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ABSTRACT OF THE DISSERTATION

Women and Graduate Program Choice:

The Decision To Apply to Full-Time MBA Programs

by

Anne Janet Dela Cruz
Doctor of Education
University of California, Los Angeles, 2012
Professor Patricia M. McDonough, Co-Chair

Professor Linda P. Rose, Co-Chair

Compared to other graduate programs in law and medicine where women repdesent
percent of incoming cohorts, business schools attract fewer women desig\exbutreach
programs and budgets. This study investigated the decision-making process ofwmmen
decided to apply to full-time MBA programs. The study will contribute researhblp bridge
the gap by looking at women who have successfully applied to and enrolled in an MBArprogra
using business school marketing material content analysis, event observati@sonieys and
interviews. The sample was comprised of 59 survey respondents and 33 intervie@pepasti
from two highly-ranked business schools. Once the data were collected,fladgrditerns

relating to resources and influencers, admissions criteria, costs, andsbasrefidered by MBA

ii



students during the application process. | compared data across the methods to identify
similarities and differences between students and the two business schooisdiMysfshowed
that female students value key resources including websites, rankings, gnel sotes
experiences when looking at MBA programs. Students mentioned the financial sostatad
with the MBA program, but non-pecuniary costs including moving away from famdy

reduced time with loved ones emerged as concerns. Benefits to pursuing an MBAwdweig
the costs for the students, leading to personal and professional development opgsortivtyiti
findings suggest that business schools must be able to demonstrate the value of &ind@A t
the various communications and marketing methods while providing prospective stutleats w
realistic view of what the full-time MBA experience entails and tseueces available during

the program.
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CHAPTER ONE

Statement of the Problem

In spite of the efforts that business programs put into recruiting women in MBA
programs given women’s representation in the United States workforce, fewenwaake up
full-time MBA classes. The U.S. Department of Labor reported that 66 milllonem were
employed full-time and part-time in 2009, and women account for an estimated 5tr2%se
of the total labor force between 2008 and 2018. Yet, the same report demonstrates thad women’
median weekly earnings ($657) are only 80% of men’s earnings ($819). Wamneserd a
population targeted by business education programs. Graduate schools of business and
management have launched diversity initiatives to increase the numbemeihvin their MBA
programs, yet women continue to represent only about 30% of MBA students in business schools
(Catalyst, 2000). Top-ranked MBA programs report that women make up 25 to 45% of their
full-time MBA classes, with more women represented in MBA prograrmps\&ite universities
(Boyd, Bergh, & Ketchen, 2010; Boyd, Lankford, Loeb, Rockoff, & Wyckoff, 20085 Wews
& World Report Best Business Schools,” 2010). Seen from a modern feminist perspective
increasing the number of women in MBA programs aligns with the societa tocdiversity
and individuality (Cott, 1987)

The movement to increase the number of women in the MBA classroom is stymied by
the small number of women in the MBA classroom, including female students ang.fabelt
number of women CEOs in Fortune 500 companies grew from 0.2% in 1995 to 3% in 2009
while female board members in Fortune 500 companies grew from 9.6% in 1995 to 15.2% in
2009. These numbers are relatively low given that women represent 46.7% of the U.S. labor

force as of 2009 (Catalyst, 2010). Given these numbers, business schools need to understand
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why more women are not pursuing an MBA despite the programs’ increased affd women-
focused marketing budgets. The increase of women in MBA programs not only promotes
diversity in business schools and in management positions, but it also provides forasethcre
number of female graduate student role models for younger women interestedaldthe f

Compared to other types of graduate professional programs, female MBA students
represent a smaller percentage of the full-time MBA classes at apptely 30% (Catalyst,
2000). Women represent 49% of the law school application population according to the
American Bar Association, and there are typically 100,000 applicants for 43,5t@ggpe
(ABA, Prelaw Insider, 2007). The Law Schools Admissions Council (LSA®@)rted that
42,500 women out of 87,870 total applicants applied to U.S. law schools in 2006. Like law
schools, a higher proportion of women apply to medical schools. The Association of#&meri
Medical Colleges (AAMC) stated that there were 42,269 applications focaledhool in the
entering class of 2009-2010, and women represented 47.9%. Medical schools have seen an
increase in female applicants from the 32.7% of women’s applications in 1982-1983 te today
figures (AAMC, 2010).

Women'’s colleges realize the potential of women in MBA programs and a movement
among women'’s colleges to get the Association to Advance Collegiate SchBoisiéss
(AACSB) accreditation is emerging. Simmons College made histobgbgming the first
women’s AACSB accredited college, and they have seen a 20% increase inamtrdHimilar
schools moved toward accreditation to counter concerns that a women’s eallddenave
“MBA-lite” programs, or less rigorous business programs with fewer o@ilses (Damast,
2010). In addition to the academic program offerings, women'’s colleges providie feodents

with the opportunities to focus on female leadership, meet women executives who ¢bene t



school, and other offerings relating to gender dynamics. Several stuoheshstt female
undergraduate students in women'’s colleges are more engaged than theipadsrdaer
coeducational institutions (National Survey of Student Engagement, Kinzie et. al, 2007)
Women'’s colleges hope that their graduate programs yield the same yetuhlisy compete

with the long established and highly-ranked coeducation programs.

The Problem

The Graduate Management Admission’s Council (GMAC) 2009 Applicatiomzi3re
Survey reported that women represent 32% of the full-time MBA progiaotsning cohorts.
Comparatively, women represent 37% of part-time programs and 25% of exddBtive
programs. Despite their increased marketing budget and outreach efforts, $ardahts in
business schools have hovered at the 30% enrollment rate since 1994 according to various
GMAC reports (Catalyst, 2000). Barriers to entry for women interestedih pograms
include cost, family responsibilities, careers, and work-life balance gotber factors (lbeh,
Carter, Poff, & Hammill, 2008; Kelan & Jones, 2010; Schein, 2001; Simpson, SturgedsW
& Altman, 2005). Proposals for increasing the number of women getting MBAs iduded
increasing female faculty, mentorship programs, scholarships, flexible psygrapanded
student services, and other outreach efforts (Marx, 2002; Meyerson & FletcherR2000
Simpson, 2006). Despite efforts to bridge the gap between the barriers to emirg@osils,
business schools face ongoing budgetary and resource constraints. Théoefforesase the
representation of women in business school remains a key initiative for variousadlcat
institutions as noted on some business school websites and other articles (PggBu20tess
schools increase budgets to reach out to female MBA prospects, yet the néimberen in

MBA programs remains flat. Most studies about women in business programs toaiially use



guantitative research to document the experiences of current female tMdBhis and alumni.
When qualitative research is done, smaller samples address classroommegpearid/IBA
students as opposed to their decision-making process to pursue an MBA.

A study byCatalystin conjunction with the University of Michigan’s Center for the
Education of Women in 2000 administered a survey to MBA students (888 women and 796 men)
from 12 top-ranked business schools. The study revealed that rewarding expeneinced
involvement in classes and student life, curriculum and class size, opportunityudprvgork,
acquiring managerial and business skills, career development and job placewmnt, s
knowledgeable faculty, good relationship between students and faculty/adrmanstlaversity
of program/support for minority and women'’s issues, and supportive environment fandear
However, the study indicated that fewer women than men said they felt inatubdlesimess
school environments (Catalyst, 2000). In the study, 20% of the women felt thateteey w
perceived as less qualified than their male counterparts as opposed to the 6% reardyThe
also stated that strategies to attract more women to business school itictutididwing:
provide additional academic support (25% women versus 17% men), improve marketing and
outreach (21% women versus 18% men), work with companies (17% women versus 10% men),
feature alumni and women executives (17% women versus 14% men), show flexibilityof MB
course offerings (15% women versus 9% men) and value and promote diversity (8% women
versus 7% men). Although not much difference shows in these findings, business schools
continue to invest in marketing, outreach, and promotion of diversity.

Other studies about the female MBA experience reveal their concent&ir§1997)
interviewed 16 female MBA students in Australian and English business schgatding their

point of view about the MBA. The researchers identified four major themes imgliyli



centralization versus decentralization of authority in the classroom, 2)seéebé admissions
versus uncertainty and ignorance, 3) learnings by looking outwards versudsnaedt 4)
knowledge by analytical repetition versus imaginative or emotional emgage The first theme
showed that women found learning in pairs and groups more rewarding than lectdre-base
classroom experiences. The second theme revealed the women’s concernrthajuestions
was construed as ignorance or lack of abilities. Women also expressed rih¢od@silearning

to actual experiences in the third theme. The participants noted their fultiffroer going
beyond books or the standard way to find something new. In general, studies showdlzatdnal
female student’ attitudes about graduate school and the benefits of completgrg@ are
important (Crocker & Knight, 2005; Ingram, et. al., 2000; Punj & Staelin, 1978).

Students’ attitudes about academic subjects influence their decisionue poss-
baccalaureate degrees. Overall, women recognize how math could equip theaddatey
school, noting the higher-ranked programs are more quantitative (Gilbert, 200@mber of
studies attribute a fear of math to why students are not pursuing an MB#edggen the
guantitative demands of core and elective courses including but not limitedgticstdinance,
and accounting (Balachandran & Scully, 2004; Marcal & Roberts, 2001; Scott, 2003; Sizoo,
Malhotra, & Bearson, 2002; Tobias, 1995). Some researchers have claimed @éhatf arfath is
a deterrent to women getting an MBA (Gilbert, 2010; Alsop, 2005). Exposure and coittiort w
math can be promoted with strong quantitative preparation in elementary, high school, and
college (American Association of State Colleges and Universities, 200&eB$itaff, 2005;
Speilhagen, 2006; Business Higher Education Forum, 2010).

Although MBA schools attract individuals who are interested in generalgear@t

courses, some schools are beginning to focus on other ways to structure tioeitucorwhich



may appeal to non-traditional MBA students including women. For example, Johnsislopki
Carey School of Business offers an MBA program where the focus is on selfaevand other
socially responsible topics (Byrne, 2010). In addition to the analytical coeaised in MBA
programs, corporate social responsibility can be a curricular offerimgenést to students.
Navarro (2008) conducted a web-based survey of 50 top-ranking business school programs,
looking at the course titles, course descriptions, and course reviews from MBAmrogr
websites. The course analysis demonstrates that socially relevautsubgeive less emphasis
in the overall curricula. Of the categories and courses analyzed, soesglbnsible offerings
were reflected in some MBA curricula. The three classes thai fiblis category included
Corporate Ethics/Social Responsibility (40%), Business and Government (2¢Business
Law (4%).

In addition to the courses offered by top business programs, prospective students also
look at models to help compare top business programs. Kiang and Fisher (2008) crdfated a se
organizing map (SOM) network to categorize and to classify 79 MBA schools. égruests
emerged in the study including the following: elite (highest ranked and mastixe), prestige
(lower ranked and most expensive), high value (higher rank and less expensive), and budget
(lowest ranked and least expensive). The studies used ANOVA analysidyiclgske elite
schools as the most expensive, highest GPA and GMAT scores, and lowest acecafgance
High value schools are ranked next followed by the prestige and budget schoolse@hehezs
believe that the visual, graphical map allows prospects to see inputs (GPAT,,@GitEeptance
rate, starting salary, employment statistics, length to completespnd@nd to determine the
right program that meets their individual needs. Other resources consultexsgqgbive

students include the rankings publications sudd.& News & World Report, Businessweek



and theFinancial Times.

Purpose and Significance of the Study

The efforts by MBA programs to increase the number of women are well éotenn
(Catalyst, 2000; Catalyst, 2010; GMAC, 2009; GMAC, 2010). Recent studies have delved into
the challenges faced by women who are already enrolled in MBA progtdaveever, the focus
of these studies is on the reasons for women’s perseverance in MBAmsagrd success
factors leading to the completion of their degrees. Other studies look afpktigfam alumni
and their success after graduation. Despite the increasing number «f abalie female MBA
students and alumni, there is only limited research addressing the efftettalien by women
during the MBA application process. This study will look at two full-time MBAgrsams
ranked in the top 25 business schools by major publications inclBdsigess Week, U.S. News
and World Report, The Economist, Financial Times, and The Princeton ReMiewesearch
and findings from this study are relevant to business schools for a variegsofs. First, the
research will provide insights about the decision-making process experigntemale MBA
students during the MBA pre-application and application processes. In looking at how they
market their programs, the study will bridge the gap in the research by prostofivey

understanding about the impact of influencers and networks in promoting MBA programs.

Research Questions
With the goal of understanding how to increase the number of women applicants to MBA
programs, the study will be guided by the following research questions:
1. What processes do women engage in when making their decision to apply ta@efiMIBA
program?

e Gathering information about MBA programs

7



e Exploring alternatives to MBA programs
e Selecting to apply to MBA programs over/in addition to alternatives
2. What are the perceived costs and benefits of an MBA program?
3. If there are perceived barriers in applying to MBA programs, ttowomen overcome those
barriers?
4. What can business schools do to help women during their decision-making process and in the
transition to the program?
See Appendix A for research questions with the proposed methods for data collection and
analysis. For the purpose of this study, top ranked means full-time MBA prodvatnartk in
the top 25 of two or more rankings in major publications includir®y News and World Report,

Wall Street Journal, The Economianhd the~inancial Times.

Research Sites

The sites selected for this research are Elite School and High \&daelS Kiang &
Fisher (2008) classify elite schools as highest ranked and most expendevbiglhivalue
schools are defined as highly-ranked and less expensive. These campusasedmasess
section of highly-ranked public and private universities. The selection of thesessaiagol
based on various criteria. First, two business schools were ranked in the top @®ofrtare
rankings. This grouping of schools was relevant because they admit students witRAggh G
and GMAT scores. Second, the selected schools all have a proportionately low aimbe
female MBA students but with different proportions. Full-time MBA programase the focus of
this study since female students in their first year had the most eegeience with the MBA
applications experiences. According to the 2011 mba.com Prospective Students Survey

prospective students’ are age 24 to 30 and are more likely to consider full-timgedn@BA



programs. This study looked at when these female students between the agéd entated

full-time MBA programs.

Scope of Study and Research Design

Qualitative methods were used for this study. The participants includeceférsalear
MBA students from these two business schools. First-year students wetedssiece these
students most recently experienced the MBA admissions process. Studerdskeer&o
complete an online survey that includes demographic questions, questionsededest and
information gathering in MBA programs, and perceptions about MBA programs. Frgpudhe
of students who answer the survey, individual interviews using the critical incsddmique
(CIT) were conducted between their first semester after midtarchthair second term to learn
more about the application and enrollment processes. This timing allowed for nemtsstade
reflect on their recent MBA experience. The critical incident techniqueyeato use storytelling
to identify key events, was used because it can identify key decision points estnas that
female MBA students describe through the admissions process. The questionedddeess
influencers and resources considered when applying to MBA programs, what tgpesafging
key influencers provided, and how the messaging from influencers alignechfoitmation
gathered from their program research through their decision making probessurvey
information and interview data were reviewed, coded, and analyzed to identifyobvega
themes emerging from the data.

A content analysis of the business school websites was done prior to the creation of the
online survey and interview protocols. To review the messaging provided by business,s
the content analysis findings were compared to the data that emerges fanfin@éeurvey and

student interviews. In addition, MBA program marketing materials aisereviewed to study



content assumptions in their messaging to prospective students. The findings tadghis s
emerged from triangulation of data from these sources. Observationsis$iadsiand

recruitment events took place, providing additional insights about business schesdsiging.

Implications of the Study

To date, studies have shown that women articulated concerns about tuition, academic
preparation (including a fear of math), personal/family responsibilitieifling childcare,
caring for aging parent, etc.), and other factors when considering busihees(€atalyst,
2000). This study identified the decision-making processes and influencesigered by
students who recently engaged in the MBA application process and revealed wiesther t
factors were addressed by influencers and research resources.s lineighthe study revealed
student concerns and needs when applying to MBA programs, providing business suhools a
other business-outreach organizations with information that allows them to develoy stude
programming that address these items. Findings from the study also inclumtedheswations
for business schools regarding their marketing, communications, and outreacheffantease
the number of women and other diversity groups who apply to their MBA programs. | hope to
present my findings to business schools, The Forte Foundation (an organization providing
resources and events to encourage women in business), the Graduate Managenssiansdmi
Council, and the Association to Advance Collegiate Business Schools to highlightsfuicces
strategies for attracting women into MBA programs. | also hope to emgeohusiness schools
to continuously engage in dialogues with their students about their admissionsrecgxeto

promote a culture of continuous improvement and to meet the needs of prospective students.
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Summary

There is a clear mandate by business schools to increase the number ofinvtras
MBA programs. However, women still represent approximately 30% of g student
population, and there are very few studies that address how key influencers camiorpan’s
decisions about the MBA degree. A qualitative research design enabled me tadiebrarito
the decision-making processes, influencers, and other considerations givek tffaésearch
existing surrounding the social role of key influencers and social netwattks MBA decision-
making process.

The review of the literature in Chapter Two provides a background relating to #ralgen
MBA applications process and the various touch points prospective students engage in. The
chapter also examines the applicability of some theoretical frameteoukslerstand how to

promote gender diversity in graduate business programs.
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CHAPTER TWO: Literature Review

Introduction

More women attend higher education institutions, outnumbering men in undergraduate
majors. According to the National Center for Education Statistics (NC&EE) Baccalaureate
and Beyond Longitudinal Study, 57% of college graduates were women (Bradburn, 2003).
Across various fields of study, women earned 59% of the masters degrees and 45% of the
doctoral degrees in 2001 (Freeman, 2004). The NCES reports that women earned 49.4% of
bachelors degrees in business and administrative services, yet the gamstaéed that only
40.6% of the masters degrees in business management-applied and administvatesegere
awarded to women (Freeman, 2004). Data from the Association of American Medliegles
(AAMC) and the Law School Admissions Council (LSAC) support an increase of women
applying and enrolling to graduate programs in medicine and in law, and womesengpre
approximately 50% of classes in both professional programs (LSAC, 2010; Magrane, [P006
comparison to medical and law schools, the research indicates that fewer womgnaeaate
degrees in business and represent approximately 30% of MBA classes (Bradburn, 2003
Freeman, 2004).

This study looks at how women pursuing MBA degrees make key decisions about how
they investigate business programs and how they decide to apply to MBA programameéo fr
the study, this chapter summarizes the research and background informating telwhy
more women do not pursue MBAs. This chapter provides an overview to understand MBA
programs, beginning with a brief history of early MBA education and womenisipation in
these programs. A discussion about MBA admissions criteria follows, and tlensechides

information about academic preparation, standardized testing, applications, war&regand

12



interviews. This section also presents research on college choice astuldewts gather
information about graduate programs. To address current outreach and diversgytbarext
topic covers graduate programs’ strategies and initiatives to taoge¢nv Finally, the chapter
ends with a theoretical framework section and a summary to introduce the goalseatideshj

for the next chapter.

Purpose And Impact Of Business Schools

Business schools serve various constituencies, and they face opportunitiesaacshre
higher education institutions strive for student diversity. Trieschmann, D&worikcraft, & Jur
(2000) note that business schools have research and instructional goals, yed tbaski goals
requires resources including more faculty and larger budgets. The faaykyapinajor role in
establishing the business schools’ reputation based on the creativity and dubétyesearch
(prestigious journals and research recognition). Business schools rekatonships with
universities and corporations, so business school citizenship involves activitipsothate
sound business solutions with social responsibility (Boyle, 2004). Faculty neadtablish
relationships with the business community to use research and academic knowv@dgpéem
solve issues collaboratively with corporations (Dossabhoy & Berger, 2002gafRh shows
that business school innovation can benefit students and companies that employNatraly
Golder, 2008). As with some other disciplines, management innovation evolves from previous
academic work (Golden-Biddle, Locke, & Reay, 2006). However, critics notéhthhtisiness
faculty’s specializations may not be applicable to the business world (E8gZamagni,
1998). Business schools compete with one another to foster corporate relationships. As
companies become learning organizations, this leads to business schools’ attedeptisy

projects and corporate collaborations that can be revenue generating (Loranyje Si9dénts,
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like corporations, may benefit from this innovation. Business programs not only offaciiwst

in specific functional specialties such as marketing or accounting, bugeraeat courses

provides content that can be generalized across current and prospective n(&nagensan &
Stumpf, 1982). Business schools are expected to provide training not just in the business and
management areas but also to foster skill building in soft skills, culturks, siild social
responsibility (Reeves-Ellington, 2004). In addition, MBA programs provide studhts

global perspective given market competition (Datar, Garvin, & Cullen, 2010).

Historical Background of MBA Programs

Business schools emerged and evolved in the United States between 1880 and the
present. Pierson (1956) outlines three periods relating to the establishment cfssisi®ls
including the origins and early growth (1880-1914), expansion and diversification (1914-1940),
and reassessment and reorganization (1940-present). During the originsyagcbedhl period,
business schools including Wharton School of Finance and Commerce (1881), University of
Chicago (1898), and New York University's Commerce, Accounts, and Finance School (1900)
were established to focus on government service, business and real lifetiapglicand
preparation for professional certification and secretarial/office geanant-related studies.
During the second period, state universities (North Carolina, Virginia,ify¢éinh and private
universities (Columbia and Stanford) opened business schools focused on functional areas
including marketing and finance as well as managerial subjects likeelsggiecision-making
and operations. Business schools experienced an evolution in the reassessment and
reorganization period, seeing enrollments boom following World War Il. These &sisine
programs served as the source to professionalize management similar toebsiqumafization

sought by law schools and medical schools (Locke, 1989).
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As part of the desire to professionalize management and to promote competitive
advantage, some business schools targeted audiences with specific acackegnizibds. The
application of mathematics in business schools evolved, and business programs saw the
opportunity to attract non-traditional business students including engineers anchineral
individuals. Since several business departments emerged as spinoffs from egonomic
departments, quantitative requirements carried over to MBA programs in thosgiorstiwith
economics-heavy curriculums. Technical-focused universities estabbskaess programs to
specialize in science and in management. Institutions including Massashost#tite of
Technology (M.1.T) and the Carnegie Institute of Technology began the treqddntitative,
technical programs, requiring a minimum requirement of calculus. Initiayinnovations
from these schools were applied to engineering and production problems. However, other
business schools understood that management concepts could be applied using similar
guantitative methods. Hence, the mathematics requirements were raissdAaceosan
business schools, including the Harvard Graduate School of Business Administratiomth@ive
increased use of mathematical analysis and the emphasis on researchtiasiiraisiding
Stanford and Carnegie-Mellon merged the use of quantitative analysis witbetloé case
methods to apply academic principles to business problems (Engwall & Zarth@@®j Locke,
1989).

With the increasing interest in business programs, the American Asso@éti
Collegiate Schools of Business (AACSB) was established in 1916 to promote business
education. The organization published standards in 1919 outlining coursework requirements,
and the requirements implemented in the United States expanded to internationa$ busines

programs. The AACSB provided accreditation standards and peer review for soh894 |

15



Participation in AACSB of domestic and international schools increased oveagifobows: 53
schools in 1940, 85 schools in 1958, and 607 schools in 2010 (AACSB, 2010; Freedman,
Cooper, & Stumpf, 1982; Jantzen, 2000; McKenna, 1989; Reeves-Ellington, 2004). A study
shows that the AACSB has been more selective with institutions over time, phitrealso
allowed more schools with women and minorities to join (Jantzen, 2000). With the acoreditat
of international programs overseas, prospective MBA students have more aptttesd

schools in Asia and Europe (Lorange, 1996).

History of Women in MBA Schools

Although MBA programs emerged throughout the country, few women were students in
these programs at the early stages of their development. Compared td,rdedted and law
schools that had awarded women degrees in the mid to late 1800s, business schools did not
award MBA degrees to women until the 1900s. Elizabeth Blackwell was thedimsan to
receive a medical degree in 1849 (Catalyst, 2009). Ada H. Kepley earned lueglee in 1861
from the Union College of Law in Chicago, making her the first woman to gradoateafr
American Law School (Infoplease, 2007). The first woman to get an MBA Alma ia¢he
Ledig, earned her MBA from Wharton in 1931 (Wharton, 2011).

Female MBA students lacked role models, as few female held facultyhqppotis in the
business programs. Business schools saw the emergence of female staff gndtfagiow rate
over time. Stanford’s Graduate School of Business (GSB) is an example. Deriirgtttwo
decades of its history, the school's Executive Secretary Lillian Oemeed as “an admissions
officer, registrar, purchasing officer, information officer, and counselstudents and faculty.”
Two assistant professors, Myra Strober and Francine Gordon, were the fecudtly members

at Stanford in 1972. Being the first woman in the dean’s office, Carol Marchick Dressi@me
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the assistant dean for placement in 1974. Joanne Martin, starting as an aseisssurgn
1977, became the first female, tenured professor at Stanford. As of 1992, 82% of staff
administrative positions at Stanford’s GSB were held by women. Accordingaia set
provided by the Association to Advance Collegiate School of Business (AACSB)gefemal
women represented 15% of tenured faculty in 2009-2010 at Stanford.

