To develop an international network (-)
Diversity of student body (-)

Ease of obtaining a work permit (-)

Limited opportunities in home country

To learn or improve proficiency in English (-)

Ease of obtaining a student visa (-)

14%

12%

1%

8%

8%

7%

4%

3%

2%

2%

51%
45%
36%
36%
32%
30%
24%



Promotion

Career Goals

Media Content of Interest

Salary increase (+) 60% National news 44%
Manage people 43% Business/finance (-) 43%
Get a promotion (+) 42% |E>O<I:_f_l/re(9i)onal news (+) 3378/%
R olitics (- 9
Change function (+) 42% Health/fitness 36%O
Senior level 39% Weather (+) 34%
Manage projects 38% Cooking/food 32%
Executive level 32% Sports/leisure 31%
Get a new job 29% ;I'echnol_ogy I(_) 0 31%
Buv a house (+ 29% nternational news (- 31%
Sty w/empl ( )r () 280/0 Science/nature (-) 28%
ay w/employe ° Travel (-) 26%
Change industry 22% Lifestyle (-) 24%
Work home country 21% Entertainment 21%
Entrepreneur (-) 19% Professional/trade (-) 20%
Travel int'l (-) 14% Fashion/style (-) 17%
Crime 14%
Become CEO 9
C-suite level (-) 14/" Religion 14%
suite leve 10% Home/garden 1%
Work abroad (-) 7% Crafts/hobbies 10%
Live abroad (-) 7% Parenting/family 9%
Social Media Use
76%
54%
O,
47% 43%
28%
O,
5% 3% 1% 0% 0% 0%
Facebook Instagram Linkedin Snapchat Twitter WhatsApp Google  WeChat Weibo (-) Ning Baidu Naver
(-) (+) Plus+ (-) Theba

Global GME Candidate Segmentation Playbook
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Career Revitalizers

Career Revitalizers are seasoned professionals driven by
a desire to reinvent themselves and advance their career.
They are often motivated to obtain a GME because of work-
related issues, and intend to enroll locally, on a part-time
basis, while they continue to work. In selecting a program,
their primary motivation is high-quality instructors.

Compared with the average candidate, Career
Revitalizers do not place great importance on cost in
selecting a program, and they have relatively modest
expectations for how a GME will improve their personal
financial situation. Relative to other candidates, their
desired outcomes center more on advancing their career
through changes in job function and industry, in addition
to earning a promotion.

Your Go-To Play

For Career Revitalizers, messaging should articulate how

a GME yields the skill development they need to advance
professionally. Focus on the qualifiers that are important to
this segment, including flexible program options and high-
quality faculty. Use specific examples of how past graduates
made successful career changes using the knowledge
gained through their experiences in your program.
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CAREER REVITALIZERS

Demographics

Employment Status Undergraduate Major Self-Reported GMAT® Score

B Employed (-) Business (+) 27% <500 (-)

B self-employed

B ntern el 500-540 (-)
Il Not employed (+)
Engineering (-) °
23% 550-590 (-)
Humanities
. . 600-640 23%
Top 5 Current Industries & Job Functions
Industry Function . .
Social science
1 Engineering Engineering 650-690
2 Nonprofit General management
Multiple majors
3 Consulting services Marketing/sales 700-740 (+)
4 IT consulting Operations
(5) Marketing services System analysis
750-800 (+)

(+) Indicates this segment is notably over indexed on this variable compared with the average candidate.
(-) Indicates this segment is notably under indexed on this variable compared with the average candidate.
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Gender Age

B Male (+) [l Female (-)

42%

|
<24 24-30 31+ Average Age
Percentage Career Revitalizers, by Citizenship
7% 7%
6%
3% 3%
2% 2% 2%
- -

Africa Australia/PI Canada Central/ East/ Eastern Latin Middle United Western
South Southeast Europe America East States Europe