The low proportion of female faculty members at business schools still persists
Bettinger & Long (2005) found that having more female faculty may lead to hawrgfamale
students in certain subject areas. The study shows that women who had femglenfacul
mathematics and statistics were more likely to take additional coursesangubjects
(Bettinger & Long, 2005). As recently as April 2010, Hervard Crimsornreported that the
female faculty’s satisfaction ratings in the Business School fellog&dw the average for all the
other graduate schools (Merrigan & White, 2010). In 2007, nine of the 28 female junioy fac
members left Harvard’s Business School after having described expsr@izias against
female faculty. Female faculty at business schools believe that tenuyataspgtemote financial
security and academic freedom, yet female faculty continue to facerbanracademia
(Premeaux, 2010; VanAnders, 2004). MBA programs strive to attract and to retéaciy
for their programs and offerings. Yet, compared to other professional schooigsbus
departments have fewer female faculty members. According to a 2006 Amassociation of
Medical College (AAMC) publication, women represented 32% of the medical sctondtyf
38% of assistant professors, 28% of associate professors, and 16% of full professoepoffhe
also noted that women had leadership positions in medical schools, and women represented 19%
of division/section chiefs, 10% of department chairs, 43% of assistant deans, 31% at@ssoci

and senior associate deans, and 11% of medical school deans (Colleges, 2006). Abdullina
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(2008) reports that although only 20% of law school deans are women, women hold various roles
including instructors (65%) and lecturers (61%) (Abdullina, 2008; Fernandes, 200%leFem

faculty and academic leaders in business schools reflect a slower gnmethparison to

medical and law schools, and female faculty represent 29.4% of business schopl facult
(Fernandes, 2009). With female faculty members making up 27.6% of the faculty atdusines
schools, female business school deans and associate deans head top MBA programs at
institutions including but not limited to UCLA Anderson (Dean Judy Olian), Ydiarh

Oster), University of Notre Dame (Carolyn Woo) (Damast, 2009).

Graduate Program Admissions Criteria

Many business schools target high potential students. Typically, studendkedda
provide a completed application with transcripts, written statementscteessand letters of
recommendation. To ensure that they get the most qualified candidates, businesdsukabl
gualitative and quantitative factors (Saaty, France, & Valentine, 1991).s&dtisn will cover
the admissions criteria considered by MBA programs in the assessmentpafcpixesMBA
students. The topics include academic preparation (including undergraduate dedrees
prerequisite coursework), standardized tests (GMAT and GRE), work exgpeerassays, and

other criteria including applications and interviews (J. S. Moore, 1998).

Undergraduate Academic Coursework To Prepare For The MBA

MBA admissions officers consider academic preparation, including GPA anegsours
taken by prospective students. Research shows that undergraduate grade pgmi{d@P4\)
serves as a reliable indicator for graduate school success (Bacom&B6&; Bean & Metzner,
1985; Brookshire & Palocsay, 2005; Pfeffer & Fong, 2002; Sulaiman & Mohezar, 2006)

However, some researchers point to the inflation of grades on American caltegeses (Clark
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& Palatella, 1997). Other researchers refer to the lack of standardized draitivegn various
undergraduate fields (Bowers, 1967; Goldman & Slaughter, 1976). Some studigbahow
certain majors may not be attractive to women. Despite the various options ayaitailen
select undergraduate degrees based on their assessment of their interesuded lqti,
Markham, & Cangelosi, 2002; Malgwi, Howe, & Burnaby, 2005). Mathematics ambeics
tend to have fewer women in undergraduate majors, yet these subjects dyepasual the
core classes in MBA programs. Women describe their experiences innmdaghanomics
classes with feelings of anxiety and lack of confidence (Colander & é#I2007; Dynan &
Rouse, 1997; Wigfield & Meece, 1988). In addition, studies show that female business
undergraduate students are more likely than male business undergraduate tst@@etsence
computer anxiety (Beckers & Schmidt, 2001; Havelka, Beasley, & Broome, 2004ahpdm
2000; Todman & Monaghan, 1994). Other researchers have found that the differences in
computer anxiety between men and women are insignificant (Havelka et al..Tad@4an,
2000). There is research to support that business majors may find their coursspfotiirn
preparation for the MBA (Heales, 2005; Kaighobadi & Allen, 2008; Sulaiman & Mohezar
2006). Researchers have found that foundational business courses taken by undergraduate
business majors best predict academic success for the major (Kaighobbein &2808).
However, some studies show that individuals without undergraduate business majolisdoan s
well in MBA programs (Braunstein, 2006; Eddey, 2009).

Lambertus, Berensen, and Bracken (2009) noted the importance of math as viewed by
undergraduate women, and the quantitative nature of the MBA program emergsdstody.
Conducting 12 semi-structured interviews in person that lasted 60 to 90 minutes, tleheesea

found that the women in the study noted the importance of mathematics in the folloviog: 1)
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for thinking and problem solving, 2) educational tool, 3) tool for career pursuit, 4) building
confidence in abilities, joy, and satisfaction, 5) connecting to realisticxtentad 6) tool for
teacher influence. Like the previous two studies, the participants viewed matlomfittence.
One participant stated “a lot of business has to do with financing and stuff likeadhatla® of
statistics and math goes into that, and accounting, if | want to do anythinigatké&mnd later on,
if | want to pursue getting an MBA, a lot of math is tied into that” (LambgeBagensen, &

Bracken, 2009).

The Standardized Test as an Admissions Criterion for the MBA

In addition to academic backgrounds, MBA programs look at standardized tests as
admissions criteria. Some studies claim that the Graduate ManagemessiieseT est
(GMAT) is a valid predictor of academic success (Oh, Schmidt, Shaffer, J108). Research
shows that women with higher GPAs tend to have higher GMAT scores simitairtonale
counterparts (Oh et al., 2008). However, other studies claim that the GMAT stlmévalid
predictor and serves to screen out female candidates who could be higher potentieliyeospe
students (Hancock, 1999). Data shows that some women view the GMAT as a digtamrent
applying to MBA programs. Research shows that a combination of UGPA and GMAT or GRE
best predicts student graduate success (Ahmadi, Raiszadeh, & Helms, 1987, &wttiyeh,
1997; Borde, 2007; Braunstein, 2002, 2006; Graham, 1991; Mark Montgomery & Anderson,
2007; Truitt, 2002). Borde (2007) found that the GPA is a better predictor of overall graduate
business study while GMAT scores are better predictors of finance caufser@ance. Some
studies show that the GMAT Verbal and Math are valid while the GMAT writitigyus not as
valid (Sireci & Talento-Miller, 2006). The GMAT writing test requires thatlergraduate

students prepare for a specific type of business writing task since gearale showed that the
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format differs from other standardized tests (Krapels & Brown, 1999). Alththegwriting test
shows critical thinking skills, the style and type of writing assesserkafically geared toward
management applications (Rogers & Rymer, 1995).

Similar concerns about the GMAT apply to the Graduate Record Examination (GRE).
Some business schools accept the GRE scores to expand their target to includeyaospe
students from other fields including the sciences and liberal arts majoisud/tactors affect
the test-takers performance including environment, setting, and other factm#)dyatise men
and women were well matched on the GRE (Gallagher, Levin, & Cahalan, 2002)séaeche
shows that the GRE used in conjunction with other admissions criteria provides valid
assessments of selecting applicants (Holland, Hoffman & Thompson, 2002). Hoseener
researchers state that the GRE is not a valid measure for similar reagbasGMAT including
test preparation and bias(Holden, 1993).

In addition to gender considerations, age is another factor impacting appldentake
standardized tests. The 2010 GMAT statistics reveal that a large numbengey women take
the exam. The GMAT taken by women 25 years and younger represented 45.5% akdasts
by women. Women between ages 25-30 account for 40.1% of exams taken by women while
women over age 31 represented 14.4% of exams taken by women (GMAC,12010§2002)
mentions that older GMAT test-takers perform better if they had an undertgaldggee in
business. Studies reveal that there is no significant relationship betwesmda@&E score

performance (Holland, Hoffman, & Thompson, 2002).

Work Experience as an MBA Admissions Criterion
Full-time MBA programs typically require students to have prior work eped. Some

studies show that there is a positive relationship between work experience @demiacaiccess
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based on lessons learned and added perspectives obtained from the workplace (Adams &
Hancock, 2000). However, some research reveals that work experience requicenmerits

have positive relationships with academic performance (Dreher & Ryan). 280&lies show

that individuals without business majors can do well in MBA programs if they hisvamné

work experience (Braunstein, 2002, 2006). Based on the studies, some schools are admitting
students with no years or fewer years of work experience (Mangan, 2008/ditlarg the

research shows that the lack of work experience does not affect potentiahfoge@ost-MBA

(Yeaple, Johnston, & Whittingham, 2010).

Alternative MBA Admissions Criteria

Professional schools have varying criteria to understand the personapplioaats. In
addition to using the grade point averages and Medical College Admissions TestYMCA
scores, medical schools use interviews, personal statements, and letteosnofieadation
(Albanese, Snow, Skochelak, Huggett, & Farrell, 2003). Some medical schools haalyform
implemented non-cognitive assessments to understand applicants’ persetethty-skills
including listening and altruism (Bardes, Best, Kremer, & Dienstag, 2009sdem Bore,
Millar, Jack, & Powis, 2005). Law schools also look at personal statements and recatiomend
letters in addition to the Law School Admissions Test (LSAT), offering optioteviews. In
contrast, MBA schools allow prospects to opt into additional admissions critetdingl
interviews and portfolio submissions. Some studies show that interviews and saitipies
can be used to assess a candidate as a whole (Ahmadi et al., 1997; Yang & Lu, @9@l1). S
researchers also state the importance of obtaining career statantenééerences when
assessing an applicant (Yang & Lu, 2001). Several studies look at other ways knotvi@dge

and skills-based assessment to measure potential, showing fewer différefmeen men and
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women and resulting in positive predictability of academic success (HedNitib, Nebelb,
Ashfordb, & Sternberg, 2006). Business schools utilize credential verificaboagses to not
only verify transcripts but to generate appreciation letters to referamceprospective student
recommenders, and they are able to filter out dishonest applicants (GMAC, 2008). MBA
programs use these criteria to form their new classes, and prospective stuiderfts snore

creative ways to impress admissions officers.

College Choice and Enrollment Management

Understanding college choice models provides counselors with a better undegstdndin
the process, better equipping them to help students make decisions about future edgoatsnal
(Hossler and Palmer, 2008). Research on higher education choice reflectsstemuitecision-
making process. Kotler and Fox (1985) outline a process that includes the follawmiggf
the choice set, information gathering, establishing selection criesatuating alternatives,
considering influences on decision process, moving from decision to action, and postetroll
assessment. Buyer types and learner types can be considered to identifygafkets by
institutions while institutions determine their brand, know their competition, undérstair
market’'s needs, and develop a marketing plan (Hoyt & Brown, 2003, Lewison & Hawes, 1997).
Overall, student choice is influenced by both students’ individual factors and iosguictors
(Hossler & Gallagher, 1984; Jackson, 1982). Hossler and Gallagher (1987) dagbrie-
phased model of college choice including the following phases: predisposition, search, and
choice. Predisposition occurs when students decide whether to further theircedpasatihigh
school. Factors influencing post-high school education included socioeconomic status,
background characteristics, parents’ influence, peer influence, and organiZattoa. The

search phase occurs when students seek information about higher education options, and students

23



identify a choice set of institutions. Finally, students enter the choice phase¢heladecide
which school to attend from their choice set of institutions. | will consider HaasteGallager’s
model of college choice including phases such as deciding to continue beyond secondary
education, gathering information about college choices, and selecting the clctioake
(Hossler & Gallagher, 1987).

Prospective students consider factors when considering to pursue post-secondary
education. Factors impacting undergraduate college choice include good acagbertation,
prospective positioning for careers and/or graduate school, and other factmsoncace,
ethnicity, and social class (McDonough, 2004). McDonough describes a thedratieaihork
where the following occurs in undergraduate college choice: culturaakafiects choice in the
level and quality of education, choice occurs in context of friends, family, and outloolu)abit
and student limits alternatives considered (1997). In understanding studenishddosattend
graduate school, Kallio (1995) identifies the factors that influence choicgatecincluding
residency, quality and environment, work-related concerns, spouse, finadcaicisocial
environment.

In response to the competition for students, colleges and universities have imgtement
enrollment strategies. Similar to the marketing funnel, higher educatidntiosts look at the
flow of individuals as they moved throughout college choice. This model shows a point of sale

at one point, shown at the end of the process (Maguire and Butler, 2008).
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Figure 2.1 Traditional Enroliment Funnel
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After years of applying the traditional enrollment funnel, a multi-funnel developed to look at
the entry points and decision-making by the individual versus the institution. The reaided m
shows the institutions’ involvement during recruitment and admission, and the individual
remains the key decision-maker in the various phases of the funnel (Maguire mdZB08).

Figure 2.2 Maguire and Butler Multiple Funnel Model
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Enrollment management was first defined in 1973 by Jack Maguire, Boston College

Dean of Admissions and mathematics physics professor, to grapple with themextwnd

retention issues at the college (Maguire and Butler, 2008). Maguire introducedtbptauin

enrollment management in 1976 with the following definition: “Enrollment Managemant i

process that brings together often disparate functions having to do with rec¢ifuitidiag,

tracking, retaining, and replacing students as they move toward, within apdramathe

University” (Maguire, 1976). Maguire and Butler (2008) introduce a formula foflerent

management as E = MCEnrollment (E) describes a community member’s individual

perspective. Management (M) describes the institution’s perspective igirgmgarious

communities. Community of Communities}@xist when institutional community exist over

time. Communities play a role from recruitment through post-graduation in the niadsé

2.3 provides the enroliment management matrix outlined by Maguire and Butler.

Figure 2.3 Maguire & Associates Model: E = RIC
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How Prospective Students Gather Information About Graduate Programs

Students considering graduate programs make various decisions when investigating
programs, selecting schools to apply to, and deciding which school to enroll in. Some studies
show that students target prestigious programs while others prefer lowornstifses this
means closer to home) and high quality graduate school options (Ilvy & Naudé, 2004; Pun;,
1978). Punj (1978) notes that graduate students consider programs at or below tlyde\addilit
as well as other factors including class selection, attractiveneampfis location, and post-grad
employment opportunities. Other factors considered when applying to graduateiscloel
residency status, quality and other academic environment factors, wdddrabacerns, spousal
considerations, and campus social environment (Kallio, 1995). Institutional rankirtogst
salary, current employment status, work experience, expected emplayeidirassistance,
children, and GMAT scores play important roles in attendance decisions (M. Monygomer
2002).

Kotler (1997) describes the phases of consumer behavior in relation to prospectige buye
including problem recognition, information search, evaluation of alternatives, purchdse, a
post-purchase evaluation. Some researchers apply Kotler's model wheniegdhetiecision
process of prospective graduate students, especially during the informaticm a&xed evaluation
of alternatives phases (Hossler & Gallagher, 1987; Moogan, Baron, &8HE89). (Rapert,
2004) mentions that prospective MBA students seek quality academics and agtricur
experiences when considering business programs.

In addition to the quality of education, cost remains a major factor considevashimn
applying to graduate programs. (Arbaugh, Bento, & Hwang, 2010) mentiorogtas @ major

deterrent for women interested in MBA programs. The 2003 GMAC Global MBA Survey
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results show that women consider financial aspects (costs and aid), location ri@ntlour
more than men (Halpern & Lebovich, 2003). A combination of cost and family respoiesibilit
emerged as factors deterring women from applying to MBA programs, aataesonducted
shows than women receive less financial aid than men (Joy, 2000).

Given these considerations about the economic resources required, the followamy sec
will describe how different individuals, groups, and resources may impact thedexfis
prospective students during the application and enroliment process. These indiadudts i
faculty, family/friends, graduate school alumni, school staff, and others. Inoadditis section
will also provide other informational resources consulted by prospective stuwdents

considering programs, including rankings publications.

Faculty and Staff

Given the growth of business schools, MBA programs attract faculty to not onlyt recrui
and to educate high caliber students but to come up with creative ways to approads busine
issues from an academic perspective (Lorange, 1996). Prospective students loatkaatly
business school faculty’s reputation, but they also consult their undergraduatevidoeu
seeking advice about potential schools to apply to and to enroll in during the evaluatdn peri
Undergraduate students who have mentoring relationships with faculty mengoersrarlikely
to perform well academically and to seek advice outside of class (Busch C&8pbell &
Campbell, 1997). Some research shows that students in private schools are moeHiedy t
relationships with undergraduate faculty outside of class, and students who congider the
experience to be focused on more academic, intellectual and research-fuatetaafe more
interactions with undergraduate faculty (Kuh & Hu, 2001). Students who continue to seek

faculty interaction may evaluate MBA programs in terms of facultgscand collaborative
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opportunities (Ferris, 2002). Rask & Bailey (2002) found that faculty role modedsahaajor
impact on minority and women undergraduate students’ decision to pursue a major. Reospect
MBA students may be attracted to both senior faculty members thataoesbed in their fields
and junior faculty who are considered to be innovators in their areas of expertiseB@/Ket
al., 2010).

Faculty members are not the only influencers undergraduate students consult &ith. Pr
professional advisors counsel undergraduates, and the recognition of theiriqgmofasals
their roles as academic counselors for undergraduate students and profedsisoe who
provide information about graduate school (Brott & Myers, 1999). Advisors maygleyfar
student affairs staff, and they may share information relating to other isgieassfinancial aid
and other college resources. Advisors not only inform undergraduates about acadeses c
and major requirements but may also function as friends, teachers or meritonpdch career
and graduate school decisions (Kadar, 2001; Yarbrough, 2002). Kuh (2009) calls for college
student affairs professionals to actively engage with students to helphiteerght their
undergraduate years, assisting undergraduates to bridge the gap betwiees,daeking
academic resources and the academic rigors of college.

Not only do undergraduates value their experiences with staff in their undetgradua
years, but they also consider interactions with potential MBA program $tédfactions with
MBA program staff impact the decisions made by prospective students. hau&eN2004)
report that prospective MBAs value the interaction not only with lecturers louvils business
school marketing staff. At the 2008 GMAC Industry Conference, Babson Ceheged their
MBA admissions interview process, noting the following touch points by staff andeptosp

students: admissions events and informational interview at the request ofrapfdica-to-face
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or phone interview after application screen at the request of applicant, phone-m-face
discussion with career services staff (aimed at career switghéigb seekers), and third
interview (for merit or scholarships) or waitlist interview with sendmanistrators, faculty, or
staff as necessary (GMAC, 2008). This process shows that prospective studemsentdne
opportunity to interface with school faculty and staff, and this may impact tlesiates to

enroll in MBA programs.

Family and Friends As Influencers In Graduate Program Selection

Like faculty and staff, parents may influence their children’s decisiortetadagraduate
school. Moogan et al. (1999) found that undergraduate students rely on parental advice when
they evaluate potential schools to apply to and to enroll in. Other studies show that parenta
influence does not impact decisions to attend MBA programs but may impact therd&rcis
pursue a doctoral degree (Mullen, Goyette, & Soares, 2003). Differenced@iso varying
definitions of parental influence. However, other research argues that periudace and
socioeconomic status do directly impact decisions (Stolzenberg, 1994). In lobkurjress
and general management undergraduates, research shows that accounting megbpaxettal
and friends’ influence while finance majors valued quality of education more themtadaand
friends’ influence (Kim et al., 2002). Students also seek the advice of friends alydawhen
they are considering higher education options (Friedman & Smith, 1993; K&llaris1988;

Roberts & Allen, 1997; Stewart & Felicetti, 1991).

Alumni As Champions and Influencers For Graduate School
Students consider their interactions with graduate program faculty &fidstdhey also
consider their experiences with alumni. Research shows that studentlistiemni when

considering which school to enroll in. Prospective students consider alumni adviceckeedba
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and career paths when evaluating graduate programs (Delaney, 2008). Soolsecilect
information from their graduating students via an exit survey, and this infomteelps both
admissions officers and administrators modify their program marketocagdingly (Nelson &
Johnson, 1997; Williford & Moden, 1989). Ainsworth & Morley (1995) found that alumni
valued the following during the MBA program: knowledge gained, behavior changes and
outcomes, and potential for career change and development. These items matchiseme of
gualities prospective students consider when evaluating graduate prodteoapective students
consider alumni networks when considering MBA programs, thinking of opportunities to
connect during and after the program. (Forret & Dougherty, 2004) conducted arsdudyrad
that networking helps promote career success for MBA alumni. Alumni feedback a
testimonies can help MBA programs market their offerings, and alumriecarstrumental in
facilitating change to promote schools’ competitive advantages (Glynm&y\2008). Alumni
are also instrumental in the admissions process as mentioned in the 2008 GMAC Annual
Industry Conference, serving as interviewers for on-campus and regionakemh®iinterviews

at institutions like Stanford Graduate School of Business (GMAC, 2008).

Professional Groups

In addition to identifying key individual influencers who can impact students’ graduate
program decisions, MBA Programs can also form relationships with professiohaétworking
groups. MBA programs can align themselves with organizations that have goalssaiwh mi
objectives to promote MBA education. The Forte Foundation, an organization providing
resources and events to encourage women in business, includes the following amoiig others
their mission: motivating young women to prepare for a business career,imgregamen’s

access to education and business networks, educating women on the value of an MBA,
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supporting women financially in their business education, and raising awaretiessnopact
women can make on business and on society/culture/environment/economy (Forte, 2011). In
addition, MBA programs can form alliances with diversity groups that incldemale

constituency including the National Black MBA Association and the Nationaétyoxi

Hispanic MBAs. One of the National Black MBA Association’s mission goats ‘imtrease
awareness and facilitate access to graduate management education prd¢gioral Black

MBA Association, 2011). Similarly, the National Society of Hispanic MBA#ines the

following in their mission statement: Increase the number of Hispanideagrag from MBA
schools through scholarships, awareness programs and mentorship (Nationgldbétisgganic
MBAs, 2011). By fostering relationships with these groups, MBA programs cacipeteiin

events and forums where they can interact with prospective MBA students.

Rankings As Data Points For Considering Graduate Programs

Individuals and groups are not the only resources consulted by prospective MBA
students. According to the 2001 GMAC Global MBA Survey, 95% of 5000 recent MBA
graduates noted that rankings were the most influential media source in fangimg
impressions. Vidaver-Cohen (2007) describes the various models including the RepTrak
Framework, used to assess Forbes most reputable companies, to assesstibe mdputa
academic programs outside of just rankings. Even though business schools matedyposi
viewed by stakeholders, MBA programs will not build their reputations if treeplascure and
not visible in various media (Boyd et al., 2010). Older students found an MBA program’s
reputation to be less important (Arbaugh et al., 2010). Business schools use rankehgs to s
themselves apart from other schools, referring to the tier of rankings theydauch as the top

10 or top 25. Some studies reveal that rankings attempt to show differentiation among MBA
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programs, but the information may not be very different (Policano, 2007). Researatisabw
rankings are considered by prospective students, and students look at the fobmkings

noted in the order of most attentiddusinessweek, U.S. News, The Wall Street Journal,
Financial Times, and The Econom{Siauder & Espeland). Other studies state that rankings do
not accurately reflect the strengths and weaknesses of business schoalsh@essuggest that
prospective students look at a variety of rankings in addition to other sources of trdorioa

obtain a well-rounded perspective about options (Corley & Gioia, 2000; Sauder & E3$peland

Marketing Materials and Admissions Events For Graduate Program Promotion

Students evaluate the marketing materials provided by MBA programs te teses
alternatives. Prospective MBA students look at printed brochures and mailersomketedng
programs (lvy & Naudé, 2004). Marketing and advertising of MBA programsimerakey
aspect in building the school’'s brand. Marketing also includes the other media prenaotd
events implemented by MBA programs (Hawawini, 2005). In addition to schoafispec
admissions events, MBA admissions staff can attend various conferencesgacgetnt and
prospective MBA programs, providing another level of visibility for business scheat®(al
Black MBA Association and National Hispanic MBA Association). Viewbooks plagy role

in marketing schools to prospective students (Hartley and Morphew, 2008).

Outreach Efforts To Specific Target Groups Including Women

Admissions officers work to increase the diversity on their campusesgayita
minority groups and providing them information about MBA programs (Onzono & Carmona,
2007; Swann, 1998). (Friga, Bettis, & Sullivan, 2003) identify women as a key ¢poggt by
business programs since more women are entering the business world. Restambtdhat

although men benefit more from career and compensation benefits following anvidBren
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undergo a transformational change being immersed in the masculine natur@e$dusi
programs. Women benefit by obtaining new understanding of the world and managing
relationships (Kelan & Jones, 2010; Simpson, 2006). MBA programs that do not target women
may be missing out on enrollment opportunities, so researchers call for adjsdiondiBA
marketing strategies and curriculum to attract more women (Arbaugh2Q¥0). (Millett,
2003) calls for schools to provide services targeted for women including careeeséovneet
the needs of female students. To attract more women, strategies may inclutderasy
leadership center, flexible programs, financial offerings (includeigwships, scholarships, and
bursaries) (Ibeh, Carter, Poff, & Hamill, 2008).

If MBA programs aim to reach out to a more diverse population, providing opportunities
for non-business majors to apply will be important (Eddey, 2009). Zumeta & Ra(20038)
note that high potential students in Science, Technology, Engineering and Ma)(STE
undergraduate majors choose to pursue MBA degrees instead of other profesgieesl. d€o
attract a large base of prospective students, engineering graduatensraggaeaching out to
women by targeting students interested in social or education-repgiichions, broadening
the criteria to include motivation and leadership, bridging programs to providengaps i
prerequisites and core courses, providing graduate peer mentoring anddasietionships
with departments and faculty that have courses taken by women (Bhatia8, 2610; Cuny &
Aspray, 2000). Math and science majors are more likely to enroll in gradogtams followed
by social and behavioral science majors while business undergraduatdeasetikely to enroll
in graduate programs (Heller, 2001). Research shows that women consider ecethwomnsc

less than men by selecting undergraduate majors that may not pay higés satawwomen may
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have diverse backgrounds that may not be typical majors for entering the MBA@iftgtie &

Waehrer, 1998).

Theoretical Framework

Motivation Theory

With women'’s access to higher education, motivation theory applies to the appsicat
process for undergraduate and graduate school. Motivation is applied to performance in
education. Alderman (2004) describes “optimum motivation” as showing motivatexcel in
a classroom setting. Optimum motivation occurs when students not only strive fawtheir
achievement but also strive for the achievement of others. The existencasicintiotivation
ultimately results in the search for intrinsic worth gained from the édueahexperience
(Bassett-Jones & Lloyd, 2005; Carr, 2003).

Motivation impacts the achievement of both individual and group goals. Maslow (2000)
describes individuals’ desire and motivations to achieve physiological goaly, $ave,
esteem, and self-actualization. He describes how self-actualized pespit&’becomes part of
the self, promoting personal development and improving the world. The motivation theories
above were noted in research and literature focusing on women’s achievement in higher
education (Maslow, 2000). Motivators may be traced to performance goalsatigpis of
feedback on self-perceived ability, role of self-awareness and betiefgfrvolition, and
profitability from learning (O'Neill & Drillings, 1994).

Motivation theory can apply to students who consider and attend graduate school. Using
Ajzen’s Theory of Planned Behavior to predict graduate school intention and application
behavior(Ajzen, 1991). Ingram, Cope, Harju, & Wuensch (2000) found that students’ attitudes

about graduate school and the prospect of their future careers matter to prospetdivis.s
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DeMartino & Barbato (2003) report that female MBA alumni have a high&rnerece than male
counterparts for family-related motivators, and Fels (2004) notes that womileatatsuccess to
luck or serendipity and shift credit elsewhere. Studies show that women’s caefigied self-
concept of math are more likely to improve during college for those who study the fgjiowi
engineering, business, physical sciences, and other technical majors arnige who major in
the arts or humanities reduce their confidence (Sax, 1994). Hyde & Kling (@6@&ljhat some
women face stereotype threat, peer sexual harassment, and gender bias, arsdribe\tlue
importance of motivation on educational achievement.

Some studies show that women are motivated by an ethic of care, where aeléag
be practical and responsible (Skeggs, 1997). Skeggs (1997) notes that women have self-
identities that capitalize on previous female roles and that lead potetuiéglings of anxiety
and doubt. Gilligan (1982) links an ethic of care to women’s moral developmentoyd T
(1993) mentions the risk in differentiating between male and female experierpresnote
inferiority among women. Studies show that women are more likely to folleeicpaths that
follow traditional female occupations (Nevill & Schlecker, 1988). A study on wanresk
aversion shows weak, positive relationships between high adventure women and nontraditiona
careers, showing data of women delaying marriage and children with szpppen of
androgyny (Douce & Hansen, 1990).

Some research shows that women pursue studies and careers that have sociayor helpi
characteristics, and career goals may influence the decision to pursue anAdBAle
undergraduates who participate in community service express improvemeit atdaemics
(including graduate school attendance), life skills, and social respongiBsity, L. J. Sax, &

Avalos, 1999; Astin & Sax, 1998). Both men and women express increased self-canfidenc
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through faculty support and interactions, but women who felt that faculty did not take them
seriously experienced declines in math ability, health, and degree aspi(8aan8ryant, &

Harper, 2005).

Career Theory

Career theorists describe the role of the individual's choice in career raniekiolland
(1997) states that career choice reflects an individual’s personaliiitimgsn similar
personalities and histories among individuals in a particular occupation. Acctydiepein
(1993), individuals follow major stages of career movement: 1) growth, fantasy, @ocaérn,
2) education and training, 3) entry into the world of work, 4) basic training and sdcaljZ9
gaining of membership, 6) gaining of tenure and permanent membership, 7) niddareand
reassessment,8) maintaining momentum, 9) disengagement, and 10) retiremerdsfeatipge
MBA students, the education and training phase may involve planning and sub stages since
financial preparation and academic planning to complete prerequisited thgpdecision.
Schein goes on to speak about career anchors that are self-concepts gredinghoace,
showing how skills/talents, motives, and values become intertwined. Gysberd 888l (
suggests questions career counselors can use to account for the role of geneer mstary
including but not limited to: the messages received as a child to pursue inteaxestsre
traditional/untraditional that were traditional/untraditional as a woman armttiupational
dreams that were discarded and why. Overall, Holland (1997) and Schein (1993) both describe
how individuals have career goals that are influenced by various factorteaedypals drive

the rationale behind their behavior.
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Summary

The research shows the opportunity for MBA programs to target female, prospective
MBA students. However, business schools must provide information and support that will help
encourage female, prospective students to apply and enroll in MBA programs. Prospective
MBAs need to understand the business school admissions criteria to ensure thaintiaéye ad
to meet the application requirements. Business programs must understand the various
individuals, groups, and media resources that can influence prospective studésits\slabout
their reputations and brands. In order to ensure prospective MBAs obtain progranaioiorm
business schools must understand how to build relationships with other influential groups and
resources that engage regularly with prospective female MBA students. Te #rauhey
meet the needs and expectations of prospective MBA students, business schools myst not onl
understand the graduate school decision process, but MBA programs must also leverage
admissions events and foster relationships with both prospects and influenceaisesearch
reveals the factors and considerations by prospective MBA students ioysreuantitative and
gualitative studies, yet the studies do not provide detailed processes and egpatianed by
women who successfully enroll in MBA programs.

The conceptual framework of this study takes into account motivational theorgraed c
development theory. Motivational theory is key in understanding the drivers that women
consider to pursue business graduate degrees. These theories in conjunction with preksous wor
outlining the purpose of higher education institutions will be considered throughout the stud

My study aims to identify the processes current female MBA studentsexgein
investigating programs, applying to MBA schools, and deciding on an MBA progrgmsiiig)

the critical incidents technique (CIT) via in-depth interviews, the stutlynap out the
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experiences of female MBA students during the various decision points retagrapuate
application and enrollment. Although the previous studies provide insights into the factors and
issues faced by female MBA students, the findings from these studies do resisatiérgap

between fewer female MBA students and business schools’ efforts to athracivomen.
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CHAPTER THREE: Methodology

Introduction

While there are studies that identify the factors women consider whennapiayull-
time MBA programs, few studies explore the processes and experiencesienwho
successfully applied to and enrolled in full-time MBA programs. Hence,ttidy boked at the
processes that successful women engage in when they investigate, apply nookhid MBA
programs. Unlike most of the previous literature on this topic, this study incoghtnatase of
gualitative methods including interviews and content analysis to understand #erdataking
process of women who applied to and were admitted to full-time MBA programs.

In this chapter, | will discuss the study’s research design, datatewilecethods, and
data analysis. Then, | will outline steps to ensure that the study is condueteitlycand

ethically.

Research Questions
The research questions that will guide the study include the following:
1. What processes do women engage in when making their decision to apply taaefidIBEA
program?
e Gathering information about MBA programs
e Exploring alternatives to MBA programs

e Selecting to apply to MBA programs over/in addition to alternatives

2. What are the perceived costs and benefits of an MBA program?

3. If there are perceived barriers in applying to MBA programs, aewomen overcome those

barriers?
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4. What can business schools do to help women during their decision-making process and in
the transition to the program?

For the purpose of this study, top ranked means full-time MBA programs that rankop

of two or more rankings in major publications including. News and World Report, Wall

Street Journal, The Economiaid theFinancial Times(Please see Appendix A for the

“Research Questions, Methods and Analysis Matrix”)

Research Design

This qualitative methods study looked at the processes and experiences#iatMBA
students experienced as they investigated and decided to apply to MBA programtudyhe s
had a three-phase approach. Phase one focused on collecting and analyzamdroonte
marketing materials including the websites and brochures. Observatioosiding events
provided data about how business school representatives market MBA programs to peospecti
students. Using findings from phase one, phase two included the development ofsstowsyst
and the student interview protocol to understand the processes and experiences ©f specifi
students. Data collection was carried out during this phase. Finally, phasattuded the
triangulation of multiple methods that will result in the development of findinds a

recommendations.

Figure 3.1 Project Phases

PHASE ONE
Content Analysis

PHASE THREE
Findings

PHASE TWO
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QUALITATIVE METHODS WITH SMALL QUANTITATIVE COMPONENT
RESEARCH APPROACH

Rationale For Design

Creswell (2009) describes survey design as a way to provide quantitativetiesof
trends by studying a sample of a population. Select pre-existing survey quéstiotise Forte
Foundation questionnaire were incorporated into an online survey. The questions ofghe Fort
Foundation survey provided demographic information, undergraduate major, previous
employment, school selected, post-undergraduate work, and other cost and benefitiarforma
Forte survey questions were used to develop the student interview protocols. basesje
guestions were reworded to inquire about topics calling for more concrete egampl

A web-based survey was developed and administered in order to collearadditi
information and to also identify prospective interview participants (Nesbary, 200 Ritter,
2007). Questions similar to the ones in the Forte Foundation survey were used wytafirst-
female students ages 22 — 30.

Creswell (2009) describes a sequential transformative strategy weecerad phase
builds on an earlier phase, typically to collect data from underrepreseatgus @nd to call for
action. This analysis allowed me to focus on the application processes anenegsenf
women in MBA programs. Using this strategy provided me with a way to colletsrdt
perspectives and voices in qualitative research while looking at trends in aiantiésearch.
Using the two methods allowed me to understand more about female MBA studentfgiven t
smaller percentages in the program, and using various methods werefgagiblthe
availability of pre-existing data sets and accessibility to students. Gorglgoalitative
research provided me with the ability to look for patterns and themes, allowitgaokaborate

with participants (Creswell, 2009). Interactions with materials and tits allowed me to
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understand history, contexts, and backgrounds. Using various qualitative methods provided me
with a holistic way of understanding how students make their decisions to apply®to MB
programs.

These interviews elicited details relating to the decision-makingpses for considering
specific MBA programs. Member checks gave participants an opportunityifiptiie accuracy
and validity of the data, to add additional information, and to allow participants towrema
engaged following the interview. Interviews captured the experiencesaldd/BA students
using their own language and stories. Participants shared what they cahdigtarg the
decision-making process to pursue MBA programs that may not be captured throcighe¢he
ended survey questions found in previous studies. This method can be accessible, free,
descriptive, and unobtrusive, providing participants with the ability to openly shanaation
without the fear of exposing a participant’s deepest thoughts (Creswell, 2008eN)2005;

Merriam, 2009). Previous studies of MBA programs have used surveys, interviews,usd foc
groups to provide data representative of various populations, but the studies lack the depth and
detail to understand application processes and applicant experiences.

Content analysis of websites, recruitment materials along with observations of
recruitment events were conducted, and the findings informed the development oirthe onl
survey for first-year female MBA students. Krippendorff (2004) definessob@nalysis as a
research technique for making valid inferences from texts to the contexirafg@e | will
triangulate the student interviews with both open-ended and closed-ended questionsetite cont

analysis, and the online questionnaire.
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Site Selection

Two business schools in the top 25 with two or more rankings publications (including
The Economist, Businessweek, Financial TirmedlUS News and World Repbitere studied:
Elite School and High Value School. These schools are in the top 25 schools and Ihave hig
GMAT, GPA, and quantitative admissions requirements. Using a value-added approach t
selecting an MBA program, Kiang and Fisher (2008) included the two schobtristudy
where they classified schools into self-organizing map networks (SOMusiBg ANOVA
analysis, they generated cluster means using GPA, GMAT, acceptanctading salary,
employed at graduation, employed after three months, tuition and fees, lepglgraim in
months, andJS News and World Repadnkings. The Elite School has higher GPA, GMAT,
starting salary, tuition and fees and rankings while being more selectiv&COB&eluster
means differentiating the Elite School category versus the High ValueISaiegory in Table
3.1 below. In looking at 2009 Employment Reports for both schools, the Elite School had a
higher full-time annual salary maximum. The top consulting firms such astkBaompany,
McKinsey & Company, The Boston Consulting Group, Deloitte Consulting, and Monitor Group
are highly-selective about where they do campus recruiting. In 2009, the Elite Ggwtdd
that four out of five top consulting firms recruited their students, which the Hagre\Gchool
reported that one out of the five consulting firms recruited students that sam&ye High
Value School and the Elite School in this study were established around thensenagttacting
students from undergraduate schools of similar quality, and are located imthstate.
Although these schools have students from similar undergraduate institutionsetrereak
varies by school. These campuses represent a cross section of hightiypallkeand private

universities but have large variation in the number of female admits. Thisamrgaimportant
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in evaluating accessibility to business programs and varying admissimnscbata from the
study looked at the point of entry and incoming access. The schools also hawve simila
admissions requirements as noted orBusinessweetankings website.

Table 3.1

Matrix of Business School Admissions Requirements

Undergrad GMAT Resume and Essays Interviews Letters of Kiang and
Transcript Score Rec Fisher (2008)

Work Cluster Means

Experience

Elite School Very Very Very Very GPA: 3.44
Important Important Important | GMAT: 696
Important Acceptance Rate:
0.27

Mean 710 Starting Salary:
$109,109

Median 710 Employed At
Graduation: 0.79
Employed After 3
Months: 0.92
Tuition and Fees:
$38,475

Length (months):
18.94

USN&WR
ranking: 9

High Value School Very Very Very Very Very Very GPA: 3.34
Important Important  |Importanflmportant  [Important | GMAT: 654
Important Acceptance Rate:
0.46

Mean 690 Starting Salary:
$84,854

Median 690 Employed At
Graduation: 0.71
Employed After 3
Months: 0.91
Tuition and Fees:
$28,792

Length (months):
21.91

USN&WR
ranking: 34

Sourcehttp://www.Businessweek.com/bschools/rankings/fithe _mba_profilesand Kiang and Fisher (2008).

Table 3.2 suggests that the percentage of male and female applicaptscatxéhe two

schools ranges from 31% (Elite School) to 27% (High Value School). The “Fematartaull

45



students in newest entering class of 2010-2011” column represents the percentagero
enrolled in the full-time MBA cohort from 2010-2011. The “Male and Female App$icant
accepted into class of 2010-2011” column represents the percentage of men and wWomen w
were offered a space in the 2010-2011 cohort.

Table 3.2

Business School Summary (2010)

GMAT  Percentage Percentage of Total Percentage of Total
Required of Female (Male and Female) (Male and Female)

Full-time  Applicants accepted Admitted
students in into class of 2010- Applicants enrolled
newest 2011 in class of 2010-
entering 2011
class of
2010-2011]
Elite School | Yes 31% 29% 52%
(Total apps
= 2458)
High Value | Yes 27% 22% 50%
School
(Total apps
=1983)

Source: http://www.Businessweek.com/bschools/rankings/full_time_mbaeprofi

(Businessweek, 2011). Each year, business schools provide survey information to be included in
full-time MBA rankings calculated bBusinessweek
The Elite School was established in the 1930s as part of a state systermttize f&$t-
tier public university system. Regents authorized the MBA degree in the late 488Qke
Elite School focused on graduate education by offering masters and doctoealsdedrusiness

beginning in 1970. The Elite School offers varied MBA offerings including theifud-MBA,
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several dual degree MBA programs, the fully employed MBA, and the execui¥e M
According to the Elite School’s class profile for the class of 2012, women eapeds33% of

the full-time class. The class of 2013 has a target class size of 360. TiH&ckotd's MBA
program ranked in the top 25 business schooBusynessweek, The Economist, and U.S. News
and World Report.

The High Value School began in 1920s. It offers one undergraduate degree, and various
masters programs include the full-time MBA, the part-time MBA, trecetive MBA, and other
programs. According to the High Value School’s class profile, women repeds&ffto of the
MBA class of 2012. The High Value School’'s 2012 cohort has a class size of 216 (High Va
School, 2011). The High Value School’s full-time MBA program ranked in the top 25 business
schools inThe Economist and U.S. News and World Report.

Selecting these institutions allowed me to compare how study participegsgenses are
the same or different across the two MBA programs. The rankings regediffbrences.

Various rankings take into consideration factors including but not limited toyeatutlent ratio,
faculty prestige, donations, GMAT, undergraduate GPA, career placement, aisd &barkings
are considered since the study looks at the point of entry of incoming access and rabtdubsv s
propel students into varying career paths. This is not a study of first and secozaadkiiegs

since various factors are considered. Although schools have students from similar
undergraduate institutions and similar GMAT scores, they may differ in ottterdancluding
faculty prestige, development donations and entry-level MBA career offerings

The rankings have different criteriBusinessweek based on a web survey sent to
MBA graduates, looking at information including teaching quality, careeices, MBA

recruiter ratings, and faculty research ("How we come up with the rafnki@f36). The
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Economistadministers two surveys for students/alumni and for schools, and criteria include
career services, diversity of recruiters, faculty quality (ration timié faculty, etc.), student
assessment, student quality (GMAT, work experience), student diversity, educatjperdence,
salary increase, and potential to network (Clarke, 2011). The Princeton Rebesedson
school reported data and student survey data including career servicesnge@rofessor
teaching abilities, faculty prestige, faculty accessibility, gradogercent, GMAT, UGPA,
curricula, salary, and environment ("User's guide to our business school rdnkids, US
News and World Repoebllects data from peer assessments conducted by deans and admissions
directors, and criteria includes placement, overall ranking, accepttese student selection
including GMAT and UGPA, and salary (Morse & Flanigan, 2011). The full-time NdB#&iness
programs hold the following rankings as of April 17, 2011:

Table 3.3

MBA Full-Time Program Rankings

Businessweek —| Economist—  Financial U.S. News
2010 2010 Times AndWorld
(Global) — Report
2011
Elite School Top 25 Top 25 Rank 26-30 Top 25
High Value School Rank 26 - 50 Top 25 Rank 50 - Y5 Top 25

(Businessweek, 2011; Economist, 2011; Financial Times, 2011; Princeton Review, 2011; US
News & World Report, 2011). The rankings data is extracted from the various pabbcat of

5/19/11.
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Access to Population and Recruitment of Study Participants

During the months of March and April 2012, content analysis of marketing brochures and
websites were done for two top 25 business schools. The Elite School is a publicansttnudi
the High Value School is a private institution. Online surveys were emailed ing$sischool
offices to all 170 first-year, full-time female MBA students enrollethatElite School and the
High Value School. Fifty-nine out of the 170 (35%) female students at both schools eamplet
the survey. Of the 59 students (out of 170 students) who completed the survey, the researcher
conducted 33 (56%) student interviews with all interested students. Interviewledts were
provided an outline of the study, the benefits and risks, and the requirements and aborpens
for involvement. Volunteers were asked to sign an informed consent form befarethews
took place. Students selected for the interviews were compensated with a $algift ¢

The interview sample was limited to first-year, currently enrolledaferstudents in the
full-time MBA programs. First-year MBA students had been selected #iagavere closest to
the application experience as they had gone through the process within tharlaStydents
were interviewed in the second term after they had experienced at least ohmglterms so
this timing provided them some opportunity to settle into the program. In addition, nkost ful
time MBA students tend to be more diversified in terms of career goa¢e(e@plorers, career
switchers, and career enhancers) as opposed to part-time students whainhapaercareer

enhancers (Shiek and Siegert, 2007).

Theoretical Framework
Maslow and Azjen’s motivation theories and Schein and Holland’s career theorges wer
used to analyze the data that emerged through the interviews and to understafhceticers

that women considered in pursuing business graduate degrees (Ajzen, 1991; &rid, H806;
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Maslow, 1970T. E. Moore & Halfond, 19¢; E. H. Schein, 1974)This information provide
background into why women seledbusiness school over other options. Using-setting
theory, individuals set specific, clear, and remligoals with appropriate feedback. pplying
the college chee model, Moore & Halford (19¢) conducted a study rating factors conside
by prospective MBA students, and these factorsiedwith Hossler & Gallager’'s modi
(Hossler & Gallagher, 1987)My research loced at the intersection betwegrtivation theory
career theory, and college choid createda coding scheme based on these three theor
analyze the interview transcripThe following diagram (Figure 3.2ncompass: the various
frameworks to be applied.

Figure 3.2 Theoretical Framework For The S

College
Choice

Career Motivation
Theory Theory
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Table 3.4 demonstrates the various theoretical frameworks and how they alignét sttiuy.
Hossler and Gallagher’s choice factors were compared to other factatdgpdiore and
Halford, motivation examples from Maslow and Azjen, and career items frorartdadind

Schein to form the theoretical framework of the study.
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Table 3.4

Theoretical Framework Summary
Hossler &
Gallagher’s
College

Choice
Factors

Student

Moore &
Halford’'s
Factors
Considered By
Prospective
MBA

Maslow
(Motivation)

Esteem needs,

Azjen
(Motivation)

Holland
(Career)

Preferences

Schein (Career)

Control

Characteristics desire for for activities; | associated with
achievements vocational autonomy and
and identify tied | independence;
competence, to goals, desire for pure
self- interest, and | challenge to
actualization, skills overcome
desire to know barriers

School General academic

Characteristics| reputation,

AACSB
accreditation,
location, social
atmosphere

Significant Reputation in

Others business

community

Educational | Teaching

Activities reputation, fields of
study offered,
special programs,
electives, teaching
reputation,
research reputatior]
of faculty, program
flexibility, number
of courses
required, campus
activities

Student Values Desire for Behavior Values tied to| Service
reputation and | function of occupation dedication to
prestige beliefs and rewards | cause

attributed to
outcome
Student Search Feel more Seeking security
Activities control if and stability,
availability of which may
resources and include general
opportunities management
are perceived competence and
entrepreneurial
creativity
Choice Sets Placement record
Courting Financial aid
activities and/or cost
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DATA COLLECTION AND ANALYSIS
PHASE ONE

Phase one included the data collection and analysis of website and marketinglsnat

and recruiting event observations.

Figure 3.3 Phase One Methods

PHASE ONE
Content Analysis

Website and Admissions Marketing Materials

Data Collection

| did a content analysis of the websites and admissions marketingatsgtevvided by
the two schools. To obtain marketing materials, | requested materials usmgreqlest forms
and by contacting admissions offices directly. | also collected rakstat recruiting events,
when available. The marketing materials and website informatiorctaallevere documented in
a listing of marketing materials and websites, outlining the source and ¢hacdassed in

Appendix G. Web pages were printed.

Data Analysis

The materials were xeroxed, printed, scanned, and annotated for the analygigalsi
such as Visio, iAnnotate, and other annotation tools. Then, the materials weredriaty
themes and categories. | examined websites and marketing materiadetstand how these
materials addressed the themes and categories that emerged from renisit&rippendorff

(2004) suggests describing word/keyword frequencies to identify ceegehich | did and the
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key words were women, female, MBA, career, academic, alumni, cost, and becefiducted
systematic coding based on the various factors as noted in Hossler andé®alleglege

choice model (Hossler & Gallagher, 1987). These were student chatazteschool
characteristics, significant others, educational activities, studards;adtudent search activities,
college search for students, choice sets, and college courting activibeged specifically at
items relating to admissions processes and resources, costs, and benefits.

This information was used to inform both the student questionnaire and interview
protocol. In the student interviews, | determined if students directlyeefés these materials as
key informational resources. In addition, | used both textual and graphicatiarwdlthe
materials to see how they used content and photos to appeal to prospective femakelsiaddnt
on the number of women in the materials. These themes and categories were dat;uandnt
the researcher reviewed the student interview transcripts to seesihtlgsrials were cited by
the interview participants (Merriam, 1998). | analyzed the websites of thedwools where |
conducted my interviews to determine whether items from the interviewsadéressed by the
schools’ websites and marketing materials. Documents referenced dharimgetrviews and
analyzed during the content analysis were added to the process flow to show wiere in t

process these materials were consulted by students as reported in the iaterview

Recruiting Events

Data Collection

| registered online and/or by phone with the business school admissions offiteado a
recruiting events including information sessions and/or webinars. | alsteregi and attended
the Forte Foundation’s MBA Forum. During these events, | took notes aboust topered and

observations during the event. If materials were provided at the eventgctemlihose items
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and logged them into the marketing materials and website list as reféraribe content
analysis section above. When possible, | recorded portions of the events fofdateicee

Following the events, | wrote reflections about the recruiting event.

Data Analysis

I compiled my notes and reflections after attending all the events. d cedearring
content areas covered during the events which were admissions criteBngcEMAT, GPA,
essays, and interviews. | created matrices that showed similarsapitas GMAT, GPA,
interviews, and essays. | then verified whether the content covered irettie were also
referenced on schools’ websites and marketing materials, and | made a hetalgfiment or

lack thereof.

PHASE TWO
Phase two involved the data collection and analysis of an online student survey and

student interviews.

Figure 3.4 Phase Two Methods

PHASE ONE PHASE TWO

Student Survey

Data Collection

An online survey was created to collect information from femalé;year, full-time
MBA students. Information and a link to the online survey were included in an iowipstcket
for prospective student participants that were sent out by the admissions ard#ot affairs
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offices. Students willing to participate in the study were asked to contpéetaline survey that
included demographic information, background, and educational history. On the survaysstude
were asked whether they would like to participate in an interview for the. stud

| piloted the student survey and the interview protocol with a group of various female
graduate students at a local school that is not one of the data collection siie$eetiback
helped me to refine my survey in the following ways: | reviewed questiomsthe Forte
survey to identify questions that | could replicate in my questionnaire, atjawe to better

triangulate the quantitative data with the qualitative data from the interviews

Student Interviews

Data Collection

One of the challenges of this study was to identify and gather a sufficierider of
students. This challenge was a result of the limited number of women in MBA pogiidne
goal was to interview at least 10 students from each school. In order to ardeatsto
complete the survey, a $25 gift card was raffled with a target of atlleasudents per school to
receive a gift card. All students who indicated an interest in being iexezdi participants were
interviewed and compensated with a $25 gift card.

| worked with key contacts in admissions, career services, and studerst @iffiie
various business schools to identify potential interview participants. Due to theFed
Educational Rights and Privacy Act (FERPA), | did not have access to student contac
information directly. | drafted an email that the business school costdtso their first-year
female students about the study along with a link to the online survey described abbge. If t
students were interested in participating in the interview, then they iedittair willingness to

be interviewed on the student survey. | created and sent an invitation packet in¢luding s
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information, consent form, and other documents to respondents via email. The Elite School and
the High Value School sent the study announcement to the school's women’s business
associations to identify potential participants. | contacted all the studbntexpressed an

interest in being an interview participant. The schools arranged a room whsite | conducted

the interviews for students during the school day. The women'’s club leaders athoails atso
distributed an email with a link to the student survey URL.