Asia Asia

Global GME Candidate Segmentation Playbook



CAREER REVITALIZERS

Product

Degree Consideration

Ideal Duration

29% 19+ months
MBA Only Both Business 47%  13-18 months
Master's
Only
23%  Yearorless
MBA Program Types Considered
42%
38%
30%
20% 18%
14%
1%
FT 2yr FT 1yr Part-time Flexible EMBA Online Hybrid
MBA MBA (-) MBA (+) MBA MBA MBA
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Business Master's Program

Types Considered

Data analytics
Finance
Management
Marketing

Info/Sys

Project mgmt
Accounting

Global mgmt
Supply chain mgmt
Entrepreneurship
Engineering mgmt
Human resource
Real estate mgmt
Health administration

Taxation

18%

17%

14%

13%

1%

1%

10%

8%

8%

7%

7%

5%

4%

4%

3%



Ideal Pace

[T Full-time (-) Part-time (+)

Co-Curricular Activities

56%

Internship (-)  Student clubs

Work project

Delivery Method Distribution

[T In-person Online

Study Case
abroad competitions

Independent
study

Ideal Curriculum (Top 10)

Strategy 62%

Data analytics 55%
Leadership 53%
Project mgmt
Entrepreneurship
Economics

General mgmt
Corporate finance (-)

Marketing/Comms

Consulting

Global GME Candidate Segmentation Playbook

45



CAREER REVITALIZERS

Price

Satisfaction With Personal
Financial Situation

36%
25%
22%
13%
4%
Very Satisfied Neither  Dissatisfied Very
satisfied dissatisfied
Expected GME Impact on
Personal Financial Situation
58%
19%
10% 10%

3%

Significantly  Better No change  Worse  Significantly
better (-) (+) worse
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Relative Importance in School Selection
(Avg. Rank out of 7)

Quality 5.60
Program 475
Career 455
Curriculum 435
Culture 324

Financial (-) 3.24

Class profile 2.26

Importance of Financing
in School Selection

Most important (-) 6%
* 1%
* 10%
* 14%
* 15%
* 19%

Least important (+) 25%




Financial Reservations

Requires more
money than
available (-)

Financial Sources (% Expected to Use)

51%

45%

Requires
financial debt (-)

43% 43% 43%
21%
10%
6%
Scholarships Loans Earnings Partner Savings Employer Parents Other
(-) earnings
Financial Mix (% of Costs)
23%
19%
17%
15%
13%
10%
3%
1%
Scholarships Loans Earnings Partner Savings Employer Parents Other
(-) earnings

Global GME Candidate Segmentation Playbook
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CAREER REVITALIZERS

Place

Expected Region for Application Submission

70%

30%
20%
1%
2% 6% 4% 5% 0% 2% 1%
Africa Australia/ Canada Central/ East/ Eastern Latin Middle United Western Don't
Pl South Southeast Europe America East States Europe  know

Asia Asia

Expected Distance for Application Submission

39% 40%
31%

23%

Local (+) Regional National International (=)
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(-)

Destination Selection Criteria

Reputation of the educational system

Better preparation for career

Attractiveness of location

Improved access to jobs in home country (+)
Affordability of education/tuition fees

To develop an international network (-)
Improved chances of having an int'l career (-)
To be near family living in the country
Safety and physical security

Availability of financial aid (-)

Advice from friends, family, and colleagues
Diversity of student body (-)

To study in English language

To learn or improve proficiency in English
Ease of obtaining a work permit

Limited opportunities in home country

Ease of obtaining a student visa

57%

52%

37%

33%

30%

28%

27%

23%

22%

21%

21%

19%

19%

13%

9%

5%

5%



CAREER REVITALIZERS

Promotion

Career Goals

Media Content of Interest

Change function (+) 49% International news 52%
Manage projects 45% National news 52%
Salary increase 42% Euﬁr_wess/ﬁnance () 50%
Senior level 39% olitics 45%
% Technology 41%

Manage .people 38 o Travel 40%
Change industry (+) 34% Science/nature 39%
Get a new job 28% Health/fitness 35%
Get a promotion (+) 28% Lifestyle 34%
Executive level 27% éocalt/ r/ei\g.lonal news 3230;/"

L o ports/leisure b
Travel int'l () 2‘2/" Cooking/food 31%
Work home country 24% Fashion/style 26%
Entrepreneur (-) 19% Entertainment 25%
Stay w/employer 15% Weather 25%
Buy a house 14% Professional/trade 24%
Become CEO (-) 12% gr?fts/hobbies 111%/%
Work abroad (-) 1% rime o

. o Religion 8%
C-suite level 9% Parenting/family 6%
Live abroad (-) 8% Home/garden 5%
Social Media Use
65%
O,
49% 45%
32%
25% 25% 25%
16% 14%
8% 6%
2% 0%

Facebook Linkedln Instagram WhatsApp Snapchat WeChat Twitter  Weibo (+) QQ (+) Google Baidu Naver Ning

(-) (-)

(=) (=)

(+)

Plus+ Theba

Global GME Candidate Segmentation Playbook
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Socio-Economic

Climbers

Socio-Economic Climbers seek GME to provide themselves,
and their children, with a better future. At the same time,
they want to be assured that they will have a fulfilling
career. In selecting a program, excellent academic
reputation and high-quality faculty are key influences.

True to their name, and more than the average candidate,
Socio-Economic Climbers seek a promotion to a senior-
level position and a salary increase, which many plan

to put toward a new home. Although the greatest share

of Socio-Economic Climbers consider full-time mBa
programs, they also consider part-time mBa, Master

of Finance, and Master of Accounting programs more
than the average candidate. They tend to focus their
program search on domestically located programs, with a
preference for those that are local or regional. Often, they
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choose study destinations near their family and programs
that improve access to domestic career opportunities.
Though they do have reservations about taking on debt,
tuition costs are less important to them in selecting a
program when compared with the average candidate.

Your Go-To Play

Socio-Economic Climbers are aspirational and outcomes
focused. Communications should highlight successful
job placements and the economic value of a GME. When
possible, provide personalized examples of successful
alumni with similar backgrounds and consider creating
programs that pair potential Socio-Economic Climber
candidates with these alumni.
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SOCIO-ECONOMIC CLIMBERS

Demographics

Employment Status

I Employed (-)
B Self-employed
B Intern

B Not employed

Top 5 Current Industries & Job Functions

Industry Function
1 Accounting (+) Accounting/auditing (+)
2 Consulting services Operations
3 Manufacturing Strategy
4 Mgmt consulting General mgmt
5 Information technology Marketing/sales

Undergraduate Major

Business (+)

33%

Science

Engineering (-)

Humanities

Social science

Multiple majors 32%

(+) Indicates this segment is notably over indexed on this variable compared with the average candidate.
(-) Indicates this segment is notably under indexed on this variable compared with the average candidate.

52 Graduate Management Admission Council (GMAc)

Self-Reported GMAT® Score

<500

500-540

550-590

20%

600-640

650-690

700-740 (+)

22%

750-800




Gender Age

B Male (+) [l Female (-)

52%
36%
44%
56%
12%

<24 (+) 24-30

Percentage Socio-Economic Climbers, by Citizenship

16%
11% 10%
0,
3% 4% o
Africa (-) Australia/PlI Canada Central/ East/ Eastern
(=) South Southeast Europe
Asia (-) Asia

31+ (-)

6%

7%

25.7

Latin
America (-)

Middle
East (-)

Average Age
22%
15%
United Western
States (+) Europe

Global GME Candidate Segmentation Playbook
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Product

Degree Consideration

MBA Only

MBA Program Types Considered

45%

15%

Ideal Duration

25%

45%

30%

12%

19+ months

13-18 months

Year or less (+)