Once the surveys were completed, | reviewed questions from the Forte kauodéhe
survey to identify questions that | worded similarly in my online survelyisterview protocol. |
conducted interviews using the critical incident technique with currentjril-first-year MBA
female students (ages 22 — 30) at the business schools. Flanagan (1954) introdutexdkthe
incident technique (CIT) as a procedure aimed at identifying key decisios pathimilestones
by taking reports from qualified observers focusing on: general ainms, @tal specifications,
collection of data analysis, and interpretation and reporting. A criticdleintis an activity or
occurrence that has made a contribution, either positively or negatively to infthemrce
thoughts on an experience. Participants typically described their expsrigntelling a story. |
analyzed the interview data to identify factors, resources, and influgrategsomen identify as
being involved in selecting, applying to, and enrolling in an MBA program. Thosedact
include costs, benefits, and considerations when applying to MBA programs.

To describe and map the admissions processes for the student participantsjythis st
included an open-ended, semi-structured interview lasting up to 30 minutes. Thewstervie
were conducted in person with an interview protocol approved by the InstitutionaWRZoaed
(IRB). The interviews were audio recorded, and the researcher alsda@motes during each

session. The interviews were conducted at an approved space at each candpousn (3991)
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describes the strength of an interview in its ability to elicit storiesy®lling is “a meaning-
making process.” Thus, students were asked to share academic and caesedlging the
interview.

Questions about students’ MBA program investigation process and program decision-
making were asked. | encouraged a dialogue with the students during the intekgi@art of
the interviews, | asked full-time MBA students about photos in the materisans of
male/female ratios as well as any content that refers to femaletstudgolvement in the
aspects of the business program or business school environment.

| gave students the interview transcripts for their review (membekch&be
participants were asked to review the transcripts and to verify the acafitheytranscriptions.
They were allowed to clarify or to modify areas that they felt reguifarification or changes.
Students also were encouraged to contact the researcher via email or pgheyaaitadditional
comments. Participants received $25 gift card for participating in thwigte

All the audio recordings were transferred from my digital recorder ttaptgp and to
external drives. The interviews were transcribed, and then coded to identigsthach
categories. Notes before, during, and after the interview sessions aveeitved and
examined. Electronic files were stored on my home PC, external drives anbisiotage

space, and physical files were stored in a project binder in my home.

Data Analysis

The analysis of the data was done by comparing themes that wereadantifie
transcribed interviews across participant responses. | conducted dicstardeng based on the
various factors as noted in Hossler and Gallagher’s college choice modek(Ho&sllagher,

1987). | analyzed the information for patterns across school sites. Thesaohths data from
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the interviews revealed recurring themes and categories, and thisatitoriwas verified during

the content analysis. The units of analysis were recorded on a matrix whptared common

themes and categories. The chart (Table 3.5) that follows shows how | opéizaibtiee

theoretical framework in my methods as | conduct my research.

Table 3.5

Theoretical Framework Operationalized

Hossler &
Gallagher’'s

College Choice
Factors
Student

Description

Required or valued

Example

Quantitative courses; GMAT

Protocol

Academic background

Characteristics | attributes in scores; UGPA; undergraduate
successful students | major
School Required or valued | Environment, Safety, Facilities, School Offerings And Services
Characteristics | attribute in desired Proximity to Centers

schools

Significant Others

Influencers involved
in decision-making
process

Influence from family, friends,
acquaintances, others

Information Sources

Educational
Activities

Required or valued
activities for
prospective students

Courses, clubs/organizations,
international study

School Offerings And Services

Student Values

Values or beliefs th
students hold in
school/program
choice

htl eadership, team orientation,
individual achievement

Personal
Characteristics/Attributes

Student Search | Activities involved in | Website, marketing materials, | Information Sources and
Activities school/program events, talking to others School Marketing & Recruitment
choice
College Search Fon Activities Website, marketing materials,| School Marketing & Recruitment
Students colleges/universities | events, social media
engage in for
outreach and
recruitment
Choice Sets Which schools Rankings, program School Offerings And Services
prospective students| specializations, career
apply to and accept | placement
College and Activities schools Recruitment packages, outreatischool Offerings And Services
university courting | engage in for by university (faculty, staff,
activities attracting admitted | etc.), financial package

students

| used process flow diagrams, and | marked common parts of the process flows that

emerged during the interviews. Process maps were used to show transpadeoggortunities
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for quality improvement (Deming, 1982; Hall and Johnson, 2009). Specific flow charts
including swimlane diagrams, or diagrams showing movement of process from ohelstake
to another, were used to show the interaction of different individuals and groups during
processes. For similar milestones or points that emerge from multipkaantgrarticipants, |
used computer-diagramming tools such as Visio to create process flow diageen&ppendix

| for process flow diagrams.

PHASE THREE
Phase three involved the triangulation of data from all the data collectitrods.

Findings and recommendations were compiled following the analysis.

Figure 3.5 Phase Three Methods

PHASE ONE
. Content Analysis

PHASE THREE
Findings

PHASE TWO

Triangulation

This analysis allowed me to identify trends and statistical informatiatetdify key
attributes and characteristics of successful women in MBA programs, antgpared this data to
the student survey results. The analysis provided background information that thtbeme
gualitative research design elements. | then compared the themes found in thieac@iysis
including academic, extracurricular, and career benefits, recruitergs\and the interviews to
look for recurring themes and influencers in the quantitative analysis. Usimgalitative
methods to understand trends and to map out detailed processes, | identified what wome

consider as they decide to and enroll in specific MBA programs.
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Credibility

The credibility of the study relates to the objectivity of the resegratigch is important
throughout the research. The researcher puts in place a check to mairgaicutiaey of the data
by asking each participant to review and to verify the transcriptionrohtesview. The
credibility of the research depended partially on the assumptions of thehesedias was
minimized through the use of clearly defined processes and rationalesafeotiattion
methods, analysis, and presentation. My knowledge about MBA programs giyssiny
position at an MBA school helped me in understanding the full-time MBA student gopulat
but I may have had biases resulting from my experiences having worked witimgastudents.
To counter my researcher bias, | grounded my research in motivation and lveoegmthile
incorporating data sources collected by others and use of member checks.

Patton (1999) states that triangulation contributes to the credibility of the stud
Therefore, | made every effort to use objectivity in the study usingiimgtdation of interview
information, online survey results, and content analysis of websites andinrkaterials. |

checked for my assumptions by piloting the interview protocols and the demognapkei. s

Generalizability
The data can be generalizable only in so far as the sample is representativide
enough set of participants. Although there were students from one tier of ranked$usine
schools, female students from varied ethnic groups from each school wetedaproviding a
multiplicity of perspectives. Business schools were asked to send the questitmadliwomen
in the full-time MBA program. Lewis & Ritchie (2003) describe geneadilility as a way to
connect findings to populations outside the study while building theory for universiaiaippl.

Generalizability may be challenged given the small sample set@@énts interviewed. The in-
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depth information from the qualitative analysis was reviewed in conjunction witjuthitative

components of the study.

Internal Validity

The study used multiple methods of data collection: interviews, online questionnaires
and content analysis. Although | used triangulation by looking at the contergianatp the
interview results and survey, | created other strategies to promotewatidireduce bias
(Maxwell, 2005). Triangulation with the different methods reduced the chantesutants are
providing answers that were politically correct or expected. Interviewwsda context for
participants’ comments while connecting their experience with otherske meaning from
experience (Seidman, 1991).

Participants were actively involved in the data collection and analysisgstod@hey had
the option to review the interview transcriptions and were encouraged to providecfetba
ensure validity. | also maintained the confidentiality of the particgpanénsure the validity of

the study by replacing names with codes.

Reliability
To document the process for replicability and for audit purposes, | createdd proje
schedule that documented the tasks conducted during the research study. By déseribing
processes used throughout the study, other researchers could also follokarasennais of steps.
Replication confirms a study while ruling out competitive theories or modetsg(l.4990). Not
only did | create interview protocols and survey questions, but | also provided documnentat
about the development, administration, and analysis of the data collected. The docomentati

included the procedure and notes during the research processes. See Appendix H.
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Lewis & Ritchie (2003) describe the internal checks on the quality and intgirpnedf
the data while ensuring that the reader receives information about thelngmeasss. These
steps can provide detailed documentation for future researchers who would like to conduct

similar research.

Ethical Issues

To make sure that the participants’ information and identities remainédeaal, |
implemented security checks during the data collection and analysis psoddssenformation
was scanned and reviewed to ensure that names were not included on the information. The
information provided during the interviews could have brought both positive and negative
experiences, so | reiterated the confidentiality that was involved. logeek provided, and
explained an informed consent form to the participants so participants understquirpose of
the study and implications of their participation in the research. It wasrtamt that |
maintained the anonymity of the participants during the transcription andsnafiyhe
documentation. Each participant was given a code, and students were refaneayimously
in the findings documentation. Interviews can be emotional, so context and consequences
associated with storytelling were considered during internal reviewd laggorovals (Mcintosh &
Morse, 2009).

The digital recordings for this study were maintained in a secuneenaensuring that
the information during the data collection and analysis was kept confidential aaceatie.
Confidentiality was an issue as interview participants may not havedvanibe identified.

Given the nature of the study, the business schools could not ethically share student
information with me. Universities remained in compliance with FERPA regataby initially

sending study information to students. By students then opting in to completing the online
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survey and agreeing to participate in the interviews, the researcher theeabptrsonal

information only after the students provided permission.

Summary
By conducting qualitative analysis of recruiting events, interviewsiren#leting and
website content, | found information that could inform business schools about the whmen w
attend top 25 programs. The data collection methods and analysis were used to gather and to
interpret the data. The next section covers the findings from the reseadutted at the

various sites.
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CHAPTER FOUR: Findings

Introduction

During the months of March and April 2012, content analyses of marketing brochures
and websites were done for two top 25 business schools. Through data collection, the ¢goal wa
answer the following research questions:

1. What processes do women engage in when making their decision to apply taaefiIBEA
program?

e Gathering information about MBA programs

e Exploring alternatives to MBA programs

e Selecting to apply to MBA programs over/in addition to alternatives
2. What are the perceived costs and benefits of an MBA program?

3. If there are perceived barriers in applying to MBA progrdms; do women overcome those
barriers?

4. What can business schools do to help women during their decision-makoegs and in the
transition to the program?

Findings were identified by looking for general categories of infoonand recurring
words and themes such as admissions, criteria, costs, and benefits. In the §rochsites,
surveys, and interviews, the researcher looked for general cateyudi@sywords using
predetermined categories from the review of college choice literatineselcond round of
coding marketing materials included categories of responses that camsuireey and
interview transcripts. For the interviews, the researcher transcribeecthrelings, looked for
general categories of information relating to admissions and negdkeywords. Then,

categories were created based on the literature. Recurring itemsaded accordingly. In
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interviews, the researcher looked for patterns and themes that emerged iaghaf precesses,
resources, cost/benefit analysis, overcoming barriers, and other aatiag tel admissions.
Major findings emerged when data represented greater than or equal to S@paticipants
during the analysis of both interview and/or survey data.

In this chapter, | first describe the sample and the demographics in the $halfindings
and conclusions will be presented in the following manner in response to the fowhesear
guestions:

1. Sample and Demographic Background

2. Processes and Resources for Recruitment and Admissions

3. Costs and Benefits In Pursuing MBA

4. Rationale For Overcoming Barriers To Doing An MBA

5. Action Business Schools Can Take To Increase Female Applicants

Sample and Demographics Background

The focus of this study was to examine the decision making process of how females
students in the first-year of the full-time MBA program decided to appgbysmess programs.
The full-time MBA admissions offices at two business schools sent an emastipefar female
MBA students and invited them to participate in an online survey and to be interviewed by me.
Of the potential 170 female, first-year students, a total of 35% (59 students) respotiged t
online survey, and 56% (33 of the 59 survey respondents) agreed to participatetorftae
interviews. The Elite School had 24% of the total female students who dethile survey.
However, the High Value School had a higher response rate as 52% of the farttedadass

completed the survey.
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Both schools initially sent out communications about the survey via email from
admissions offices. However, students in the High Value School promoted the study to one
another on their Facebook page dedicated to the women in their class, which mayreagednc
the participation rates in the survey and interviews. In addition, discussions alsdaenomg
the High Value School students also generated an awareness of the study. Assairesyl
respondents in the High Value School were doubled. In addition, interview participanthé&

High Value School represented 27% of women in the class as opposed to the 14% of women in
the Elite School class.
Table 4.1

Numbers of Female Students Who Participated In The Study

Elite School High Value School Total
Total 2013 360 223
Students (Male and Female) (Male and Female)
Female 2013 104 29% of entire 66 30% of entire| 170
Students class class
Survey 25 24% of 34 52% of 59
Respondents females in females in

class class
Interview 15 60% of 18 53% of 33
Participants survey survey
respondents respondents

Students in the study ranged from age 24 through 30. The majority of the students who
participated in the survey were age 27 (25.42%) and age 28 (27.12%). The average age of
students in both full-time MBA programs at both schools was 28. See Table 4.2 to g2 the a

distribution of survey participants.
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Table 4.2

Age Distribution of Female Survey Respondents

Number of Number of

Female Female
Survey Survey Total Number
Respondents Respondents of Female
in Elite in High Value Survey Percent of Female
School School Respondents At Survey Respondents
Both Schools At Both Schools
Average Age Of 28 28
2013 Class
Survey Sample
24 0 1 1 1.69%
25 2 3 5 8.47%
26 3 4 7 11.86%
27 7 8 15 25.42%
28 9 7 16 27.12%
29 2 7 9 15.25%
30 0 2 2 3.39%
Prefer Not To Say 2 2 4 6.78%
TOTAL 25 34 59

The students surveyed came from a variety of backgrounds and majored in diverse
subjects in their undergraduate degree programs. Seventy-five percent (45 o@)fahe
women surveyed noted that they did not apply to any other masters or doctoral programs
previously. The majority of the students surveyed had business/management (23.78948) or s
science undergraduate majors (22.03%). A higher percentage of surveyed dtadettis Elite
School had undergraduate business/management majors (17%) while a highergeeofenta
students from the High Value School had social science majors (17%). Howe\Hitethe
School and the High Value School have similar percentages of business/martageme
engineering, and computer science students in their class as a whole. Althaughelie
participants’ percentages are lower compared to the schools’ clagtcstdtiere is

representation across all the undergraduate degree categories.
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Table 4.3

Undergraduate Degrees of Female Survey Respondents

Numbe Percen Numbe Percen
r of tage of r of tage of
Female Total Female Total
Survey  Elite Survey  High
Respon School Respon Value
dents at Percen dentsat School
Elite tin High  Percen
School Class Value tin
of School Class
2013 of
School 2013
Profile School
S Profile
(Male S
(Male
Undergra and Total
duate Femal Count of Female Survey Percentage of Female
Degree e) Respondents Survey Respondents
Business 10 31% 4 30%
or
Manage
ment 14 23.73%
Social 3 10% 10 0%
Sciences 13 22.03%
Humanit 3 7% 4 32%
ies 7 11.86%
Not 4 0% 2 0%
Provide
d 6 10.17%
Enginee 2 16% 3 19%
ring 5 8.47%
Econom 3 21% 1 12%
icS 4 6.78%
Fine 1 ? 2 0%
Arts 3 5.08%
Science 0 4% 3 0%
or
Mathem
atics 3 5.08%
Comput 0 4% 2 7%
er
Science 2 3.39%
Other 1 % 1 0% 2 3.39%
TOTAL 25 100% 34 59
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The students in the full-time MBA programs had varying levels of work experamt
supervisory experience. The majority of the students surveyed have one tcafsunfye
experience (45.76%) and five to nine years of experience (45.76%). The averagd yeak
experience at both the Elite School and the High Value School was five yearsdasnidble

4.4,
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Table 4.4
Post-Baccalaureate and Supervisory Work Experience Years of Female Survey Re#sponde

Elite School
Number of

High Value
School
Number of
Survey
Respondents

Post-
Baccalaureate
Years of Work

Number of
Female Survey Percent of Female
Respondents = Survey Respondents

Survey
Respondents

Average Years of 5 years 5 years
Class of 2013
Survey
Respondents
1to 4 years 12 15 27 45.76%
5to 9 years 12 15 27 45.76%
Not Provided 1 4 5 8.47%
TOTAL 25 34 59
Elite School High Value
Number of School Number of
Survey Number of Female Survey Percent of Female
Supervisory Years Respondents  Survey Respondents Survey
Of Work Respondents Respondents
Less Than 1 year 13 16 29 49.15%
1to 4 years 8 12 20 33.90%
5 to 9 years 3 2 5 8.47%
Not Provided 5 0 5 8.47%
More Than 9 Years 0 0 0 0.00%
TOTAL 59

The students represented varying backgrounds in industry and function. The nodjority
the women surveyed want to stay on the same schools’ coast post-graduation, iG€leling
(15/25) students in the Elite School and 70.4% (19/34) in the High Value School. This sdicate
that location may be tied to the decision in selecting a school. Of the funclierepeeed, the
top three functions of surveyed students include marketing (11.86%), consulting (8.47%), and
finance (8.47%). The 2013 class also had similar numbers of students in Marketingti@pns
and Real Estate. The majority of survey respondents came from theseyatdhe Elite School

showed additional representation in investment banking as noted in Table 4.5.
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Table 4.5

Pre-MBA Job Function of Female Survey Respondents

Pre-MBA Job Number of Percent of Number of Percent of Number of Percent of
Function Elite School Survey High Value Survey Survey Survey
Survey Respondents in School Respondents Respondents Respondents

Respondents Elite School Survey in High
Class Respondents| Value School
Class

Other — 3/104 2.88% 4/66 6.06%

Marketing 7/170 4.12%

Consulting 3/104 2.88% 2/66 3.03% 5/170 2.94%

Not Provided 3/104 2.88% 2/66 3.03% 5/170 2.94%

Other — Finance 3/104 2.88% 2/66 3.03% 5/170 2.94%

Advertising 2/104 1.92% 2/66 3.03% 4/170 2.35%

Business 0/104 0% 4/66 6.06%

Development 4/170 2.35%

General 0/104 0% 4/66 6.06%

Management or

Leadership

Development 4/170 2.35%

Accounting or 2/104 1.92% 1/66 1.52%

Controller 3/170 1.76%

Operations or 2/104 1.92% 1/66 1.52%

Production 3/170 1.76%

Sales 1/104 0.96% 2/66 3.03% 3/170 1.76%

Administration 0/104 0% 2/66 3.03% 2/170 1.18%

Human 0/104 0% 2/66 3.03%

Resources 2/170 1.18%

Investment 1/104 0.96% 1/66 1.52%

Management or

Research 2/170 1.18%

Market 2/104 1.92% 0/66 0%

Research 2/170 1.18%

Product 0/104 0% 2/66 3.03%

Management 2/170 1.18%

Engineering 0/104 0% 1/66 1.52% 1/170 0.59%

Investment 1/104 0.96% 0/66 0%

Banking 1/170 0.59%

Lending 0/104 0.% 0/66 0% 1/170 0.59%

Merchandising 1/104 0.96% 0/66 0%

or Retail 1/170 0.59%

Real Estate — 1/104 0.96% 0/66 0%

Development 1/170 0.59%

Strategic 0/104 0% 0/66 0%

Planning 1/170 0.59%

Other 0/104 0% 2/66 3.03% 0/170 0%
TOTAL 25/104 24% 34/66 51.53% 59 34.71%
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Processes and Resources for Recruitment and Admissions
Research Question One: What processes do women engage in when making their decision to

apply to a full-time MBA program?

Survey participants were asked to rate a Likert scale question from One (Not a
Factor) to Four (Definitely a Factor) about 18 resources and activities during the
application process including website research, rankings publications or websites, school’s
marketing materials, spoke to school representatives, school info session (on site), school
info session (web), campus tour of schools, department visits, organization event
attendance (e.g. Forte), graduate school fair attendance, speaking to professors about MBA
programs, speaking to boss about MBA, speaking to work colleagues about MBA, speaking
to counselor about MBA, speaking to family member(s) about MBA, speaking to friends
about MBA, social media, and other.

At both schools, the following were the top five activities or resources consulted as a
definite factor: rankings, website, spoke to family, spoke to friends, and attended
information sessions. Fifty-two percent of survey respondents at the Elite School (13 out of
25) and 38% at the High Value School (13 out of 34) mentioned that the school’s marketing
materials are somewhat a factor while four students from the Elite School and eight
students from the High Value School stated that marketing materials were definitely a
factor. Sixty-four percent (21 out of 33 interview participants) noted that they received
marketing materials, and 27% (nine of out 33 interviewed students) mentioned that
brochures are a waste. When the researcher looked for electronic versions of the full-time
MBA brochures, the Elite School had a downloadable PDF of the brochure on their website

while the High Value School prompted prospects to fill out an online form to request more
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information. See Table 4.6 for information about students’ consideration of marketing

materials.

Table 4.6

Participants’ Consideration of Marketing Materials In Application Process

Elite School High Value School

Number of Somewhat Definitely a Somewhat,  Definitely a

Interviewees a Factor — Factor — Survey a Factor - Factor —

Who Survey Survey Survey

Mentioned

Receiving

Marketing

Materials
Number of 21/33 13/25 4/25 13/34 8/34 38/59
Survey (64%) (52%) (16%) (38%) (24%) (64%)
Participants
Percent of 13/59 4/59 13/59 8/59 38/59
Total (22%) (7%) (22%) (14%) (64%)

One student mentioned:
| am an environmental person so | think it [brochure] is a waste. | tried not to
take one to reduce the environmental footprint. Sometimes I felt awkward at a
fair not grabbing one so sometimes | did. | would have it and look at it but for the
most part | tried to avoid it.

Across the board for the top five resources and activities, the students from both schools

reported similar rankings across the different activities or resourceshitheosurvey and

interviews. In the interviews, 100% of the students mentioned the use of websites in their

exploration process citing the importance of usability and information alsti#gsi Published

rankings consistently ranked highly among students in the Elite School addjkh&alue

School in both the survey (61% total) and interviews (79%).
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Although information session survey rankings are similar for both schools, a higher
percent of students in the Elite School (67%) attended information sessionsewdtopstudents
in the High Value School (44%). They mentioned that information sessions wernd irelpf
understanding the application process, hearing from students and alumni, and the Q&&A. The
students commented that location and professional presentations were considere@rand oth
noted that they considered fit by looking at the other prospective students in theatidorm
session. The researcher attended a Forte Foundation Forum MBA Tour event aretidhse
students collected marketing materials and spoke to business school repvesenfatiowing
the Forte event, a student said, “lI went for a class visit and info session.| sadcalready
applied, it was to confirm what | hear from other people.” Another student noted thetalue
information session as a way to interact with the school:

For the school | was waitlisted on, | attended an information session and | spoke
to one of the people in charge of the department that | was interested in. It was
more of just trying to show proof that | was really interested in the schoal.tA

get an idea, | think I did actually ask during the info session if thergythiag

that | could be working on as I'm waitlisted . . . something | can do ipphe&o

make me more competitive.

In addition to interactions with current MBA students, family members are key
influencers. Although Mullen, Goyette, and Soares (2003) report that parentai@udoas not
influence a student’s entry into an MBA program, the study showed thay fapmilions do
impact the decision-making process. Out of the 33 interview participants, 52%t(rdeats
from the Elite School and eight students from the High Value School) said tindathidy

members had MBAs and/or other advanced degrees. One interviewee emphasized the
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importance of her mother’s encouragement of graduate school: “No matter whagther will
say a phrase...It would just stay with me... You have to go and get a graduate’ dewrtder
student described her interaction with her father's MBA reunions as a trigger tdesdviiA
programs:
He [father] would talk about his classmates and his interactions with them koday.
had a chance to go with him to two of his reunions in Boston since | was living
there for school. | just had seen the people he knew and the connection they still
had 30+ years later. That was a big incentive to me knowing that he had been in a
classroom with classmates that are now CEOs of top companies and had gone on
to do incredible things professionally and personally. That was a trigger.
For students whose parents did not have an MBA, siblings served as influencerstud2mt
described her brother as the gateway to thinking about MBA programs:
It started with my brother. At that time, he was a first year studemgis
MBA. My parents were in real estate and are from Taiwan and do not have a lot
of experience with higher education. It was through my brother. From him, |
talked to people in MBA schools, and | did my own research online actually.
Unlike the students noted above, three students experienced lack of support from family
members. Two students describe their parents’ lack of support given the faragunerto start
a family. One student shared her interactions with her grandfather:
| think the benefit to coming to an MBA program and being exposed to people
with different backgrounds helps you figure out what you want to do. And then
the third piece was from a financial perspective being able to. This is funny

because when | told my grandfather why | wanted to get an MBA, he was like
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Why? You have a good job. Why would you want to do that?” He still does not
really understand.
Friends were consulted by 61% of interviewees (10 from the Elite School and 10 from
the High Value School out 33 students), and the most valued information included application
tips and business school information. A student described the value of getting honlets insig
about MBA programs, “l wanted to get my information from students that were mof tgabe
guoted on a website so that is why | talked to friends of friends.” Social medigssiist
forums, and blogs were used by 30% of interviewees (four from the Elite Scigbsikarom
the High Value School) to solicit information from friends. One student describes her
experience:
| think I also put it [feedback about business school] also on my Facebook and
Gmail chat status, and the emails just poured in just through my network of
friends. | already have a lot of friends in business school and they have friends in
business school. | probably talked to five or six people about that.