9%

FT 2yr
MBA

54 Graduate Management Admission Council (GmAc)

EMBA

Online
MBA

Hybrid
MBA

Business Master's Program

Types Considered

Finance

Accounting (+)

Data analytics
Marketing

Info/Sys
Management

Global mgmt (-)
Project mgmt
Supply chain mgmt
Taxation
Entrepreneurship (-)
Human resource
Real estate mgmt
Health administration

Engineering mgmt

16%

16%

1%

10%

10%

8%

7%

7%

5%

5%

5%

3%

3%

3%

26%



Ideal Pace Delivery Method Distribution

[T In-person Online

[T Full-time Part-time

Co-Curricular Activities

62%

Internship Student clubs ~ Work project Study Case

(-) (-) abroad competitions

(-) (=)

Independent

Ideal Curriculum (Top 10)

Strategy 56%
Data analytics 54%
Corporate finance (+) 52%

Leadership (-)

General mgmt

Economics

Project mgmt (-)

Consulting

Entrepreneurship (-)

Int'l business (-)

Global GME Candidate Segmentation Playbook
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Price

Satisfaction With Personal Relative Importance in School Selection
Financial Situation (Avg. Rank out of 7)
33% Quality 5.92
26% Career 5.00
23%
Program 4.44
Financial 3.85
1%
8% Curriculum 3.84
Culture 293
Very Satisfied Neither  Dissatisfied Very Class profile 2.02
satisfied dissatisfied
Expected GME Impact on Importance of Financing
Personal Financial Situation in School Selection
43% Most important (-) 10%
35% * 12%
* 17%
* 18%
1%
7% * 16%
4%
* 15%
Significantly  Better No change  Worse  Significantly
better worse Least important 13%
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Financial Reservations

Requires more
money than
available

Financial Sources (% Expected to Use)

Requires
financial debt (+)

54%
50%
O,
43% 49% 45%
21%
7% 5%
Scholarships Loans Earnings Partner Savings Employer Parents Other
(-) earnings (-)
Financial Mix (% of Costs)
24%
22%
20%
1% 1%
9%
2% 2%
Scholarships Loans Earnings Partner Savings Employer Parents Other
earnings

Global GME Candidate Segmentation Playbook
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Place

Expected Region for Application Submission

74%

29%
12% 8%
(o]
1% °% 3% °% 1% 1% 2%
Africa Australia/ Canada Central/ East/ Eastern Latin Middle United Western Don't
PI (-) South Southeast Europe America East States Europe  know

Asia Asia (-)

Expected Distance for Application Submission

42%
37% 36%

29%

Local (+) Regional (+) National (+) International (-)
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(+)

(=)

Destination Selection Criteria

Reputation of the educational system

Better preparation for career

Attractiveness of location

Improved access to jobs in home country (+)
Affordability of education/tuition fees

To be near family living in the country (+)
Availability of financial aid

Improved chances of having an int'l career (-)
Safety and physical security

To develop an international network (-)
Advice from friends, family, and colleagues
To study in English language (-)

Diversity of student body (-)

Ease of obtaining a work permit (-)

To learn or improve proficiency in English (-)
Ease of obtaining a student visa

Limited opportunities in home country

40%

32%

32%

28%

27%

25%

22%

22%

19%

18%

13%

9%

9%

5%

3%



Promotion

Career Goals

Media Content of Interest

Salary increase (+) 47% Business/finance 57%
Senior level (+) 46% International news (-) 46%
Manage people 43% National news 46%
Executive level 36% Politics 44%
_ o Technology (-) 38%
Manage pI’OJe‘CtS 36% Sports/leisure 36%
Change function 35% Health/fitness 33%
Buy a house (+) 29% Science/nature 31%
Get a new job 29% Local/regional news 31%
Get a promotion (+) 26% Tr.avel ) 29%
Change industr 25% Lifestyle 27%
ange inaustry ° Professional/trade 25%
Work home country 25% Cooking/food 25%
Travel int'l (-) 24% Weather 24%
Become CEO 22% Entertainment 22%
Entrepreneur (-) 17% Fa_shion/style . 21%
Work abroad (-) 17% Crime =~ 11%
. Crafts/hobbies 9%

C-suite level 14% Reliai 8%

. o eligion o
Live abroad (-) 14% Parenting/family 7%
Stay w/employer 10% Home/garden 6%
Social Media Use

76%
59% 56%
41%
33%
)
14% 10% o o0
§ 3% 1% 1%

Facebook Instagram LinkedIn Snapchat WhatsApp Twitter =~ WeChat Weibo QQ Google Baidu Naver Ning

(-) (-)

Plus+ Theba

Global GME Candidate Segmentation Playbook
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Skill Upgraders

Skill Upgraders are motivated to improve their skill sets
so they can be viewed as experts in their field. First
and foremost, they want to be assured they will receive
a quality education. In assessing programs, they are
motivated by recommendations from others, including
employers, friends, and alumni who are leaders in the
corporate world.

While affordability is important to Skill Upgraders,
taking on debt is less of a concern for them relative to
the average candidate, perhaps because more than any
other segment, Skill Upgraders expect their GME to
significantly improve their personal financial situation.
That said, a salary increase is low on the list of desired
outcomes—more important to them is enhancing their
opportunities to manage projects and people. Skill

60 Graduate Management Admission Council (GmAc)

Upgraders do not differ much from the average candidate
in their program type preferences—about half consider
both MBA and business master’s program types, and about
a third exclusively consider mBa programs.

Your Go-To Play

Skill Upgraders are interested in the school experience

and want to make sure they are a good fit with the

school’s culture. Marketing efforts should include detailed
information about course content and bring to life the
day-to-day student experience. Consider hosting an
on-campus event in which potential candidates can observe
classes, interact with current students, and learn detailed
information about your program’s curriculum and professors.
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SKILL UPGRADERS

Demographics
Employment Status Undergraduate Major Self-Reported GMAT® Score
B Employed (-) Business (-) 27% <500 (+) 27%
B Self-employed
Bl Inten SElEmeR 500-540
B Not employed
Engineering (+)
550-590
Humanities
. . 600-640
Top 5 Current Industries & Job Functions
Industry Function . .
Social science
1 Consulting services Engineering 650-690
2 Engineering Accounting/auditing
Multiple majors 31%
3 Educational services Consulting 700-740 (-)
4 Information technology Operations
(5) Manufacturing Strategy
750-800

(+) Indicates this segment is notably over indexed on this variable compared with the average candidate.
(-) Indicates this segment is notably under indexed on this variable compared with the average candidate.
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Gender Age

B Male [l Female

47%

|
<24 24-30 31+ Average Age
Percentage Skill Upgraders, by Citizenship
12%
8%
6% 6% 6%

5% 5%
Africa (+) Australia/PlI Canada Central/ East/ Eastern Latin Middle United Western
South Southeast Europe America East States Europe

Asia Asia

Global GME Candidate Segmentation Playbook
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SKILL UPGRADERS

Product

Degree Consideration

Ideal Duration

29% 19+ months
43% 13-18 th
MBA Only Both Business monthe
Master's
Only
28%  Yearorless
MBA Program Types Considered
39%
36%
21%
16% 15%
9% 8%
FT 2yr FT 1yr Part-time Flexible EMBA Online Hybrid
MBA (-) MBA (-) MBA MBA MBA MBA
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Business Master's Program

Types Considered

Finance

Data analytics
Accounting
Marketing
Info/Sys

Global mgmt
Management
Entrepreneurship
Project mgmt
Supply chain mgmt
Human resource
Engineering mgmt
Taxation