Work colleagues serve as influencers in terms of role models, but 70% of inessi€l0 in the

Elite School and 13 in the High Value School) mentioned that they would not speak about their

interest in MBA programs in the workplace. A student describes a colleaguéebbserved:
| think maybe | was also influenced by a colleague of mine. We were afla sma
boutiqgue agency together ...We were really good friends but he was pursuing his
MBA and working full-time which was | knew was unheard of but then watching
him go through it also how he was applying that in the context of work, he was
dynamic and was such a dynamo. That was like “Oh my gosh | need to do that as

that could only amplify the caliber of work I'm doing.”
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In the previous case, the student described the value of speaking with a colleagsie w
currently experiencing the program. Seeing her colleague benefitpnatpam and being able
to interact with the student/colleague regarding the experience provaléhthle student
insights to the MBA experience. See results for the top five activities sodrees in Table 4.7
below.

Table 4.7
Top Five Activities and Resources Consulted During the Applications Process
Total

Elite School Total

High Value School

Survey | Interview @ Survey Interview Survey @ Interviews
Rankings 16/25 14/15 20/34 12/18 36/59 26/33
(64%) (93%) (59%) (67%) (61%) (79%)
Spoke To Family 11/25 9/15 16/34 8/18 27149 17/33
(42%) (60%) (47%) (44%) (55%) (52%)
Website 10/25 15/15 19/34 18/18 29/49 33/33
(40%) (100%) (59%) (100%) (59%) (100%)
Spoke To Friends 8/25 10/15 14/34 10/18 22/49 20/33
(32%) (67%) (41%) (56%) (45%) (61%)
Information 7125 10/15 11/34 8/18 18/49 18/33
Session (28%) (67%) (32%) (44%) (37%) (55%)

Business schools must brand and market their MBA programs given the comapetiti
marketplace to attract prospective students (Argenti, 2000). When intervievippatsovere
asked to identify rankings publications, the most consulted rankings sourcddSvisiewvs,
Financial Times, Forbes, BusinessweakdThe Economist Students consistently mentioned
their review of rankings as a way to compare MBA programs. One stud#®rit\8&en | was
applying, there were a couple things | looked at. No matter what, | looketkatge That was
my top choice.” Another student clarified that rankings were important singevire an

indicator of post-program career enhancement: “Since the rankings of sdiesoheavily on
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the post-graduation performance of the graduates, | would say if the stualebts marketed
easily, then it is beneficial to the school.”

One hundred percent (15 out of 15) of interviewees from the Elite School said that they
consulted the school websites, citing that that they were searching forldterfglinformation:
program, curriculum, culture, statistics (women, job, class profile data), clubbeatneal
opportunities, and career-related information. Thirty-nine percent of intepadicipants (13
out of 33 students) mentioned student profiles and videos while fifty-eight percatdrofew
participants (19 out of 33 students) mentioned connecting with current students via student
ambassador contact pages. Sixty-seven percent of the Elite School intes\ae&®% of the
High Value School interviewees mention student ambassadors. Student ambkas®adefined
as current MBA students who prospective students can interact with, typicghobg, email,
or in person during business-school related admissions events. Prospective saldent
interactions and connections with student ambassadors. These experiences prspeaEr
with a context to imagine themselves in a student’s position. Although some woroedirag
to the interviews do not want to be specifically recruited via female-targeteesach programs
and events, being able to have an interpersonal exchange with an ambassador pexatie$ a |
personalization. Rather than focusing on women'’s special needs, prospectieestadents
value speaking with student ambassadors male or female about aligniegte@nd interests in
areas such as industry, functions, life balance, or other personal situations.

Both the Elite School and the High Value School deliver similar content regavidiAg
admissions information, class profile, curriculum, and student life. Both scheolisbdethe
advantages of living in the city. In addition, they both have webpages thatheoptimtos,

videos and textual content. Both full-time MBA landing pages have rotating phottiseyet
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portray different images. The High Value School shows the following rotating photbs on t
page: seven men and two women in suits, a room of primarily men in suits networkixgyfa mi
men and women on a trip abroad in non-business attire, and a male faculty membegspeaki
with a female and a male student. The overall photos on the site showed students in business
attire. Comparatively, the Elite School also had rotating photos including theifatdemale

in class wearing business casual, a mix of male and female students pfayitsg a photo of

men and women on campus in casual and business casual attire, and male and femiglénstude
class wearing business casual attire.

In addition, the High Value School shows individuals in business-like environments
primarily while the Elite School portrays both business and casual expeariddnéke the High
Value School, the Elite School has a photo of a woman in business attire adjacent il tioeir ¢
the prospective student to contact them. The High Value School has a photo of a male in a
business suit on their contact page. Moreover, the Elite School urges students tonget the
school by introducing their staff members. They show the accessibility patlraissions and
career services staff by showing both male and female staff membeies stiort biography and
their contact information. In contrast, the High Value School has a contact pageettist di
students to a general address and phone number for the admissions and careeofe®ice
The Elite School contains more photos and personalized characteristics that@pjoeaén.

For example, the Elite School also includes a section about student life includifigangni
other quotes. Both schools show images of men only in the class profile and finzagasgf
their website. Student videos and profiles were shown by both schools, yet theliie Sc
profiled female students more compared to the High Value School. However, theehtité S

showed only men on their dual degree, student life and student clubs pages while thellitigh Va
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School showed the first year experience page with a male student and theysacangberience
page with a female student. The majority of the photos used by both schools refleeed m
images of men throughout the websites.

To analyze the accessibility and content of student ambassador pages, theveludg i
a review of the schools’ web pages. The Elite School had a link to a student amba$dagor’
from the section where prospects can get to know the school. The blog page includes a heade
showing two men and three women all with backpacks. For the blog entry, a et has
a profile photo next to her blog entry title. Within the body of her blog entry, shesaddteer
experience in the MBA program. She describes her personal life, the ressmagpport
available at school, the career center resources, and involvement in studenabogasnisShe
also mentions that she is the first female president of the club for the upogeamgHer call to
action urges prospective students to come and visit the school.

In comparison, the High Value School has a visit page that contains informaiain a
student ambassadors. There is a general description of the ambassador phegeam w
prospective students are paired with a first-year student when they visit. On theghgdsand
corner of the page, there is a video of male student in a suit. In order to see a female
ambassador, a prospect must scroll down the page. The first female ambassador onghe page
listed second. Information about her undergraduate institution, hometown, previous jndustry
future industry, and email is displayed. To obtain more information about the student
ambassador, the prospective student must click on the “More” link. The detailed padéited
information about why the student chose the school, favorite experiences, and what tite stude

wished they knew about business school before attending.
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Both study schools’ student ambassador webpages had similar messaging about the
student experience, and the prospective student can see the schools’ call to agtiasitfor
However, the way the webpage content addressed the experiences differedtiaforma
content. The student from the Elite School used a narrative format by describexgpéeences
in the blog. She cited very specific, personal experiences to describe stiede@nlithe other
hand, each student from the High Value School presented his or her information inianQuest
and Answer (Q&A) format. Although the Q&A content was written in the fiesson using |,
the answers were shorter and were separated by questions. Also, the studem pinet6kte
School showed students in business casual attire while the students in the Highctiahle S
were dressed in business attire. When female interviewees wereahskedhe student
ambassador content, they valued the ability to contact students easily as weleatssstories.
However, they mentioned that they would like to see more photos of women in prime areas of
the webpages, which required less scrolling through the pages.

See Table 4.8 for information about student profile, video, and student ambassador
interest.

Table 4.8

Interview Participants’ Mention Student Profiles, Videos, and Student Ambassadors

Elite School High Value School
Number of Number of Number of Number of
Interviewed Interviewed Interviewed Students | Interviewed Students
Students Who Students Who Who Mentioned Who Mentioned
Mentioned Mentioned Student Profiles and | Student Ambassador
Profiles and Ambassador Videos
Videos
Number of 6/15 10/15 7/18 9/18
Interview (40%) (67%) (39%) (50%)
Participants
Percent of 6/33 10/33 7/33 9/33
Total (18%) (30%) (21%) (27%)
Interviewees
(33)
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To understand the importance of business school interaction with applicants, the survey
included a Likert scale question from oNo{ A Factor) to threel§efinitely A Factor) on about
10 campus activities during the application process including the admissions dapartme
financial aid department, career services department, student clubsatigaisi research
centers at business schools, student services/affairs office, alummaasspspeaking to
professors in MBA program, and speaking to other staff at business schootievmer students
listed interactions with specific business school departmerssnaswhat factor. The top five
groups that students interacted with in terms of frequency are: admissions, student
clubs/organizations, career services, alumni association, and financial ailalfk=d.9 for a

summary of business school department interaction.
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Table 4.9

Top Business School Departments Consulted During the Applications Process

Elite School High Value School
Survey Survey
Interviewees | Somewhat A| Definitely | Somewhat | Definitely | Somewhat | Definitely
mentioned Factor - A Factor - | A Factor — | A Factor - | A Factor — | A Factor —
Survey Survey | Survey Survey Survey Survey

Admissions | Elite School: | 12/25 4/25 11/34 8/34 23/59 12/59
Reps 15/15 (100%)| (48%) (16%) (32%) (23%) (38%) (20%)

High Value

School: 18/18

(100%)
Career Elite School: | 4/25 2/25 6/34 1/34 10/59 3/59
Services 15/15 (100%)| (16%) (8%) (18%) (3%) (17%) (5%)

High Value

School: 18/18

(100%)
Alumni Elite School: | 3/25 2/25 6/34 2/34 9/59 4/59
Association | 15/15 (100%)| (12%) (8%) (18%) (6%) (15%) (7%)

High Value

School: 18/18

(100%)
Student Elite School: | 8/25 4/25 9/34 3/34 17/59 7/59
Clubs or 8/15 (53%) (32%) (16%) (26%) (9%) (29%) (12%)
Organizatio | High Value
ns School: 8/18

(44%)
Financial Elite School: | 5/25 2/25 1/34 0/34 6/59 2/59
Aid 2/15 (13%) (20%) (8%) (3%) (0%) (10%) (3%)

High Value

School: 0/15

(0%)

Interviewed students mentioned key business school groups, yet the survey results

showed that smaller percentages of that wider group of students actiiatiiefactions with

these groups were less influential. All the interviewees mentioned the img@dhadmissions

representatives, yet surveyed students from the Elite School and the HigiSehaa reported

the following: 39% of students reported admissionsomsewhat factor (12 from the Elite
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School and 11 from the High Value School) and 20% of students reported admissions as
definitelya factor (four from the Elite School and eight from the High Value Schodhenw
admissions departments were consulted, students noted that application tips anueetjuire
information were most helpful. A student said that it would be of real value to spbak wi
admissions officers “or someone in the program who could give me insights irsimoladife.”
Another student described how admissions officers helped her in the application gi¢éss:
second time around, | spent some time with the admissions representativeselhhereeasking
some questions | had to help prepare for the essay writing | was going to hé& dawag
students mentioned that they found it helpful to speak with admissions officers wheveteey
waitlisted, and they obtained feedback about providing a more competitive application. A
negative experience with admissions impacted a student’s view of a school:r8tandehat |
was admitted in the last round and there were so many steps to go through, but bythid s
the service | obtained after admissions ... [left] room for improvement.”

Although 100% of interviewees mentioned career services, the survey shows that
students reported varying levels of career services as a factor. Regaré@gservice ratings,
survey respondents from the Elite School and the High Value School provided resulteniyere
a third of students showed those services teoneewhabf a factor (four from the Elite School
and six from the High Value School), and only two students from the Elite School anrdrone f
the High Value School noted career servicededmitelya factor. When asked what they wish
they knew about MBA programs before applying, interviewees shared said thatthle have
done more research relating to career service offerings and placement tiivior Fiéty-eight
percent of students (seven from the Elite School and 12 from the High Value Scaottnad

that looking for career service offerings and employment statistiesivaportant. More
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students from the High Value School described how they would have looked at the companies
that hire at the school, noting that information may have impacted theid&oilions. During
one interview, a student shared, “I was also looking at full-time placemesntratancrease in
salary, internships, that kind of thing.” Another student stated the importance af¢lee center
as a resource from the perspective of a current student:
| really talked to them about the culture at the school, how they felt their
classmates supported them, their career services, and how they helped them. 1|
was considering changing careers so that was really important to me.
Bledsoe and Oatsvall (2009) describe that alumni career success may bg aee
indicator of a school’s value. Although the alumni network seemed to be important to students
the interview and was mentioned by all the interviewees, only nine of the 59 sespendents
said the alumni network somewhat factor (three from the Elite School and six from the High
Value School), and two from the Elite School and two from the High Value School mentione
alumni aredefinitelya factor. A student cites key factors in choosing a school including alumni
and mentions it twice:
| would say that obviously the reputation of the school, the alumni, the strength of
the alumni base, and the areas of strength within the MBA program...was
important to me in addition to having the well rounded experience and going to
one of the top 15 schools.
One interviewee from the Elite School and three from the High Valnedbacknowledged the
value of an alumni network, but they note the limitations of speaking with older alurenitbie

changes in programs, application process, and the job market over time. Thetatmets
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preferred speaking to younger alumni about recent application, program, and keb mar
outcomes.

Almost half of interviewees (eight from the Elite School and eight frontHtgk Value
School) mentioned that they were drawn to club offerings and student organizagspsuhd
networking opportunities and to explore career options. However, 28% of students (17 out of 59)
shared that clubs and student organizations s@reewhat factor (eight from the Elite School
and nine from the High Value School) while 12% (seven out of 59) students repobeds
definitelya factor (four from the Elite School and three from the High Value School)gh&hi
percentage of students at the Elite School mentioned the impact of clubs as ediaqtared to
the High Value School. One student mentioned how a club’s activity drew her to a school:

Also, just the fact that it's in [city] and their business of [industry] club sékens

it was legit and really active. So it seemed like a real industry that pectplkly

pursued here and not just a few people were interested [in that] type of deal.
Another student talked about how that clubs allowed students to learn about differeniesdustr
“What | didn't think | would be interested in is the healthcare industry. [Newaht to join a
healthcare club because socially you can connect on a personal level.”

Although all 33 interviewees identified financial costs as an area of concerey sur
respondents did not report financial aid offices as playing a high influelecetheir
consideration of MBA programs. Only five students from the Elite School and one frdtigtine
Value School reported financial costssasnewhat factor, and only two students from the Elite
School and none from the High Value School surveyed reported financialdefiratelya
factor, meaning that most students did not reach out to financial aid offices dhariagpdication

process despite their concerns about cost.
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During the interviews, the researcher asked students what they thouglessbussihools
considered when evaluating prospective MBA candidates for admissions. (stacshts
mentioned similar criteria including Graduate Management Admission TesA{(gFNbrade
Point Average (GPA), essay, work experience, interviews and lettersoaimeandation. Table
4.8 below demonstrates that GMAT, GPA, work experience, and essays were mentithreed by
interviewees. Ninety-three percent of the Elite School students mentionessalys @/hile only
50% of the High Value School students mentioned essays. The students internoeviefr
Elite School show higher percentages of mentioned admissions criteepti(&#€A, higher
rates than the High Value School). The Elite School website has five pages on admissions
criteria while the High Value School has two pages. Interviews and lettexsommendation
were not emphasized by Elite School and High Value interviewees, showing aestination
of the role of this criteria compared to information provided on the website. Althbeigh t
students articulated an understanding of the admissions criteria througipgtiemtaon strategy,
the way they weighted of the criteria seemed to be different from whassidns personnel
described on websites and information sessions. See Table 4.10 for admissiaas crite

mentioned by interviewees.
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Table 4.10

Admissions Criteria Considered By Interviewees During the Applications $&oce

Total Interviewees
Mentioned Criteria

Number of Elite
School

[ CIVIEWEES
Mentioned
Criteria

Number of High
Value School
Mentioned Criteria

GMAT 14/15 16/18 30/33
(93%) (89%) (91%)
Essay 14/15 9/18 23/33
(93%) (50%) (70%)
Work Experiencel 12/15 13/18 25/33
(80%) (72%) (76%)
GPA 9/15 11/18 20/33
(60%) (61%) (61%)
Interviews 4/15 1/18 5/33
(27%) (6%) (15%)
Letters of 3/15 0/18 3/33
Recommendation (20%) (0%) (9%)

The researcher went online and consulted marketing brochures to create an oatimessions

criteria. See Table 4.11 for admissions criteria noted on marketing rnsasemcbwebsites.
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Table 4.11

Business School Website and Marketing Brochure Admissions Criteria

Elite School Admissions

Criteria

High Value School

Admissions
Criteria

Online Application Yes Yes
Undergraduate Degree (4-year) Yes Yes
GMAT Yes Yes
Work Experience (no?) (no?)
Letters of Recommendation Yes -2 Yes -2
Essays Yes — 2 required and 1 optional Yes — 3 requiratian
optional
Interview By Invitation Conducted At
Discretion of
Admissions
International English Language Proficiency Conditional — TOEFL Test or TOEFL Test or

Pearson Test of
English Academics
(PTE)

Only if admitted;
Upload unofficial

Exam International English Language

Testing System (IELTS)

Official Transcripts Only if admitted; Upload unfial

Resume Yes Yes
Reapplication Available Yes Yes
Additional Materials Yes Yes

Math Requirement Recommendation to have differentia Not indicated on

calculus and statistics website
Number of Application Rounds 3 3
Schedule Quarter Semester

Hoefer and Gould (2000) concluded that undergraduate GPA and GMAT were predictors
of program success. In general, the interviewed students provided similarsawkea asked
what business schools looked for when evaluating prospective students. However, students
shared additional criteria besides GPA and GMAT scores. The major anibéed by
interviewees include the following: 91% mentioned the GMAT (30 out 33 interview&¥%)
mentioned essays (23 out of 33 interviewees), 76% mentioned work experience (25 out of 33
interviewees), and 61% cited GPA (20 out of 33 interviewees). One interview studerstedgge
the GMAT as a way to prequalify students: “Certain GMAT scores are mmithresholds. If

you meet the mark, you would be considered. To be selected from that pool of appheaats, t
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had to be something else.” Another student described the admissions critevadevye
business schools:
Everyone looked at the GMAT. Everyone required a resume. Everyone required
letters of recommendation. Everyone required at least two essays. | tlwhk al
them one of the essays was a personal statement and like your goals and stuff.
Other than that, let's see, general background information.
Seventy percent of interviewees (n=23) mentioned essays when speakindnalamuiication
criteria, and only three interviewees mentioned letters of recommendalibaesstudent
interviewees said that the most difficult parts of the application processheeessays and
recommendations due to the differing formats and the time required to cothpkstatems.
Given the requirements noted on the business school marketing materials anesyvtlasit
information provided by interviewees demonstrated that students were ableiticaokta
understand key admissions criteria.

In general, the main findings from the influence of the application process steishow
that rankings and websites are the most consulted resources, and familyratsdpiiag a role in
the program discovery process. Prospective students consider interactions wiihoagmis
departments, career services, and alumni networks when researching school. Students’
understanding of admissions criteria aligns with the information provided on thedsusine
schools’ marketing materials and websites. After conducting theircbsestudents then

assessed the costs and benefits of pursuing an MBA.
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Costs and Benefits In Pursuing An MBA

Research Question Two: What are the perceived costs and benefits of an MBA program? If
there are perceived barriers in applying to MBA programs, how do women overcome those

barriers?

Data about perceived costs and benefits were gathered from the surveteanews.
When asked about the following costs, survey respondents gave their answersin schik
guestion ranging fromot concerned (one) teery concerned (three). In looking at thery
concerned column, there were differences between the Elite School and theaHigiSg¢hool.
Students from the High Value School reflected higher percentages\fieth€oncerned
column compared to the Elite School. Students concerns included large finarnsigéeosre
limitations related to people important to them, competition, the need to postporegmdrave
a child or other plans, and stress associated with the program. The Higlstdkersts had the
biggest difference in the Very Concerned column relating to stress (8 studsnits Zastudents)
and competition (8 students versus 1 student). Based on the demographic information in Tables
4.3 and 4.5, students from the High Value School came from less quantitative undergraduate
programs and industries that are predominantly female which may have imip@atedtings of
stress and competition. In addition, the students from the High Value School were more
interested in career switching while the Elite School students were opénetocaireer
switching or career enhancing. The major costs addressed in the surdega@iieed in Table

4.12.
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Table 4.12

Costs Considered During the Applications Process

Interviewe
es
mentioned

Elite School

Somewhat
Concerned -
Survey

Very
Concerned
- Survey

High Value School

Somewhat
Concerned
- Survey

Very
Concerned
— Survey

Somewhat
Concerned
— Survey

Total

Very
Concerned —
Survey

Large
Financial
Cost

Elite
School:
15/15
(100%)
High
Value
School:
18/18
(100%)

9/25
(36%)

5/25
(20%)

9/34
(26%)

11/34
(32%)

18/59
(31%)

16/59
(27%)

Severely
Limits Time
| Have With
People
Important
To Me

Elite
School:
6/15
(40%)
High
Value
School:
7/18
(39%)

11/25
(44%)

225
(8%)

14/34
(41%)

6/34
(18%)

25/59
(42%)

8/59
(14%)

Is
Competitive

Elite
School:
15/15
(100%)
High
Value
School:
18/18
(100%)

11/25
(44%)

1/25
(4%)

11/34
(32%)

8/34
(24%)

22/59
(37%)

9/59
(15%)

Requires me
to postpone
marriage,
having a
child, or
other plans

Elite
School:
15/15
(100%)
High
Value
School:
18/18
(100%)

8/25
(32%)

2125
(8%)

13/34
(38%)

5/34
(15%)

21/59
(36%)

7/59
(12%)

Is Stressful

Elite
School:
3/15
(20%)
High
Value
School:
6/18
(33%)

12/25
(48%)

2125
(8%)

9/34
(26%)

8/34
(24%)

21/59
(42%)

10/59
(17%)
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Consistent with existing literature, costs associated with finanuiahan-financial
impacts serve as barriers to entry to MBA programs for women (Pfeffidf@ng, 2002).
Althoughall interviewees (33 students) mentioned that financial debt is a cost, a litdehmar
half of the survey respondents showed this degree of concern with 18 studensobwndpat
concerned and 16 students benegy concerned. Five interviewees shared that they had
received fellowships to offset the costs, while four interviewees medtibiae their families
supported them financially. Students who self-identified as taking out loan®naehtheir risk
averse nature, and the expected return on investment in the form of higher futige sdiizh
helped offset the concern. When asked about the cost of limited time with loved onesand pet
survey respondents noted this as a cost with 25 interviewees sotmegoncern and eight
survey respondents showing sodeiniteconcern. One hundred percent of interviewees
described the competitive nature of getting into MBA programs, yet 22 sigspgndents noted
this assomewhabf a concern while nine survey respondents characterized dedsae
concern. Although women said that business school is competitive, they said thatrthey we
ready for the challenge and looked forward to the collaboration with other studérgs
program. All interviewees mentioned marriage, childbearing, and personaglydagsunger
students did not feel directly pressured given that the costs are lower fantbemparison to
the return on investment as it relates to their careers. Arbaugh, Bento, ang 2@&0) report
that individuals in more established careers may be less concerned with thg cirtke MBA
program.

Costs relating to stress include psychological costs, health costs, amtioelcosts as it

relates to change, and 21 survey respondents reported stsesseaghadf a concern and ten
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survey respondents reported stress @sfimiteconcern. One student provides insights into
financial and non-financial costs of pursuing an MBA:
Obviously first of all is the financial cost. That is huge. | was worriedtaibat
on the way here actually. | was thinking | need a student loan to come in sooner
than next week..the loss of not having a job for two years hurts as well. Not
having an income. Honestly, it is kind of been an emotional beating just moving
away from my family and my friends and coming here. It's been so inténse...
knew that my job was easier for me and this is a challenge. My confidence levels
diminished somewhat, so that is another emotional and psychological cost.
Students who were interviewed aligned with the survey respondents’ rasgisaking
about the considerations to apply to MBA programs. All the interviewees spoke ateaut ca
placement and opportunities, and 33 out of 59 survey respondents said this was definitely
factor in choosing to apply to an MBA program. Dahlin-Brown (2005) noted that rankings
impact the way business schools are perceived. Thirty-five out of 59 survey respondent
mentioned rankings asdefinitefactor, and 26 out of the 33 interviewees also mentioned the
importance of rankings. Fit and culture was also a big issue, and 16 of the 33weesvie
mentioned the topic while 35 out of 59 survey respondents rated this itedefasitefactor.
School culture and fit were identified by 60% of the interviewees at theSgliteol compared to
38% at High Value School. Elite School students mentioned the importance oftingevath
student ambassadors and campus visits in determining the culture and fit of the scthaoighAl
66% (39 of 59) of survey respondents mentioned local reputatiodedsdefactor, only 30%
(10 out of the 33 interviewees) of interviewees mentioned the item. A successfoi alum

network is a recurring theme, with 81% (27 out of 33) of interviewees mentionirtigpigsand
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53% (31 out of 59) of survey respondents noting alumnidegiaiteconcern. See Table 4.13

for the top benefits of an MBA program considered by students.
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Table 4.13
Top Benefits Considered During the Applications Process

Elite School

High Value

School

Mentioned By | Somewhat | Definitely | Somewhat Definitely | Somewhat Definitely
Interviewees | A Factor - | A Factor | A Factor -| A Factor | A Factor - | A Factor
Survey — Survey | Survey - Survey | Survey — Survey

Job Elite School: | 8/25 13/25 5/34 20/34 13/59 33/59
‘r’;‘;ﬁf;:g?f 15/15 (100%)| (32%) (52%) | (15%) | (59%) | (22%) | (56%)
of school | High Value

School: 18/18

(100%)
Published | Elite School: | 8/25 15/25 5/34 20/34 13/59 35/59
raniing of | 14/15 (93%) | (32%) (60%) | (15%) | (59%) | (22%) | (59%)
program | High Value

School: 12/18

(67%)
School | Elite School: | 5/25 16/25 8/34 19/34 13/59 35/59
cultureffit | 9/15 (60%) | (20%) (64%) | (23%) | (56%) | (22%) | (59%)

High Value

School: 7/18

(38%)
'r-gscaelct/ Elite School: | 6/25 16/25 4/34 23/34 10/59 39/59
repﬂtation 4/.15 (27%) (24%) (64%) (12%) (68%) (17%) (66%)

High Value

School: 6/18

(33%)
iﬁ?ﬁﬁsm Elite School: | 8/25 (32%)| 14/25 10/34 17/34 19/59 31/59
alumni 11/15 (73%) (56%) (29%) (50%) (30%) (53%)
network | High Value

School: 16/18

(89%)

A student shared her experience in evaluating business schools, “Technical@ynyou c
learn everything here in a book, but it is more about the environment and being with likekminde
people in the job search.” Another student provided a listing of her considerations argj factor

“Factors: rankings, unfortunately, location, and just student body just kind of puttiecsfeet
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there and seeing what kind of culture that school had since that is important to rme€igftar
percent of the interviewees mentioned location (seven from the Elite Sctiboine from the
High Value School) as a key benefit, and 21% (seven interviewees) wanteddsdvdgatheir
families (four from the Elite School and three from the High Value Schagijen students’
reasons to stay on the West Coast either for personal or professional re¢aslenss svho are
geographically constrained may experience limitations in terms of schowle and options.

A student cited the importance of the alumni network as a differentiator:

The alumni network was really big. They really emphasized that, and | think that
is very important. Now that | am in school, | realize how strong the network
really is and how much easier that has made the recruiting process. Wiligt | re
took away from all the schools that | applied to were that the school was very
collaborative.

This section described the costs and benefits of pursuing an MBA. The students
described both financial and non-financial costs, yet the benefits desoutvegighed their
concerns. The potential of career advancement and increased salaridh@ffests. Although
the students experienced costs, their motivation for attending MBA prograpes lleém to
overcome barriers to apply.

Rationale For Overcoming Barriers To Doing An MBA

Research Question Three: If there are perceived barriers in applying to MBA pregnam do

women overcome those barriers?
As noted in the previous section, students talked about the monetary and non-pecuniary
opportunity costs. Surveyed students were asked to weigh the importance of vakudtsle re

from pursuing an MBA degree. Students had a Likert scale question with 12 iténgs not
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whether the item wasot a factor (one)somewhat factor (two), andefinitelya factor (three)

in considering MBA programs. The 12 items included the following: AACSB acatigdhif job
placement reputation of school, local respect/reputation, published ranking of itpiBram,
quality of current standards, diversity of student body, school culture, quality faictidgy, rigor

of academic program, selectivity of admissions, successful alumni/ahetwiork, and others.

In Table 4.14 below, more women from the Elite School reported higher percentages
definitelya factor compared to the High Value School. A higher percentage of women in the
Elite School noted an interest in entrepreneurship compared to the women ghthéaldie
School. International employment was not a major factor for students at bothsscHoulever,
switching industries, earning credentials, being more marketable, impravamgigl stability,
providing a sense of personal satisfaction, and developing knowledge and technicaksg&ills
highly-considered by women at both schools. Women at both schools also aspired to move into
management roles, reflecting high percentages in developing managemeletkyeoand

technical skills.
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Table 4.14

Considerations Associated With The Value of Obtaining An MBA

Elite School High Value School

Mentioned By | Not A Somewhat | Definitely | Not A Somewhat A | Definitely
Interviewee Factor - A Factor - A Factor - | Factor - Factor — A Factor —
Survey Survey Survey Survey Survey Survey

Prepare me to | Elite School: 14/25 6/25 5/25 20/34 9/34 5/34
seek 3/15 (20%) (56%) (24%) (20%) (59%) (26%) (15%)
international High Value
employment School: 5/18

(28%)
Prepares me to| Elite School: 9/25 9/25 7125 16/34 9/34 9/34
start or managg 4/15 (27%) (36%) (36%) (28%) (47%) (26%) (26%)
my own High Value
business School: 4/18

(22%)
Allows me to | Elite School: 5/25 5/25 15/25 9/34 5/34 20/34
switch 5/15 (33%) (20%) (20%) (60%) (26%) (15%) (59%)
industries High Value

School: 9/18

(50%)
Provides the Elite School: 4/25 1/25 20/25 7134 5/34 22/34
professional 10/15 (67%) | (16%) (4%) (80%) (21%) (15%) (65%)
credentials | High Value
need for School: 11/18
advancement | (61%)
Allows me to | Elite School: 2/25 1/25 22/25 7134 3/34 24/34
remain 8/15 (53%) (8%) (4%) (88%) (21%) (9%) (71%)
marketable High Value
(competitive) | School: 4/18

(22%)
Improves long-| Elite School: 2/25 5/25 18/25 11/34 2/34 21/34
term income 7115 (47%) (8%) (20%) (72%) (32%) (6%) (62%)
and financial High Value
stability School: 4/18

(22%)
Provides me Elite School: 2/25 5/25 18/25 8/34 6/34 20/34
with a sense of| 3/15 (20%) (8%) (20%) (72%) (24%) (18%) (59%)
personal High Value
satisfaction and School: 5/18
achievement | (27%)
Is looked upon | Elite School: 6/25 7125 12/25 13/34 11/34 10/34
favorably by 1/15 (6%) (24%) (28%) (48%) (38%) (32%) (29%)
people who are| High Value
important to School: 2/18
me (11%)
Develops Elite School: 1/25 2/25 21/25 7134 2/34 25/34
management | 2/15 (13%) (4%) (8%) (84%) (21%) (6%) (74%)
knowledge and| High Value
technical skills | School: 7/18

(39%)
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Montgomery (2000) noted that students are attracted to schools that offer more benefit
despite the costs associated. In addition, Randolph (2011) described how exposure to
international experiences in MBA programs provides opportunities to learn ablabbcation.
Valued elements cited in the survey also emerged during the student intefiheses
interviewees from the Elite School and six from the High Value Schentioned their desire
for international experience during the MBA program. However, 58% (14 from iteeSEhool
and 20 from the High Value School) of surveyed students noted that the preparation for
international employment was not a factor. International students at both stleodisned the
importance of earning an MBA in United States as a way to move up in manageratrgrwh
they would secure a job in America or in their home country. However, two inteesdven
the Elite School and three interviewees from the High Value School mentionepatesits’
expectations for them to have a family. One international student stated d¢lerfgil“l would
say for females to leave a family is harder for a female than aaspéeially in my community.
They need more support like financially and mentally before they leave thegrthartome
here.” International students mentioned that they looked at the internationanddémale
student statistics in the class profiles, where international studentsaeiae 21% in the High
Value School and 36% in the Elite School. Full-time MBA programs were mosetaitr to
international students given the opportunities to come to the United States on stuadent vis
Students mentioned the challenges associated with obtaining work visas and company
sponsorship by U.S.-owned companies.

Another major finding was that that the ability to switch industries wiaeddy 14
interviewees, with 50% of students in the High Value School mentioning this item asappose

the 33% from the Elite School. Fifty-nine percent of survey participants (35 out obte) that
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switching industries wadefinitelya factor in pursuing an MBA. Sixty-three percent (21out of
33) of interviewees and 71% of survey respondents (20 from the Elite School and 22efrom t
High Value School) mentioned that earning credentialslefiaitefactor in considering an
MBA program. Remaining marketable and competitive is another reason to parst@A, and
36% of interviewees (eight from the Elite School and four from the High Vahedbout of 33
students) mentioned this value while 78% of survey participants (22 from te&Ehbol and
24 from the High Value School out of 59) listed this item as a definite factay-tki€e percent
of interviewees from the Elite School mentioned marketability and competihde 22% from
the High Value School noted this consideration. Thirty-three percent of intersgseven
from the Elite School and four from the High Value School out of 33) mentioned fhanci
stability and income while 66% of survey participants (18 from the Eib@d and 21 from the
High Value School) mentioned this value atefinitefactor. Although only 24% of
interviewees (three from the Elite School and five from the High Vaakeol) mentioned
personal satisfaction as a goal from pursuing an MBA, 64% of survey resporddefntsr( the
Elite School and 20 from the High Value School) noted that personal achievemdafirgta
consideration. Twenty-seven percent of students interviewed (two from taeEHbol and
seven from the High Value School) cited developing knowledge and technitslysil78% of
survey participants (21 from the Elite School and 25 from the High Value Schaoulpnesl
that this value is definitefactor. Rapert, Smith, Veliquette, and Garretson (2004) describe that
skills acquired is related to students’ willingness to recommend an MBA progra

The interviewees provided some additional support for the data provided. Increased
financial earnings were mentioned by a student: “...the earning potentiabvelto continue to

work for other people, | know now that there is a certain amount | can command justlscaus
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what | went through to get here.” Another student talked about the entreprepepatation,
knowledge, and international exposure provided by MBA programs:
Instead, | made this matrix that had the criteria that | was looking foco@se |
made this matrix after a deep self-assessment and reflection to ddeaatis
wanted to get out of thisl.am looking for a school that is highly entrepreneurial.
These were things on my personal ligtwanted to see myself as a global leader
and do business abroad.

In the interviews, the students who spoke about switching industries shared the
importance of understanding career services activity for summer imgsrand full time
employment post graduation. International and domestic students expresseea fwosnc
landing employment. The reputation of the MBA program and rankings were mentioned by
interviewees as a way to measure opportunities to switch industries. |Cstedgnts said that
business schools provided a value proposition to prospective students, and these elements should
be made clear.

Action Business Schools Can Take To Increase Female Applicants

Research Question Four: What can business schools do to help women during their decision-

making process and in the transition to the program?

During the interview, students were asked two questions relating to whagdsisi
schools can do to help prospective students as well as what students wished they would have
known about the application process. Seventy percent of interviewees (11 ingtfgckbol and
12 from the High Value School out of 33 interviewees) mentioned the importance oftaogmnec
prospective female students with current female students and female professorewees

had opposing views as to whether business schools should have female-focused evegnts. Thirt
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nine percent of interviewees (seven from the Elite School and six froRighevalue School)

felt that female-focused events would be helpful. One student stated “I think it waelalllye

helpful to do maybe a women's-specific recruiting event to show this is vehaéwe for women

and how programs are trying to work on the imbalance.” Another student expanded on the idea

of events for women:
| do think it is really helpful to have female specific admissions types of events
whether it is big info sessions or brunches...Aside from that, it would be engaging
[to have] women in business clubs to keep them [prospective students] engaged in

the admissions process.

Fifteen percent of interviewees (three from the Elite School andronothe High Value
School) expressed a concern about female-specific events. One student said:
| am opposed to the women-oriented forums because there can be a negative
connotation towards it... | know marketing tends to be a female-oriented field,
and a lot of advertising creative women come here to go into the strategy and
brand management to get into the business side. Some may be focused on those
types of career paths.
Fifty-four percent of interviewees (eight from the Elite School and 10 fhenHigh Value
School) mentioned the importance of cultivating and communicating support systéms a
networks for women, including bridge courses in the summer, mentorship opportunities and
student services including psychological services. A student shared thats“@Oreiphasize
that there is a strong network for females at the school. A lot of times justdealimg statistics
maybe not as inclined to apply because they are a little intimidated.”yOm@nmunicating

about the fewer number of women in an MBA program and how to encourage the existing
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support system can make this more appealing as one student shared: “Just promoting and our

class made a Facebook page called the 28% and the women try to bond that way and we have

text chat groups just for the girls so we do girls dinners and girls whatevereashal girls only

events. That helps you to bond with a smaller percentage of girls and making that known.”

Only two interviewees from the Elite School and one interviewee fromitite Falue

School acknowledged that the male-female decision-making process toaaplyiBA

program may be similar, but the female connections still matter:
| feel like the decision making process for men and women is similar. &\& ar
taking into account the same things: where we want to be, ranking of school, the
different opportunities they provide, strengths of whatever industry you are
looking into. | don't know exactly what to do to make it easier for more women
to choose your school. The only think | can hypothesize is that just providing
those sort of female connections so if someone wants to speak with a female
student or get connected with the women's club on campus, | think that would be
the only additional thing.

Forty-eight percent of interviewees (16 out of 33) also noted the importance gilbénto sell

the value of an MBA to prospective women, including those who are not interested in the

traditional consulting or finance tracks. One student talked about the business saioel’s

proposition:
Conveying the value and just better explaining what the experience is liké woul
be helpful particularly for women...I think women face a lot of obstacles in the
workplace and particularly around demonstrating competency for roles that the

aspire to.... | think that the MBA's a decent way to demonstrate that...I think that
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it is a fairly sensitive topic since no one wants to say women aren't quiédifie
particular roles. That is ridiculous.
Another student also described the importance of selling the MBA to those who nsag ribé
value of the degree: “I think conveying the value of an MBA is really importantiefiyehe
climate around media. The climate around MBAs are very muddled. There are someyheople
just think it is not important.”
Five interviewees from the Elite School and four interviewees frorHligjie Value
School suggested having events for significant others and family memberyg sadbestand
the expectations. The students described the importance of connecting not onlg student
similar situations, but introducing significant others to one another. A student coimezyed
experience:
| think the Elite School does invite sig-o to help bring them into the prodess...
think bringing them in the process helps them to understand what it will be like
when you are in school... My boyfriend was back in NY and had no clue what
was going on at the Elite School. He had a hard time adjusting to that, and we
ended up not staying together... The husbands and boyfriends had a hard time
understanding how busy we really are. Helping them to explain what it will be
like for us and how they can make it easier on themselves, having other sig-os
who are second years come in to talk to them and give them advice. | think that is
big thing. | think a lot of girls [think about] their personal relationships, and that
is a big component of what they consider when applying to business school.
Two interviewees from the Elite School and four interviewees from tglke Walue School

talked about selling the advantage of being a woman applying to graduate pragysiodent

106



stated, “When | was applying, | never really thought that being a femala dizadvantage. In
fact, | thought it was an advantage since there are not very manydeaapaplging especially
being a female from India and a different country. | thought it was more to mefitdan to my
disadvantage.”
Forty-eight percent of interviewees (eight from the Elite School arfd fam the High
Value School) mentioned the importance for schools to address women’s conaennsasig
school, family, and life concerns. At High Value School, four interviewees menticedse
addressing women in the workplace to help deal with a male-dominated environmgpite De
women’s suggestions to talk about the support system available, a student talksrabout he
hesitation to share her concerns with colleagues about having a family:
| found it to be a struggle to reconcile being a mother and a professional. There is
a women's business connection group | am a part of here. They have addressed
that a little bit, but I don't know if | am weird in my strong interests to have a
family. That is something that | am very interested in having in my futudetoan
me, there is a little bit of give and take that is going to happen with myrcdree
don't think business schools like the fact that | want to be a stay at home mom... |
would never tell my employer. | would never tell my school that. | would never
tell recruiters thatl don't even tell fellow students that sometimes because | get
approached in a negative wayt is kind of funny. I don't know if this is a broad
enough, but I would say how an MBA can help you beyond a business career. So,
if you want to run the PTA or work in a nonprofit part-time, find a way to show

how an MBA is beneficial even if you will not be a CEO of a company.

107



Regardless of their quantitative background, interviewees said they waoteanath
either in the form of math refreshers or summer boot camps prior to the begingesy ohe.
Seventy percent of interviewees (nine from the Elite School and 14 fromghé/alue School)
suggested taking math and/or business-related classes prior to beginningAlpedgm.
When asked what classes were most helpful for the MBA, a student described thianogpof
math courses: “Yes, stats. Surprisingly, | thought that was the most udatssktook in high
school and in college... Calculus, too.” Another student reinforces the importandesttsta
addition to economics: “Definitely my stats class. | took stats in high schook it again in
college. And then a lot of the concepts were applied to many of my econ cld3ased on the
survey responses, most students took the following science and math courses in high school:
85% took chemistry (50/59), 80% took algebra | (47/59), 78% took geometry (46/59), 81% took
algebra Il (48/59), and 71% took trigonometry (42/59). Survey respondents alddistatbe
majority took the following courses: 54% took statistics (32/59) and 53% took economics
(31/59) in their undergraduate programs. Low numbers of survey respondents ndtezrthat
favorite classes including the following: 22% mentioned business (13/59), 15% mentioned
statistics (9/59), and 14% mentioned biology (8/59). The least favorite classtsmad by
survey respondents were the following: 20% mentioned integral calculus (12/59), 17%
mentioned physics (10/59), 17% mentioned chemistry (10/59), and 17% mentionexhtéfer
calculus (10/59). Based on the sample, students preferred the life sotetieephysical
sciences. Clark, Callister and Wallace (2005) describe how undergraduatemeaentagasses
improved emotional intelligence.

Simpson (2006) talks about the merging of hard and soft skills in the MBA. Five

interviewees from Elite School and eight interviewees from High Valuedbtalked about
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their mixed feelings about math, showing that MBA programs allow studentsi¢e ltine
guantitative and qualitative:
| think | have a love-hate relationship with math, which is awful because | love
math. As a kid, | always loved math and they have all these women and girls
supported and they don't go to math/science, which is true in my own experience,
for how invested my life in that through 9th grade it just didn't happen anymore. |
also would say that for me | am more naturally gifted in the liberal awdsthe
gualitative component of the GMAT is very easy for me. | didn't have to study
for it since it was very easy for me to do. From the quantitative side, | think that

am very good at math if | apply myself... | am good at finance if | sit and do it.

Previous studies show that business schools are a reflection of the workplace,
representing fewer women in management (Kelan & Jones, 2010; Schein, 2001). Ie&sview
from the High Value School suggested the importance of offering coursesksheps covering
the women'’s adjustment to male-dominated experiences. Two students frightetiSchool
and five students from the High Value School who come from traditionallglé&imdustries
such as the nonprofit or marketing industries shared experiences about tryseyto as
themselves in predominantly male classrooms. A student talked about the percegtion of
assertive student and how gender can influence how the student is perceived:

So | think that there is a perception that sometimes business school can be very
cutthroat. An example would be in a very tough competition, if a male student is
very on top of it and very determined, knows what he wants and is very forceful,
[he] says it. | think when a female does something similar, we probabyistd

the person is still competent but we don't like her because we think sheys bitch

109



Business schools can provide classes and workshops to help women from female
dominated industries or functions to adjust to the communication and work styles within an
MBA environment. An interviewee found that her voice was not heard, and she somgtimes i
urged to take on female roles including note taker and scheduler.

This is the first time | felt like a minority being the only woman in a fieespn

team. It was a difficult group dynamic because it was a fantaatiuig

experience learning to deal with four men. These four men come from tralditiona
backgrounds and pushed into the more feminine role like note taking, follow up
emails, and scheduling. They didn't even realize they were doing ieatedra
frustrating situation for me and detracted from my experience by beronty
woman. Most teams are made up of six with two women, so | was very jealous of
those teams. The few of us who were sole women, it was a very difficultaituati
All of us pretty much agree that we had very similar situations. We're tougher
because of that and | think we know how to deal with that from now on. In terms
of a productive first semester, it is really frustrating with e\eng you are

dealing with to convince your group members that you shouldn't be the scheduler
every time. | remember making my handwriting purposely messy so some one

could step up and do it for a while. Things like that could be really frustrating.

One of the four students from the High Value School mentioned that the women in the
workplace course may help women deal with gender issues in the classroom:
| am taking a gender in the workplace course right now, and it is extraoldinari
helpful in terms of having to examine what issues are in the workplace and what

pitfalls there are... It gives you the tools to equip yourself to deal witbriém
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effectively, and you know | think that those classes are hugely valuablestor fi
year MBA females. So | think advertising and offering more classes likarida
making it known to female students would be extraordinarily helpful. | know it is
touchy in business school but [it] equips candidates to be the most successful.
Setting up with mentors in terms of recruitment and getting in touch with other
women and having classes with women ambassadors or at least a time when they
can chat with them would be the biggest thing I think.
Three interviewees from the Elite School and five interviewees fneniigh Value School
encourage business schools to reach out to women in non-traditional backgrounds and industries
One student shared that business schools attract financial-oriented people and atlowldt r®
non-traditional backgrounds, “I think schools have to show that if you come from non-profi
backgrounds, marketing, nursing, these atypical business school background, thanibtere
only a place for you but we eagerly await you.”
Interviewed students were asked to share advice for prospective students. When asked
this question, 81% of interviewees (12 from the Elite School and 15 from the High Va
School) encouraged prospective students to apply. A common answer to this question tvas, “Jus
do it, and it can't really hurt.” In addition, 42% of interviewees (six from tibe &chool and
eight from the High Value School) suggested prospective students should have sehetef
career goals prior to entering the programs to maximize the MBA expgeri One student said,
“So | would definitely look at and try to figure out what you want to do beforehand and have a
list and make sure the list lines up with the program you are going to.”
In addition, interviewees mentioned the need for business schools to presestia reali

view of what year one will look like and to communicate resources to help studentsttat
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transition period. Forty-five percent of interviewees (seven from the &thool and eight from
the High Value School) acknowledged that they did not realize how intense therfirsvould
be with academics, career recruitment, networking, and other extracuractivities. One
student provided the following description:
| think first semester was really difficult. So you go into survival mode and after
people take a setback, people say they are here to build relationships not just
necessarily to get As in my classes. That is not really the goal of &n MB
program, so maybe there was a reprioritization. Maybe but | think a lot of it
happened intuitively through social media.
Another student reinforced the importance of setting expectations of thterfimst
| would say giving prospective students a rough image before they camelkthat wi
manage their expectations and the rates of mismatch will be loweudgech
those mismatches, | understand some students have dropped out from the program
actually. To avoid that, maybe they can do better in terms of managing
expectations.
The survey and interview findings revealed insights about the importance of
communicating and providing support systems to prospective and current femaletddiBALS.
In addition, MBA programs must be able to provide prospective students with a tirdaton
of the value an MBA provides. The information presented in this chapter transtates i

recommendations that will be expanded upon in the following chapter.

Summary
The findings chapter included information on the admissions resources and @0cesse

costs and benefits, overcoming barriers to pursuing an MBA, and actions businesscarhools
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take to increase the number of female applicants. Overall, the findings éntthatapplicants
need to access information in order to make informed decisions. Business schodis stepta
to ensure applicants have the information and resources to learn more about the prdbtless, a

next chapter will outline recommendations based on the findings noted.
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CHAPTER FIVE: Recommendations

The purpose of my study was to examine the decision-making process ofdisitile
time MBA female students when they decided to apply to business school. Through
retrospective surveys, interviews, and content analysis of marketingaisaséad websites, |
was able to gather data that led to several key knowledge areas from wdnehidéntified
recommendations for business schools. The study adds to the body of knowledge by tooking a
the decision-making process of women who apply to MBA programs by lookingsatiiseies
using qualitative methods such as interviews and content analysis. In additidndjhlesks at
the perspective of a specific group of women who both applied and were admitted to the
program.

The information shared by students from the Elite School and the High Value School
regarding the factors, costs, and benefits considered by MBA students astetngth studies
by the Catalyst Organization (Catalyst, 2000). Students in the interview®neshthe
financial, emotional, and psychological costs of being an MBA student. Their gterepe
through their stories provide more detail that goes beyond the survey results.

This chapter will include two types of findings and their related recomatiend. The
first section will cover the recommendations related to the researdioggesl he next section
will include findings that emerged outside of the research questions. The chézowi
include limitations of the study and a final summary.
Research Question One: What processes do women engage in when making their decision to
apply to a full-time MBA program?

The findings presented in chapter four elicited recommendations for busatess
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recruitment of women by understanding the research and decision-making prdodsnod
MBA females who apply and are admitted to MBA programs. The interviews itcaidi the
survey revealed that websites needed to be easily accessiblecanthtife. Students articulated
their reliance on website information for educational, career, and esticatar offerings, so
schools must create user-friendly web experiences. Roughly half o@dindents rated fit and
culture as aefinitefactor, but Elite School students were almost twice as likely to see it as a
definitefactor. School culture and fit was expressed by 60% of the interviewees atehe Eli
School compared to the 38% at High Value Sch@alen the high percentage of students’
interest in fit, business schools should provide information on their websites andt in thei
marketing materials to help students understand offerings and fit.

Students shared their interest in being able to read more about student life. é4aying
access to student ambassador descriptions and contact information would also helhelpful
addition, students who serve as ambassadors must be prompt in responding to the prospective
student given the fit and culture impression provided during that experience. Moteoxweg
more photos of women and content of interest to women would be strategic to have for female
prospective students. Personalized content along with more photos reflectisgydiver
including women, in both business and non-business related photos should be incorporated
throughout the business school websites.