Real estate mgmt

Health administration

17%

15%

14%

14%

14%

13%

13%

12%

1%

9%

8%

8%

5%

4%

23%



Ideal Pace Delivery Method Distribution Ideal Curriculum (Top 10)

[T Full-time Part-time [T In-person Online

Int'l business 49%

Leadership (-) 47%

Strategy (-) 46%

Data analytics (-) 45%

Corporate finance 43%

Project mgmt 43%

Economics 41%

Co-Curricular Activities General mgmt 40%

H - o)
64% Entrepreneurship (-) 40%

Marketing/Comms 39%

Internship Student clubs ~ Work project Study Case Independent
(-) abroad competitions study
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SKILL UPGRADERS

Price
Satisfaction With Personal Relative Importance in School Selection
Financial Situation (Avg. Rank out of 7)
29% Quality 496
27%
23% Financial (+) 4.45
Career 4.41
12% Program 4.37
9%
0 Curriculum 3.98
Culture 3.27
Very Satisfied ~ Neither  Dissatisfied Very Class profile 256
satisfied dissatisfied
Expected GME Impact on Importance of Financing
Personal Financial Situation in School Selection
56% Most important (+) 24%
* 17%
* 13%
25% * 12%
1% . .
8%
* (o)
0% 13%
Significantly Better (-) Nochange  Worse  Significantly Least important 13%
better (+) (+) worse (-)
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Financial Reservations

46'

Requires more
money than
available

38"

Requires
financial debt (-)

Financial Sources (% Expected to Use)

57%

27%

46% . 47%
41% 43%
22%
12% 1%
Scholarships Loans (-) Earnings Partner Savings Employer Parents Other
earnings
Financial Mix (% of Costs)
22%
15%
13%
1%
8%
3% 2%
Scholarships Loans (-) Earnings Partner Savings Employer Parents Other
earnings

Global GME Candidate Segmentation Playbook
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SKILL UPGRADERS

Place

Expected Region for Application Submission

25%

11% 0% °F

4% 5% 3%

1%

32%

4%

Africa Australia/ Canada Central/ East/ Eastern Latin Middle
PI South Southeast Europe America East

Asia Asia

Expected Distance for Application Submission

57%

36%

22%
17%

Local Regional National (-) International
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United Western Don't
Europe  know

(=)

Destination Selection Criteria

Reputation of the educational system (-)
Better preparation for career (-)
Affordability of education/tuition fees (+)
Improved chances of having an int'l career
To develop an international network
Attractiveness of location

Availability of financial aid

To study in English language

Improved access to jobs in home country
Diversity of student body

Safety and physical security

To be near family living in the country

To learn or improve proficiency in English
Advice from friends, family, and colleagues
Ease of obtaining a work permit

Limited opportunities in home country

Ease of obtaining a student visa

42%

39%

37%

37%

35%

31%

27%

27%

26%

23%

23%

17%

7%

14%

1%

1%



SKILL UPGRADERS

Promotion

Career Goals

Media Content of Interest

Manage projects 41% Business/finance 56%
Manage people 36% International news 51%
Travel int' 35% #‘atf“f‘l' ”eW(S)(') 39%
i - 9 echnology (- 39%
Senior level ( .) 302 % Politics 39%
Change function (21 % Travel 38%
Work abroad 28% Science/nature 34%
Entrepreneur 27% Health/fitness 33%
Executive level (-) 27% Sports/leisure 30%
Salary increase 27% I;fefstylt? trad 2289;/"
o rofessional/trade o
Work home country 203 % Cooking/food 08%
Become CEO 21% Local/regional news 28%
Get a new job (-) 19% Weather 23%
Live abroad 18% Fashion/style 23%
Change industry (-) 17% Entertainmer.ﬂ . 20%
Get a promotion 15% gr?ft_s/hobmes 111%//0
o eligion b
Buy a house . 15% Crime 10%
Stay w/employer 10% Home/garden 10%
C-suite level 7% Parenting/family 9%
Social Media Use
70%
55% o
50% 48%
25% 21% o
18% 13%
° 10% 9%
4% 2% 0%
Facebook Linkedln WhatsApp Instagram  Twitter Snapchat WeChat Google Weibo QQ Baidu Naver Ning
(-) (-) Plus+ Theba
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Impactful Innovators seek to develop their skills so they
can start their own business. Among the segments, they
are the most likely to currently be self-employed and have
a curious, entrepreneurial spirit. They are more likely to
be motivated by a desire to have a positive social impact
versus earning more money.