Extensive web pages that are very text heavy and show no images should be tkassesse
and business schools should either create pages that do not require extensive wedjiage sc
If students are encouraged to connect with the school, there should be contact infohagtion t
can be readily accessible on the webpages, and this may include a directoirygooflistirrent

student, staff, faculty members or alumni who are willing to connect with progpstiidents.
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Opoku, Abratt and Pitt (2006) conducted a study where using websites as a wateto crea
identifiable experiences adds to the concept of fit and culture. This study regfioec
importance of websites in informing prospective students about the culture anugsfiErihe
schools.

Prospective students also conduct their research by looking at rankingstéoacchoice
set of schools to consider for application. Given survey respondents’ and interviesvens’
of rankings as a major finding, business schools should make this information reaithlyl@ava
on their websites. These items may be captured either on the admission\gagebearecent
news section. Rankings may be circulated on social media venues, schoolsyebsie
communications, as well as during information session given that intervievee¢ismed the
importance of these communications channels. In addition, news about the business schools
including rankings should be communicated to the ambassadors, alumni and otheal potenti
influencers. Given that prospective students speak to family and friends abAytigligams,
schools should think about how they can communicate with influencers using varied
communications mechanisms. Schools should consider using customer relatiomsgpment
(CRM) tools to solicit potential prospective students so they can reach outdécstudents
specifically. Quarterman (2008) describes the importance of personaitdegtiseen students
and role models, which aligns with the importance of interactions during theodegiaking
process. Business schools can use customer relationship management (C&W) ®ystack
the enrollment management pipeline, documenting all the touch points that occur between the
prospective students from the outreach phase up to potentially the student’s irdgistéo if

admitted.
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Prospective students not only seek to obtain information about MBA programs, but they
seek information on application deliverables. Saaty, France, and Valentine (19%hphote
admissions officers consider letters of recommendation, while Hedlund2008&l) note that
interviews are among the admissions criteria reviewed. Although intex@gein this study
understood the admissions criteria as listed on the websites and markeénglsat
interviewees underestimated the importance of letters of recommendadiariexrviews. Given
their understanding of the criteria, applicants may experience a disagivanthe admissions
process if they do not focus on these criteria. In order to provide awareness abdugythese
items, | propose to write tips for students about applying to MBA students. Coragratiso
include tips for students on the waitlist or those who decide to apply a second time. €hé cont
may also be provided or delivered via webinars, and admissions officers mageldser
importance of the letter of recommendations and interviews. Students should be exttturag
consult with their undergraduate career centers or pre-professional gdwngmfor assistance
with the application process and deliverables. MBA student panelists mayllaksiociat the
application process through other forums including discussion and chat boards, ed@al m
tools, and other events.

Like best practices and tips on letters of recommendations, tips for intervegmsem
available. In addition, current students can talk about the various campus resotiares tha
used. Prospective students may have inquiries about the resources to supportsbesucce
graduate students, and speaking to current or recently finished students masble val
Interviewees described how the availability of student services’ resonnigét be used for
recruitment purposes. More than half of all interviewees mentioned the impodh

cultivating and communicating support systems for women. However, previoussstigdcribe
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the lack of female role models and resources in MBA programs (Catalyst, 20@0Yyiekuees

from both schools mentioned that they would not be able to know where to go for student service

inquiries when researching schools. Prospective and current students may foenéfaving a

consolidated website, handbook, or marketing piece that highlights student senucea®s

providing financial aid, counseling and psychological services, and academic quyn3die

uses of social media technology as well as the customer relationship managystesntto send

out resource information are additional options. Knowing the resources avhifble

prospective students understand the support to help them succeed throughout the prognam. whic

may be considered early on in the decision-making process. Although thes@atah question

covered the actual process and resource consulted, the next section outlinesthedpensts

and benefits of an MBA.

Research Question Two: What are the perceived costs and benefits of an MBA program?
Olson and King (1985) described early adulthood considerations such as life panthers a

families during the graduate school decision process. During the interviedents noted the

lack of time to spend with loved ones as a cost. Interviewees noted the importance for

significant others to have an understanding of the graduate school experiendaindesow

they involved their significant others in their decision-making process. Overtamqoia

interviewees suggested having events for significant others and family msesolktbey

understand the expectatioris addition to the significant-other events, it may be helpful to offer

a workshop or webinar to address expectations during the program. Not only will this help

significant others understand the course and social time commitments, but tiaésodaarn

about the student resources available in case their student family memisesungsatt. During

the website analysis, the Elite School had a webpage on significant otheonésisrthat
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attested to the support provided to their graduate student partners. Allowing anjrofloers
the opportunity to understand the experience will also address questions they matydudbe
program. Blogs and videos on the website highlighting significant others may paoidiienal
content for prospective students.
Interviewees from the High Value School described their concern about coompatitl
postponement of family and marriage. However, exposing prospects to eitherastortkens
of current students may help answer questions about school/life balance iasagdgitidn,
having business schools talk about the workshops and support services to help with these issues
may be used as a recruitment tool to sell the school’s commitment to studesssusy
offering various methods of communication and options to discuss the school/life balance
subject, the concerns about competition and postponement of family may not be as daunting.
In contrast to the costs, study respondents identified the following top benefits of a
MBA: job placement, rankings, school culture, local prestige, and successfui alefwvorks.
In order for students to understand the school’s commitment and offerings seustheols
should be willing to talk about these benefits during campus visits and on their websites.
Schools should also publish these career and ranking accomplishments on other meslia venue
such as press releases, school websites, and other public relations medightitighl
significant and high achieving alumni on the webpages and other marketingaiaatery be of
interest to prospective students. Showcasing a combination of younger and olae nzdym
allow students to see their student and alumni networks. Business schools can als® promot
student-driven events and offerings like panels and happy hour events whestuldeats and
alumni have the opportunity to network by learning new things, meeting new peojeysin{

on individual skills.
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Research Question Three: If there are perceived barriers irnyaqgpto MBA programs, how do
women overcome those barriers?

Barriers may prevent women from applying to MBA schools, yet student®btay
information to understand the requirements and constraints well in advance of &sadhat
applications. Gicheva (2012) stated that mobile workers seek MBAs, ananfelMBAS seek
job change in some cases. More than half of study students mentioned that lookamgdor c
service offerings and employment statistics were important, so pragpsttdents should be
provided with information about career options and potentially be provided with exposure t
career centers prior to the beginning of year one. Other studies show thiduadibelieve that
degrees are a predictor of job change (Dougherty, Dreher, and Whitely, 1993htStudg also
benefit from having workshops or webinars on how an MBA may help career enhancers and/or
career switchers. Having resources that address the barriers may ledpdrdents overcome
their concern about the application process.

Since culture and fit is important to female students, recruitment depésteieuld
include more information on culture and fit in marketing materials and interg@necruitment
exchanges. Prospective students consider whether they will fit into the cultusehafad, and
they wonder how students in similar situations deal with student challenges. I@itstutents
look to the websites and the campus visits to discern cultural fit, schools can provide a bett
picture of the campus culture by integrating video, blogs, and content to addrestetheson
the websites. Student ambassadors can also speak to the culture when inteitacting wi
prospective students during campus visits and tours (Jonas, 2009). Admissions offie¢se ca
provide a value by connecting prospective students with current students with siterkests or

backgrounds. Business schools that have admissions officers available to studépr®wde
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their contact information on webpages and marketing materials clearly@nadpntly.

Admissions offices can also be a conduit between prospective students, carees,calams,

and student club officers. Therefore, prospective students must be made aware of th
opportunity to connect with various members of the business school community. This message
may be communicated either on the webpages or via targeted emails totpregpedents.

In addition to interactions with business school community members, guadeate
students may benefit from learning about an MBA from their undéugta career coaches or
academic counselors in addition to admissions officers. Interpersgnbhanges matter when
considering college offerings (Simoes and Soares, 2010). If thiasenicers can articulate the
value propositions of an MBA, students can weight the benefits agaisbsts earlier in their
undergraduate programs. Knowing about key credentials and gkihed from an MBA
program may serve as a tipping point when students consider moving imt@nlgement track.
In addition, being aware of prerequisite courses and admissions #&gsbme helpful to
undergraduate students considering an MBA. Business schools can Isgadtrmformation
about MBA admissions to undergraduate counselors or career coaehesnail, publish
information on the websites, or attend counselors’ professional conferences.

Research Question Four: What can business schools do to help women durircetison-
making process and in the transition to the program?

Students relocating from far away would like to form networks prior to beginning the
program to make the physical relocation and stress of making friends seatauasing. From
the interviews, a third of the students mentioned student profiles and videos weukihelpf

helping them identify students they would be interested in connecting with, whitethan half

121



the students mentioned that connecting with current students via student ambassador
pages would be informative.

Jonas (2009) described the increasing use of social media and webpages to fosier ways
connecting In order to build a sense of support and networking, schools may engage current
students and recent graduates internationally to host both physical and vietualfev newly-
admitted students. These events may also provide a way for students to meet gidersfaihie
social media groups typically set up on Facebook or LinkedIn prior to the begofritmg
program. As noted, students in the High Value School used a Facebook page for women in the
class as a resource. Survey respondents and interviewees mentioned that solibeigjage
recent alumni while providing new students an opportunity to network with both physical a
virtual connections. From an alumni pipeline perspective, these events can fastarsteps
that may lead to potential mentorship or future career opportunities. Students ean fost
connections between prospects and student ambassadors as well as staff to show the
collaborative and supportive nature of the school.

Students without business backgrounds academically or professionally tfelisieess
schools can help provide a smoother transition to the MBA experience. Eddey armhBaum
(2009) found that students who did not major in business but took preliminary background
classes prior to beginning the program did as well as direct entry studégntaiginess
backgrounds. Interviewed students described the importance of taking math and bekitexss-
courses prior to beginning the MBA program to at least understand basic termiisaaggty
percent of interviewees suggested taking math and/or business-relased plagr to beginning
the MBA program. Although some schools offer online reviews of math concepts in the

summer prior to the first year, offering an in-class boot camp prior to thenieg of the
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program to cover the foundational concepts would be helpful. Not only can students have
exposure to math and business concepts, but they can also meet peers and form fudy team
before the beginning of the first term. In addition, an introduction to working in ssaalistand
in using the case study method may be useful when the program begins. Thi®wepalse
women from predominantly female backgrounds and industries to the business school
environment.
Additional Findings

The study’s research questions focused on the application process, yet stisdents
shared insights concerning student retention, which is beyond the scope of the study.
Interviewees felt overwhelmed and pressured during the first few termgrd¥i®& programs.
Students expressed that they would look for student resources when they felt teelythee
help, and although student service information is provided to students prior to or duririgsthei
term, it is important for business schools to remind students about these serviees via e
newsletters or flyers throughout their time in their graduate prognaraddition, students who
serve in student government or club leadership may be able to communicate thiatiofoto
students periodically.

Since first-year students experience transition challenges, it would be tseg pmr
provide programming to help these students acquire the tools they need toRbwiydive
percent of interviewees acknowledged that they did not realize how intensettkeriir would
be with academics, career recruitment, networking, and other extracuractivities. Simpson
(1996) mentioned confidence issues among women in MBA programs, and several students
mentioned concerns about confidence and retention. Having events, workshops and webinars on

work-life balance, career, and networking would help students as they tackbrctuemic,
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recruiting, and social responsibilities in their first year. Also, havamgent about these items
on the website would be helpful for students given various challenges in transitmbungjness
school.

Given the adjustment period in the first term, students talked about the intensity of
multiple areas of focus including academics, networks and career. Studentedgseers who
dropped out of the program after the first term. Schools could benefit from having videwt cont
or student profiles that speak about a day in the life of a student, but they can also have
information to highlight resources that help students deal with these challeByslents
expressed their interest in seeing honest descriptions of year one, and proligding af
resources that support retention of students who may face challenges girthengef the
program. Panels and videos may also be helpful to have student accounts of cHalbenges
and the resources consulted to overcome the challenge. Having such offerings shguld bri
visibility to the student resource centers which will not only promote more informeergs,
but resource centers can also tailor offerings when they see consistaestamong students
seeking services.

Limitations of the Study

Although my study looks at a specific group of first-year, full-time MBA fiema
students, constraints and limitations emerged during my study. Given mysamale size
from two MBA schools, | was not able to identify more definitive trends amanrgen selecting
different types of MBA programs. | only studied women in full-time MBA praggaand their
process may deviate from peers in the part-time MBA programs. Duelimiieel percentage
of women in the MBA programs, the survey response rates and interview yie@aovers

large as desired. Also, my study only provided the perspectives of women who applied to MB
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programs and were admitted. | was unable to expand my study to additional schaptar® &
larger survey and interview sample, which would have allowed me to collectalata imore
diverse group of students with various academic and professional backgroundslitionm,aich
data may be found if other groups could be studied including women who chose not to apply,
women who applied and were not admitted, and women who were admitted but declined
admission.

However, my content analysis of websites and marketing materials suppdrttent
survey and interview data of the specific group of women who applied and were admitted
Despite the small sample size, the students who were interviewed reflecdpdctives from a
variety of student backgrounds. Although the study focused on only two schools, the institutions
reflected both private and public institutions. The study was limited onlysteyiar MBA
students since assumedly the students were able to remember appficatesses more clearly
than second year students. However, adding second year students could havegololesibly
additional perspectives regarding costs and benefits of an MBA program.

There were limitations to my methods given the short window | had to collectftiata a
the first term with students. | had to conduct interviews after the fimtaécourses but before
the students left for summer internship experiences. Limitations were dagihg only one
researcher in data collection, transcriptions, data analysis and contgstsanal

Opportunities for Future Study

Although this study informs business schools and other organizations promoting women
in MBA programs, additional studies may be conducted to understand the dynammsrbet
male and female MBA applicants. A study comparing female prospectiventstuiidenale

prospective students may provide greater insights into admissions resourees thkgvant to
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both populations regardless of gender including parenting, dealing with aging parentigand ot
family-related topics. Such a study could determine whether the denisiking processes are
similar or different by gender or situational contexts. Longitudinal studidsegorévious two
studies mentioned would allow for a focus on retention and perceptions of the value of an MBA.
In addition, further studies that focus on prospective students’ and current studergfview
campus recruiting may be helpful research for career enhancers \aesrsswitchers. A study
looking at the engagement of significant others in the application and retentionaté fdBA
students could possibly add to the research about recruiting women to MBA pro@amas
that this dissertation only looked at women who applied and were admitted into an MBA
program, a study on women interested in an MBA but who did not apply is another option. A
study that compares MBA programs in single-sex institutions versus coiedatdiBA
programs may provide insights into the value propositions and marketing stratagmesy
appeal to female versus male prospective students.

Although the study looks specifically at full-time MBA programs, a sinstudy with
the various study options outlined above may be used to study part-time MBA programs. Gi
the increasing number of men and women who are considering part-time progeatisg&
study for the executive and part-time populations might be useful. A sitithr say also be
conducted for men and women who apply to non-degree executive education programs offered
by MBA programs. Business schools can then compare the decision-makinggscaresng
their various programs to create a communications and marketing strateigytailared for

each audience.
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Implications for Reflection

Conducting the study has led me to understand that there are educational implications
that emerge during the graduate program decision-making process. Shoolesdsat social
media and blogs to gather information about MBA programs, using tools like Facebook and
Gmail chat. Business schools must engage current students through the use o$eaiabus
media tools and blogs in addition to the school websites. Having student ambassaelors wri
social media entries and blogs may further the interactions between piraspad current
students. Admissions officers may also create blog entries to provide iadsigss and
advice. Business schools need to understand the various communications outlets that t
current and prospective students frequent given the increasing number of sda@aiois.

Like written blog entries or website content, recruitment events allowddrds to meet
and to evaluate programs based on interactions with admissions officers, staa@adsimni.
Business school events make an impression on prospective students, and interviewed student
spoke about the impressions formed at these events. Students observed whethestiver®vent
held in professional locations and whether good speakers attended the evemtsctiPeos
students welcome the opportunity to interact with school representativésc{stiagt students,
and alumni) and to obtain different perspectives provided by admissionsoffldaving
multiple school representatives and current students at the events allow sdsktsbre
guestions on an individual level. This step could also promote more interaction betwhkeala s
and a less verbal prospective student if there is an opportunity to interact lgeyopdettings.

Although not all prospective students who attend information sessions may be admitted
to a specific school, some prospective students look at the other event attendeesioedete

potential fit in a school. To provide prospective students with a realistic carfdépnd
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culture, which is highly valued by applicants, having current students aceessibé event

would be helpful. These interactions with current students leave an impression ont®spec
students when they are making final decisions about schools they would like to apply ®. Som
students also perceived fewer number of school representatives at eveaiskasf aterest in
engaging prospective students.

Although students mentioned the financial costs associated with an MBA, prospective
students seemed less concerned with financial aid than their perceivadreinvestment post-
graduation with career directions. Students also described the value of spatkiymuwg
alumni to get a sense of the job market. It is possible that these expeaenoeftective of
more challenging economic times since the early 2000s. Schools can work witlaorpor
human resource departments to promote MBA programs that may be of interestyto highl
talented employees.

Informing undergraduates about classes that will help equip them for MBA programs i
important for educational pipeline purposes. The students interviewed describedgarget
women in undergraduate studies about the value of an MBA, providing them with information
about the costs and benefits of pursuing a graduate business degree. In addition to understanding
the benefits of an MBA, undergraduate students should understand the major course areas
covered in the MBA so they may take appropriate prerequisite classes in poedarahe
program. In my opinion, business schools can engage counselors at the pre-professional or
undergraduate career centers in workshops and campus visits, so they may préwide use
information to their students. Webinars and other uses of social media may also lee used t

engage undergraduate staff that works in pre-professional advising capacities
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The importance of science, math, and business-related courses completex prior
beginning an MBA program has emerged as important to the pathway to grausiatss
programs as seen in the interviews. To engage counselors, business schools may provide
admissions and program information via social media, emails and regulauoacations to
undergraduate pre-professional or career advisors. However, the prepairatiospective
students in the MBA pipeline may begin earlier. | believe that having wonterMBAS
interact with students in junior high and high school is key in introducing role models and
mentors, and their ability to articulate how math and science classes epedan encourage
young women to pursue coursework that may equip them should they decide to apply for an
MBA. Providing case competitions to undergraduate students may also ba@engpage
younger students earlier.

In addition to school staff, family and friends play a major role in the decisakinm
process of women who apply to business programs as noted in the interviews. Business schools
can think about ways to expand the exposure to business programs by holding events where
current students and alumni may bring family, friends, or coworkers. Netwakamys with
current students and alumni will provide an opportunity for interactions, and furthemgnviti
admitted students might result in conversions of prospective students to regisigesdss

| also believe that admissions policies must be considered in promoting théivers
within MBA programs. Increasing the number of women in MBA programs magdbéoti
admissions policies for both domestic and international students. MBA programsarkigt w
conjunction with other graduate diversity officers across various universities@grdms as

well as undergraduate student affairs officers to build a pipeline of women thaenaerested
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in business school. Research and articles highlighting the admissions pratesmaa
admissions officers value may help students understand the process more.
Summary

In conclusion, this chapter has provided strategies to address the condeoasrrs
mentioned by students who participated in the study. Various individuals have thetability
inform prospective students about graduate degree options in business throughout the
educational pipeline starting from high school through undergraduate programs.rlimorde
ensure that women understand the value and requirements of applying to and suateeding i
MBA program, prospective students must have access to various resources niablie &vyai
business schools. Therefore, a partnership among schools, organizations, and emajoyers m
encourage women to consider MBA programs. Students who have the information about MBA
programs can make decisions to attend business graduate programs effeativiblis a

opportunity may promote a pipeline of women who consider and pursue an MBA.
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LIST OF APPENDICES

Appendix A

The following chart will map out the research methods and analysis for eaciomgjuest

Research Question, Method, and Analysis Matrix

Research Question
What processes do women
engage in when making their
decision to apply to a full-time
MBA program?

Data Collection Method
Online Survey
Interviews

Data Analysis Method
Transcription
Coded Theme Analysis
Process Mapping

What are the perceived costs an@nline Survey

benefits of an MBA program?

Interviews

Content analysis of busines
school websites and
admissions marketing
materials

Transcription
Coded Theme Analysis
5 Process Mapping

If there are perceived barriers
applying to MBA programs, hoy
do women overcome thos
barriers?

i©nline Survey
vInterviews
5e

Transcription
Coded Theme Analysis
Process Mapping

What can business schools do
help women during their
decision-making process and in
the transition to the program?

t@Content Analysis
Online Survey
Interviews

Transcription
Coded Theme Analysis
Process Mapping
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Appendix B

amno Forté Scholar St

You are currently previewing this surv

Forte-

FOUNDATION

Inspiring Women Business | eaders

Forté Scholar Survey 2007

Thank you for participating in the Forté Scholar survey. The answers you provide to us will remain confidential.
This information will be used to develop a comprehensive profile of the Forté scholars that we can share with our
members.
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FOUNDATION

[nspiring Women Business Leaders

Forté Scholar Survey 2007

The following questions will be used to develop an aggregate profile of all Forté
Scholars. Individual answers will be kept confidential.

1 MName

2 Business School

[ '+

3 Business School Email (if known)
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4 Please provide us with your most recent employer prior to entering the
MBA. Program.

5 Please provide us with your most recent job title.

6 Which of the following industry sectors best describes your most
recent full-time employer?

[ +
ittt

7 Which of the following job functions best describes your most recent
full-time position?

[ '+
Lttt

8 How many years of post-baccalaureate full-time work experience will
you have upon entering the MBA Program? (please enter number only,
eg. 1. 1.5 2, 2.5, etc.)

9 How many years of supervisory experience do you have? (please enter
number only, e.g. 1, 1.5, 2, 2.5, etc.)
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10 Please select your undergraduate major from the choices below.

[ +

11 From which college/university did you receive your bachelor's degree?

12 Other college or university: if your school does not appear in the list
above, please provide it in the space below.

13 Did you complete a Master's or PhD program prior to enrolling in the
MBA Program? If so, please list degree and area of study in box
provided below.

_YES | _NO |

| |

135



Please rank the following factors as they pertain to your decision to
pursue an MBA?

Mot a1Factur Eﬂmeumazt a Factor Definitelj? a Factor

Provides me with sense of personal satisfaction and achivement

1 2] 3
Allows me to remain marketable {[competitive)

1] 3
Develops management knowledge and technical skills

1] 2] 3
Provides the professional credentials | need for advancement

1 2] 3
Improves long-term income and financial stability

1 2] 2]
Prepares me to start or manage my own business

1] 2] 3
Allows me to switch industries

1 2] 3
Is looked upon faverably by pecple who are important to me

1 2] 3
Prepares me to seek international employment

1] 2] 3
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Fal

Please rank the following concemns about taking time out for graduate
school as they apply to your situation.

1 2 3
Mot Concemed Somewhat Concerned Very Concemed

Requires me to take on large financial debts

1] 2] 3
Severely limits the time | have for people who are important to me
1] 2] 3
Is stressful
1 2] 3]
Is competitive
- 2] 3

Requires me to postpone marriage, having a child, or other personal
plans

-
J
J
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Please select the top three criterion you used to select the businsess
schools?

AACSB-accreditation

Job placement reputation of the school
Local respect/reputation

Published ranking of its MBA program
Quality of current students

Diversity of student body

School culture

Quality of the Faculty

Rigor of academic program

Selectivity of admissions

Successful alumnifalumni network

N I I P I D I D B

—
-]

As you consider your future employment, do you have an industry
preference? If so, please indicate below.

|.[

=9
o

As you consider future employment, do you have a functional area
preference? If so, please indicate below.

|.[

-
L=

As you consider your future employment, are you interested in a

specific geographic area? If so, please indicate below.
s S
_ Displyawew
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20 What is your intended area of study/concentration during your MBA
Program?

21 Flease provide us with your undergraduate GPA in the space below.

22 Please share with us your score on the GMAT.

23 Please share with us your citizenship.

ol U.S. Citizen
ol U.S. Permanent Resident
4l Other Country, please specify

24 For U.5. citizens and permanent residents, please share with us your
ethnicity.

|I

25 Please share with us your age.

|I
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eno Forté MBA Scholar Su

o | F | & hup:/ /www.zoomerang.com/Survey /WEB225CK5USCDP/ Preview

You are currently previewing this sur

Forte:

FOUNDATION

[Inspiring Women Business | eaders

Forté MBA Scholar Survey, Class of 2008

Thank you for participating in the Forté Scholar survey. The answers you provide to us will remain confidential.
This information will be used to develop a comprehensive profile of the Forté scholars that we can share with our

members.
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You are currently previe

Forté MBA Scholar Survey, Class of 2008

The following questions will be used to develop an aggregate profile of all Forté
Scholars. Individual answers will be kept confidential.

1 MName

2 Business School

[ '+

3 Business School Email (if known)

|

4 Please provide us with your most recent employer prior to entering the
MBA Program.
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5 Please provide us with your most recent job title.

6 Which of the following industry sectors best describes your most
recent full-time employer?

[ +

7 Which of the following job functions best describes your most recent
full-time position?

[ +

8 How many years of post-baccalaureate full-time work experience will
you have upon entering the MBA Program? (please enter number only,
e.g. 1. 1.5, 2, 2.5, etc.)

9 How many years of supervisory experience do you have? (please enter
number only, e.g. 1, 1.5, 2, 2.5, etc.)

10 Please select your undergraduate major from the choices below.

|l
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Forté MBA

£ http: [ f'www.zoomerang.com/Survey /WEB225CK5USCDP/Praview

Provides the professional credentials | need for advancement
_ Displayamenw

11 From which college/university did you receive your bachelor's degree?

[ +

12 Other college or university: if your school does not appear in the list
above, please provide it in the space below.

13 Did you complete a Master's or PhD program prior to enrolling in the
MBA Program? If so, please list degree and area of study in box
provided below.