Impactful Innovators gravitate toward full-time mBa
programs, though they are more likely than any other
segment to consider Master in Entrepreneurship
programs. Their ideal curriculum emphasizes
entrepreneurship and innovation, strategy, leadership, and
change management, and they are interested in student
clubs and work project opportunities. More than the
average candidate, they plan on using grants, fellowships,
scholarships, or government benefits to help cover the
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cost of their degree. Impactful Innovators seek to develop
their opportunities for managing people and projects, in
addition to being self-employed as an entrepreneur. Most
follow business and international news, and they follow
technology, science and nature, and professional and trade
content more than the average candidate.

Your Go-To Play

Communications should illustrate how the leadership and
managerial skills developed in your program translate

to effectively launching and operating a new business.
Networking events with alumni who have gone on to pursue
their own entrepreneurial ventures could help convey the
value that a degree from your program offers entrepreneurs.
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IMPACTFUL INNOVATORS

Demographics

Employment Status Undergraduate Major

B Employed (+) Business 25%

B Self-employed
B Intern

B Not employed (-)

Science

Engineering (+) 20%

Humanities

Top 5 Current Industries & Job Functions

Industry Function ) .
Social science
1 Manufacturing Engineering
2 Engineering Accounting/auditing
Multiple majors (-) 24%
3 Information technology General mgmt
4 Consulting services (-) Operations
(5) Banking, commercial Sales

(+) Indicates this segment is notably over indexed on this variable compared with the average candidate.
(-) Indicates this segment is notably under indexed on this variable compared with the average candidate.
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Self-Reported GMAT® Score

<500 (-) 18%
500-540 (+)

550-590

600-640 16%
650-690 17%
700-740 18%
750-800




Gender Age

B Male [l Female

42%

[ |
<24 (-) 24-30 (+) 31+ (+) Average Age
Percentage Impactful Innovators, by Citizenship
— 31%
21%
O, 0,

17% 17% 15% 15% 4%
Africa (+) Australia/PI Canada Central/ 74 Eastern Latin Middle United Western
(+) (+) South Southeast Europe America East States Europe

Asia (+) Asia (-) (+)
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Product

Degree Consideration Ideal Duration Business Master's Program
Types Considered

i - o)
81% 19+ months Finance (-) 18%
Data analytics 16%
Entrepreneurship (+) 16%

Global mgmt 13%

MBA Only Both Business 48%  13-18 months Project mgmt 12%
(+) Master's

i o,
Only (-) Marketing 1%

Management 10%
Supply chain mgmt 10%
21% Year or less (-)
Info/Sys 10%
MBA Program Types Considered Accounting 10%
49% 47% Human resource 9%
Engineering mgmt 6%
Health administration 4%
19% 18% 18% Real estate mgmt 3%

10% 9% Taxation 3%

FT 2yr FT 1yr Part-time Flexible EMBA Online Hybrid
MBA (+) MBA MBA MBA MBA MBA
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Ideal Pace

[T Full-time

Part-time

Delivery Method Distribution

[T In-person Online

Co-Curricular Activities

66%

Student clubs
(+)

Internship

Work project
(+)

Case
competitions

Study
abroad

Independent
study

Ideal Curriculum (Top 10)

Entrepreneurship (+) 60%

Strategy 59%
Leadership (+) 57%
Data analytics 52%
Int'l business (+) 52%
Project mgmt (+) 49%
Corporate finance
General mgmt

Operations mgmt (+)

Economics
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Price

Satisfaction With Personal Relative Importance in School Selection
Financial Situation (Avg. Rank out of 7)
34% Quality 5.60
28% Program 4.4
20% Career 4.21
13% Curriculum 418
Financial 3.86
5%
Culture 3.37
Very Satisfied Neither  Dissatisfied Very Class profile 2.36
satisfied dissatisfied
Expected GME Impact on Importance of Financing
Personal Financial Situation in School Selection
o,
43% Most important 13%
* 15%
31% ’
* 14%
* 12%
N%
Y * 13%
9% 7%
* 13%
Significantly ~ Better No change  Worse  Significantly Least important 19%
better worse
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Financial Reservations

Requires more
money than
available

Requires

financial debt (-)

Financial Sources (% Expected to Use)

64%
49% . 47%
44% 1%
17%
8% 8%
Scholarships Loans Earnings Partner Savings Employer  Parents (-) Other
(+) earnings
Financial Mix (% of Costs)
28%
21%
17%
1% 12%
7%
2% 2%
Scholarships Loans Earnings Partner Savings Employer  Parents (-) Other
(+) earnings
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Place

Expected Region for Application Submission

68%
34%
24%
10% 9% 1% 10% .
3% 2% 2% 4%
Africa Australia/ Canada Central/ East/ Eastern Latin Middle United Western Don't
PI (+) South Southeast Europe America East States Europe  know

Asia Asia

Expected Distance for Application Submission

59%

28% 30%

7%

Local (-) Regional National International
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(=)

Destination Selection Criteria

Reputation of the educational system

Better preparation for career

To develop an international network
Attractiveness of location

Improved chances of having an int'l career (-)
Diversity of student body (+)

Affordability of education/tuition fees
Availability of financial aid

To study in English language

Improved access to jobs in home country
To be near family living in the country
Safety and physical security

Advice from friends, family, and colleagues (-)
Ease of obtaining a work permit

To learn or improve proficiency in English
Ease of obtaining a student visa

Limited opportunities in home country

60%

46%

40%

38%

36%

32%

30%

29%

24%

23%

21%

21%

16%

12%

12%

9%

8%



Promotion

Career Goals

Media Content of Interest

Manage people 43% Business/finance (+) 64%
Manage projects 40% International news 57%
Entrepreneur (+) 40% 'I’\'lechnollogy (+) 483)
Travel int'l 33% at_l(?na news 48%
. o Politics 45%
Change function 31% Science/nature (+) 40%
Senior level (-) 29% Travel 40%
Salary increase (-) 28% Health/fitness 37%
Executive level (-) 28% Sports/leisure 34%
Change industry 24% E.rfofeslsmnal/trade () 3%%
Become CEO 24% tfestyle . s1%
Local/regional news 30%
Work abroad (-) 24% Cooking/food 30%
Get a new job 23% Entertainment 23%
Work home country 22% Fashion/style 23%
Live abroad (-) 15% Weather 20%
iy [

Get a promotion (-) 12% Religion 13 %
Buy a house (-) 1% Crafts/hobbies 1%

y _ o° Crime 1%
C-suite level 1% Parenting/family 8%
Stay w/employer 8% Home/garden 7%
Social Media Use

74%
0, O,
57% 57% 53%
27% 26%
12% 1% .
6% 5% 2% % 0%
Facebook WhatsApp LinkedIn Instagram Snapchat Twitter Google  WeChat Weibo QQ Baidu Naver Ning
(+) (-) Plus+ (+) Theba
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Contact
Information

5

To inquire about partnering with gmac to use the
Segmentation Tool, which allows you to identify the
segments in your current classes, please contact your
GMAC representative.

For questions or comments regarding the data or analysis
presented in this paper, please contact the cmac Research
team at research@gmac.com.
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