_YES | _NO |

|

14 Please rank the following factors as they pertain to your decision to
pursue an MBA?

Mot a1Factnr Eﬂmeumazt a Factor Definitelj? a Factor
Provides me with sense of personal satisfaction and achivement
1] 2] 3]
Allows me to remain marketable {[competitive)
1] 2] 3]
Develops management knowledge and technical skills
1 2] 3
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4| > F | http:/ fwww.zoomerang.com /Survey/WEB225CKSUSCDP/Preview

14 Please rank the following factors as they pertain to your decision to
pursue an MBA?

Mot a1Factur Sumewhei a Factor Definitel'_.? a Factor

Provides me with sense of personal satisfaction and achivement

1] 2 3
Allows me to remain marketable [competitive)

1] 2 3
Develops management knowledge and technical skills

1] 2 3
Provides the professional credentials | need for advancement

1 2] 3
Improves long-term income and financial stability

1 2] 3
Prepares me to start or manage my own business

1 2] 3
Allows me to switch industries

1 2] 3

Is looked upon favorably by people who are important to me

-
b

Prepares me to seek international employment

a 2J
ittt

15 Please rank the following concems about taking time out for graduate
school as they apply to your situation.

1 2 3

Mot Concemed Somewhat Concerned Very Concermed
L Miemlav a mann

bk
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15 Flease rank the following concems about taking time out for graduate
school as they apply to your situation.

1 2 3
Mot Concemed Somewhat Concemed Wery Concemed

Requires me to take on large financial debts

1 2] 3
Severely limits the time | have for people who are important to me

1 2] 3
Is stressful

1 2] 3
ls competitive

1 2] 3
Ftlequires me to postpone marriage, having a child, or other personal
plans

1 2] 2]

16 Please select the top three criterion you used to select the businsess
schools?

AACSB-accreditation

Job placement reputation of the school

Local respect/reputation

Published ranking of its MBA program

Quality of current students

Diversity of student body

Scheol culture

Quality of the Faculty

Rigor of academic program

[T Selactivity of -

_ Displayamew

A7

ATEAATANA
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16 Please select the top three criterion you used to select the businsess
schools?

-
—

AACSB-accreditation

Job placement reputation of the school
Local respect/reputation

Published ranking of its MBA program
Quality of current students

Diversity of student body

School culture

Quality of the Faculty

Rigor of academic program

Selectivity of admissions

Successful alumnifalumni network

ATETATATATAA

—
=

MAs you consider your future employment, do you have an industry
preference? If so, please indicate below.

|]

—
oo

As you consider future employment, do you have a functional area
preference? If so, please indicate below.

|]

-
o=

As you consider your future employment, are you interested in a
specific geographic area? If so, please indicate below.
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19 As you consider your future employment, are you interested in a
specific geographic area? If so, please indicate below.

20 What is your intended area of study/concentration during your MBA
Program?

21 Please provide us with your undergraduate GPA in the space below.

22 Please share with us your score on the GMAT.

23 Please share with us your citizenship.

ol U.S. Citizen
ol U.S. Permanent Resident
4l Other Country, please specify

24 For U.S. citizens and permanent residents, please share with us your
ethnicity.
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£ http: [ f'www.zoomerang.com/Survey /WEB225CKSUSCDP/Preview

21 Please provide us with your undergraduate GPA in the space below.

22 Please share with us your score on the GMAT.

23 Please share with us your citizenship.

ol U.s. Citizen
ol U.S. Permanent Resident
4l Other Country, please specify

24 For U.S. citizens and permanent residents, please share with us your
ethnicity.

|I

25 Please share with us your age.

[ 4
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Forté MBA Fellow Su

Z hitp:/ fwww.zoomerang.com/Survey /WEB226GDFWNSBZ/ Preview

You are currently previewing this su

Forté MBA Fellow Survey, Class of 2009

Thank you for participating in the Forté Fellow survey. The answers you provide to us will remain confidential.
This information will be used to develop a comprehensive profile of the Forté Fellows that we can share with our
SpPOnSOrs.
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0o Forté MBA Fellow Sun
4| > || £ hitp:/ jwww.zoomerang.com/Survey/WEB2 26GDFWNS6Z,/ Preview

You are currently previewing this surve

Forté MBA Fellow Survey, Class of 2009

The following guestions will be used to develop an aggregate profile of all Forté
Fellows. Individual answers will be kept confidential.

1 Name

2 Business School

( +

3 Business School Email (if known)

|

4 Please provide us with your most recent employer prior to entering the
MBA Program.
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5 Please provide us with your most recent job title.

6 Which of the following industry sectors best describes your most
recent full-time employer?

7 Which of the following job functions best describes your most recent
full-time position?

( 3

8 How many years of post-baccalaureate full-time work experience will
you have upon entering the MBA Program? (please enter number only,
e.g. 1. 1.5, 2, 2.5, etc.)

9 How many years of supervisory experience do you have? (please enter
number only, e.g. 1, 1.5, 2, 2.5, etc.)

10 Flease select your undergraduate major from the choices below.

||I
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12 Other college or university: if your school does not appear in the list
above, please provide it in the space below.

13 Did you complete a Master's or PhD program prior to enrolling in the
MBA Program? If so, please list degree and area of study in box
provided below.

_YEs |_No |

| |

14 Please rank the following factors as they pertain to your decision to
pursue an MBA?

Mot a1Factar Samew’r\;t a Factor Definitel'_.? a Factor
Provides me with sense of personal satisfaction and achivement
A 2] 3
Allows me to remain marketable (competitive)
A 2] 3
Develops management knowledge and technical skills
1 2] 3
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14 Flease rank the following factors as they pertain to your decision to
pursue an MBA?

1 2 3
Mot a Factor Somewhat a Factor Definitely a Factor

Provides me with sense of personal satisfaction and achiverment

E
s
b

Allows me to remain marketable (competitive)

E
s

Develops management knowledge and technical skills

E
s
Bk

Provides the professional credentials | need for advancement

-
b

Improves long-term income and financial stability

-
u

Prepares me to start or manage my own business

-

Allows me to switch industries

-
S
| - -

Is looked upon favorably by people who are important to me

-
u

Prepares me to seek intermational employment

1 2]
e

15 Please rank the following concerns about taking time out for graduate
school as they apply to your situation.

1 2 3
Not Concerned Somewhat Concerned Very Concerned

Bk
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15 Please rank the following concerns about taking time out for graduate
school as they apply to your situation.

1 2 3
Mot Concerned Somewhat Concerned ery Concemed

Requires me to take on large financial debts

- 2] 3
Severely limits the time | have for people who are impoertant to me

L 2] 34
Is stressful

1 2] 3
Is competitive

- 2] 3
Rlequires me to postpone marriage, having a child, or other persconal
plans

1 2] 3

16 Please select the top three criterion you used to select a business
school?

AACSB-accreditation

Job placement reputation of the scheol

Lecal respect/reputation

Published ranking of its MBA program

Quality of current students

Diversity of student body

Scheol culture

Quality of the Faculty

Rigor of academic program
[T Calaetivibe of .
| Displayamenw ...

D e e
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16 Please select the top three criterion you used to select a business
school?

AACSB-accreditation

Job placement reputation of the school
Lecal respect/reputation

Published ranking of its MBA program
Quality of current students

Diversity of student body

Scheol culture

Quality of the Faculty

Rigor of academic program

Selectivity of admissions

Successful alumnifalumni network

DR D D B D e

=l
B |

As you consider your future employment, do you have an industry
preference? If so, please indicate below.

=
(=]
t0

As you consider future employment, do you have a functional area
preference? If so, please indicate below.

|I.

19 As you consider your future employment, are you interested in a
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19 As you consider your future employment, are you interested in a
specific gecgraphic area? If so, please indicate below.

20 What is your intended area of study/concentration during vour MBA
Program?

21 Please provide us with your undergraduate GPA in the space below.

22 Please share with us your score on the GMAT.

23 Please share with us your citizenship.

il u.s. Citizen
] U.S. Permanent Resident
| Other Country, please specify

24 For U.S. citizens and permanent residents, please share with us your

ethnicity.
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21 Please provide us with your undergraduate GPA in the space below.

22 Please share with us your score on the GMAT.

23 Please share with us your citizenship.

] Uu.s. Citizen
4l U.S. Permanent Resident
il Other Country, please specify

24 For U.S. citizens and permanent residents, please share with us your
ethnicity.

( )

25 Please share with us your age.

C—
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Forté MBA Fellow Sun

Z hitp:/ fwww.zoomerang.com/Survey (\WEB2 26 GDFWN96Z/ Preview

You are currently previewing this sun

Forté MBA Fellow Survey, Class of 2009

Thank you for participating in the Forté Fellow survey. The answers you provide to us will remain confidential.
This information will be used to develop a comprehensive profile of the Forté Fellows that we can share with our
SPONSOrs.
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You are currently previe

Forté MBA Fellow Survey, Class of 2009

The following guestions will be used to develop an aggregate profile of all Forté
Fellows. Individual answers will be kept confidential.

1 MName

2 Business School

( +

3 Business School Email (if known)

|

4 Please provide us with your most recent employer prior to entering the
MBA Program.
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5 Please provide us with your most recent job title.

6 Which of the following industry sectors best describes your most
recent full-time employer?

[ +

7 Which of the following job functions best describes your most recent
full-time position?

[ +

8 How many years of post-baccalaureate full-time work experience will
you have upon entering the MBA Program? (please enter number only,
e.g. 1. 1.5, 2, 2.5, etc.)

9 How many years of supervisory experience do you have? (please enter
number only, e.g. 1, 1.5, 2, 2.5, etc.)

10 Please select your undergraduate major from the choices below.

[ -+
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11 From which college/university did you receive your bachelor's degree?

( +

12 Other college or university: if your school does not appear in the list
above, please provide it in the space below.

13 Did you complete a Master's or PhD program prier to enrolling in the
MBA Program? If so, please list degree and area of study in box
provided below.

_YES | _NO |

14 Please rank the following factors as they pertain to your decision to
pursue an MBA?

Mot a1Facmr Samew’r\ei a Factor Definitel'_.? a Factor
Provides me with sense of personal satisfaction and achivement
- 2] 3
Allows me to remain marketable (competitive)
= 2] 3

Develops management knowledge and technical skills
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14 Please rank the following factors as they pertain to your decision to
pursue an MBA?

Mot a1Factar Samewh; a Factor Definitel'_? a Factor

Provides me with sense of personal satisfaction and achivement

- 2] 3
Allows me to remain marketable (competitive)

L 2] 34
Develops management knowledge and technical skills

1 2] 31
Provides the professional credentials | need for advancement

- 2] 3
Improves long-term income and financial stability

L 2] 34
Prepares me to start or manage my own business

1 2] 31
Allows me to switch industries

- 2] 3
Is looked upon favorably by people who are impoertant to me

L 2] 34
Prepares me to seek international employment

- 2] 34

15 Please rank the following concerns about taking time out for graduate
school as they apply to your situation.

1 2 3
Mot Concerned Somewhat Concerned Very Concemed

Requires me to take on large financial debts
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15 Flease rank the following concems about taking time out for graduate
school as they apply to your situation.

1 2 3
Mot Concemed Somewhat Concemed Wery Concemed

Requires me to take on large financial debts

1 2] 3
Severely limits the time | have for people who are important to me

1 2] 3
Is stressful

1 2] 3
ls competitive

1 2] 3
Ftlequires me to postpone marriage, having a child, or other personal
plans

1 2] 2]

16 Please select the top three criterion you used to select a business
school?

AACSB-accreditation

Job placement reputation of the school

Local respect/reputation

Published ranking of its MBA program

Quality of current students

Diversity of student body

Scheol culture

Quality of the Faculty

Rigor of academic program

Selectivity of admissions

A7

DR I e
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16 Please select the top three criterion you used to select a business
school?

AACSB-accreditation

Job placement reputation of the school
Lecal respect/reputation

Published ranking of its MBA program
Quality of current students

Diversity of student body

Scheol culture

Quality of the Faculty

Rigor of academic program

Selectivity of admissions

Successful alumnifalumni network

DR D D B D e

=l
B |

As you consider your future employment, do you have an industry
preference? If so, please indicate below.

=
(=]
t0

As you consider future employment, do you have a functional area
preference? If so, please indicate below.

|I.

19 As you consider your future employment, are you interested in a

164



19 As you consider your future employment, are you interested in a
specific geographic area? If so, please indicate below.

20 What is your intended area of study/concentration during your MBA
Program?

21 Flease provide us with your undergraduate GPA in the space below.

22 Please share with us your score on the GMAT.

23 Please share with us your citizenship.

ol U.S. Citizen
ol U.S. Permanent Resident
4l Other Country, please specify
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21 Please provide us with your undergraduate GPA in the space below.

22 Please share with us your score on the GMAT.

23 Please share with us your citizenship.

] Uu.s. Citizen
4l U.S. Permanent Resident
il Other Country, please specify

24 For U.S. citizens and permanent residents, please share with us your
ethnicity.

( )

25 Please share with us your age.

C—
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Forté MBA Fellow Sun

Z hitp:/ fwww.zoomerang.com/Survey /WEB227LEZ3NK3F /Preview

You are currently previewing this sun

FOUNDATION

& -
$e Forte
Forté MBA Fellow Survey, Class of 2010

Thank you for participating in the Forté Fellow Survey. The answers you provide to us will remain confidential.
This information will be used to develop a comprehensive profile of the Forté Fellows that we can share with our
SPONSOrs.
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You are currently previe

FOUNDATION

e Forté

Forté MBA Fellow Survey, Class of 2010

The following guestions will be used to develop an aggregate profile of all Forté
Fellows. Individual answers will be kept confidential.

1 Marme

2 Business School

( +

3 Business School Email (if known)

|

4 Please provide us with your most recent employer prior to entering the
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4 Please provide us with your most recent employer prior to entering the
MBA Program.

5 Please provide us with your most recent job title.

6 Which of the following industry sectors best describes your most
recent full-time employer?

7 Which of the following job functions best describes your most recent
full-time position?

( +

8 How many years of post-baccalaureate full-time work experience will
you have upon entering the MBA Program? (please enter number only,
e.g. 1. 1.5, 2, 2.5, etc.)

9 How many years of supervisory experience do you have? (please enter
number only, e.g. 1, 1.5, 2, 2.5, etc.)
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12 Other college or university: if your school does not appear in the list
above, please provide t in the space below.

13 Did you complete a Mester's or PhD program pror to enrolling in the
MEA Frogram? If so, please list degree and area of study in box
provided below.

_YES | _NO |

| |

14 Plezse rark the following factors as they pertain to your decision to
pursue an MBA:

1 2 3
Mot a Factor Somewhat a Factor Definitely a Factor

Provides me with sense of personal satisfactior and schivement

Al 2] 24
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14 Please rank the following factors as they pertain to your decision to
pursue an MBA:

Mot a1Factar Someuﬂmzt a Factor I:Ie’finit‘tel'_.-:?I a Factor

Provides me with sense of personal satisfaction and achivement

1 2] 3
Allows me to remain marketable (competitive)

A 2] 3
Develops management knowledge and technical skills

A 2] 3
Provides the professional credentials | need for advancement

1 2] 3
Improves long-term income and financial stability

A 2] 3
Prepares me to start or manage my own business

A 2] 3
Allows me to switch industries

1 2] 3

Is looked upon favorably by people who are important to me

A 2] 3
Prepares me to seek international employment
1 2] 3

15 Please rank the following concerns about taking time out for graduate
school as they apply to your situation:

1 2 3
Mot Concerned Somewhat Concerned WVery Concemed
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15 Please rank the following concerns about taking time out for graduate
school as they apply to your situation:

1 2 3
Mot Concerned Somewhat Concerned ery Concemned

Requires me to take on large financial debts

- 2] 3
Severely limits the time | have for people who are important to me

= 2] 3
Is stressful

1 2] 3
Is competitive

- 2] 3
R‘lequires me to postpone marriage, having a child, or other perscnal
plans

1 2] 34

16 Please select the top three criterion you used to select a business
school:

AACSB-accreditation

Job placement reputation of the school

Local respect/reputation

Published ranking of its MBA program

Quality of current students

Diversity of student body

Scheol culture

Quality of the Faculty

Rigor of academic program

_ Displayamepw ..

ATEAEEAEE T
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16 Flease select the top three criterion you used to select a business
school:

AACSB-accreditation

Job placement reputation of the school
Local respect/reputation

Published ranking of its MBA program
Quality of current students

Diversity of student body

Scheol culture

Quality of the Faculty

Rigor of academic program

Selectivity of admissions

Successful alumnifalumni network

ATAATAATAATA

—
B |

As you consider your future employment, do you have an industry
preference? If so, please indicate below.

|I_

18 As you consider future employment, do you have a functional area
preference? If so, please indicate below.

[ '+

19 As you consider your future employment, are you interested in a

173



19 As you consider your future employment, are you interested in a
specific gecgraphic area? If so, please indicate below.

20 What is your intended area of study/concentration during your MBA
Program?

21 Please provide us with your undergraduate GPA in the space below.

22 Please share with us your score on the GMAT.

23 Please share with us your citizenship.

] u.s. Citizen
4l U.S. Permanent Resident
il Other Country, please specify
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21 Please provide us with your undergraduate GPA in the space below.

22 Please share with us your score on the GMAT.

23 Please share with us your citizenship.

] Uu.s. Citizen
4l U.S. Permanent Resident
il Other Country, please specify

24 For U.S. citizens and permanent residents, please share with us your
ethnicity.

( )

25 Please share with us your age.

C—
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amno Forté MBA Fellow Sur

o [ + | & hup:/ /www.zoomerang.com/Survey /WEB2292Y2V3QDM/Preview

You are currently previewing this sun

e Forte

Forté MBA Fellow Survey, Class of 2011

Thank you for participating in the Forté Fellow Survey. The answers you provide to us will remain
confidential. This information will be used to develop a comprehensive profile of the Forté Fellows that we

can share with our sponsors.
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You are currently previe

FOUNDATION

e Forts

Forté MBA Fellow Survey, Class of 2011

The following guestions will be used to develop an aggregate profile of all Forté
Fellows. Individual answers will be kept confidential.

1 Marme

2 Business School

( )

3 Business School Email (if known)

|

4 Please provide us with your most recent employer prior to entering the
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Forté M

Z http:/ fwww.zoomerang.com/Survey /WEB2292Y2V3IQDM/Preview

4 Please provide us with your most recent employer prior to entering the
MBA Program.

5 Which of the following industry sectors best describes your most
recent full-time employer?

( )
At

6 Which of the following job functions best describes your most recent
full-time position?

( -+
s

7 How many years of post-baccalaureate full-time work experience will
you have upon entering the MBA Program? (please enter number only,
e.g. 1, 1.5, 2, 2.5, etc.)

8 Please select your undergraduate major from the choices below.

( )
s

9 From which college/university did you receive your bachelor's degree?

( +
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Forté M

Z http:/ fwww.zoomerang.com/Survey /WEB2292Y2V3IQDM/Preview

10 Other college or university: if your school does not appear in the list
above, please provide it in the space below.

11 As you consider your future employment, do you have an industry
preference? If so, please indicate below.

( )
A

12 As you consider future employment, do you have a functional area
preference? If so, please indicate below.

( +
it i

13 As you consider your future employment, are you interested in a
specific gecgraphic area? If so, please indicate below.

( +
At

14 What Forté companies are you interested in networking with?

American Express

Avon

Bank of America

Barclays Capital

The Capital Group Companies
Chevron

Citi

D D
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What Forté companies are you interested in networking with?

-
-
-
-

American Express
Avon

Bank of America
Barclays Capital

r The Capital Group Companies

-
-

BRI D I B D B D B D B e B

Chevron

Citi

Deloitte

Deutsche Bank

Eli Lilly and Company
Erst & Young

Fidelity Investments
GE Commercial Finance
General Mills
Goldman, Sachs & Co.
IBM

Intel

John Deere

Johnson & Johnson
McKinsey & Company
Merrill Lynch

MetLife

Morgan Stanley

UBS

Williams
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15 What is your intended area of study/concentration during your MBA
Program?

16 Please provide us with yvour undergraduate GPA in the space below.

17 Please share with us your score on the GMAT.

18 Please share with us your citizenship.

] u.s. Citizen
4l U.S. Permanent Resident
| Other Country, please specify

19 For U.S. citizens and permanent residents, please share with us your
ethnicity (optional).

|I_

20 Please share with us your age (opticnal).

L =
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View Histor o

£ hup:/ jwww.zoomerang.com /Survey /WEB2292Y2V3QDM)/ Preview

17 Please share with us your score on the GMAT.

18 Please share with us your citizenship.

il u.S. Citizen
ol U.S. Permanent Resident
] Other Country, please specify

19 For U.S. citizens and permanent residents, please share with us your
ethnicity (opticnal).

|I

20 Please share with us your age (optional).

|u

21 Would you be interested in generating user content on the Forté
website, blog, Facebook group, etc.?

_YES | _NO |
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Appendix C

‘800 [SURVEY PREVIEW MODE] EXPLORING WOMEN'S DECISIONS TO EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS Survey ‘a,

EXPLORING WOMEN’S DECISIONS TO EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS

éﬁﬁé

EXPLORING WOMEN'S DECISIONS TO EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS

Thank you for participating in the survey. The answers you provide will remain confidential. This information will be used to for research purposes. The survey should take
approximately 15 minutes.

By completing and submitting this survey, | agree to participate in the research study conducted by UCLA doctoral student Anne Dela Cruz.

If you have any questions about the survey, please email annedelacruz@gmail.com or contact Anne Dela Cruz at 310-880-8006.

% 1. Are you a first year, female students enrolled in a full-time MBA program?

Yes () No

‘@006 [SURVEY PREVIEW MODE] EXPLORING WOMEN'S DECISIONS TO EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS Survey g;l-

EXPLORING WOMEN'S DECISIONS TO EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS

% 2. Which category below includes your age?
21 or younger
22
23
24
25
26
27
28
29
30

31 or older

Prev. Next

Powered by SurveyMonkey
Create your own free online survey now!
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‘800 [SURVEY PREVIEW MODE] EXPLORING WOMEN'S DECISIONS TO EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS Survey ‘“7

EXPLORING WOMEN'S DECISIONS TO EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS Exit this survey

% 3. Please provide us with your most recent employer prior to entering the MBA Program:

% 4. Please provide us with your most recent job title:

% 5. Which of the following industry sectors best describes your most recent full-time employer?
( ?)
Other (please specify)

% 6. Which of the following job functions best describes your most recent full-time position?
( t)
Other (please specify)

% 7. How many years of post-baccalaureate full-time work experience did you have before entering the MBA Program?

% 8. How many years of supervisory experience do you have?

——
Prev Next
Powered by SurveyMonkey
(. RSRS) [SURVEY PREVIEW MODE] EXPLORING WOMEN'S DECISIONS TO EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS Survey =

EXPLORING WOMEN'S DECISIONS

EXPLORE AND APPLY TO FULI

IME MBA PROGRAMS

9, Please select your undergraduate major from the cholces below.

P

*10. From which collegeluniversity did you recelve your bachelor's degreo?

( D

11. I you have ancther undergraduate major, please selact your undergraduate major from the choices below.

12. From which college/university did you receive your bachelor's degree?

13. If you have a minorispecialization, please select one from the choices below.

——

14. From which college/university did you receive your minarispecialization from?

( 3

*15, Select the courses you took in high school (Select all that apply):
Azcounting T Cnemistry Calculus (Differential)
Business Enginesring Calouius (Integral)
Economics Prysics Geometry
Econometrics T Aigetra Statistics
Finance T Aigebra ll Not Applicable
Biciogy Tigonameiry

*16. Select the courses you took during undergraduate program (Select all that apply):

Azcounting Cnemistry Calcuius (Differential)
Business Engineering Caleuius (Integral)
Econemics Prysics Geometry
Econcmetrics T migeres ‘Statistics

Finance T mgeora i Not Appiicatle
Biciogy Trigonometry
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(- HSRs] ISURVEY PREVIEW MODE] EXPLORING WOMEN’S DECISIONS TO EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS Survey "

*17. Which of these courses were your favorites (Select all that apply):

Accounting T Cremistry T Calculus (Dfferential)
Business T Engineeing Caleuius (Integral)
Ecanamics Prysics Geometry
Econcmetrics Higetrs I Statistics

Finance T Mgl T~ Net Applicable
Biciogy T Trigonometry

*18. Which of these courses were your least favorite (Select all that apply):

Accounting T Cremistry T Caleulus (Dferential)
Business Engineering Caleuius (Integral)
Econemics Prysics Geometry
Econcmetrics T migeres T statistcs

Finance T mgeora i Not Appiicatle
Biciogy Trigonometry

19, Did you apply to other masters or doctoral programs? If yes, please Indicate the degree.
No - Did not apply to another post-baccaleaureate program
Yes, | applied for a M.A.

Yes, | applied for 8 M.P.H.
Yes, | applied for a M.P.P.
Yes, | applied for a M.S.
Yes, | applied for an Ed.D
Yes, | applied for a J.D.
Yes, | applied fora M.D.
Yes, | applied for a Ph.D
1 Yes, | applied for a PsyD
Yes, | applied for an other degree (please specify)

20. If you applied to and completed another program as noted in the previous question, please describe degree program(s) and the department offering the degree (e.g. A in School of in
School of BusinessiManagement, etc.)

%21, Did you complete a masters or doctoral program prior to enralling In the MBA Program?
Yes
Mo -1 6 not apply to any other masters or doctoral programs previcusly.
Mo - | S00UEd 10 8 QUEHIBGNEE DROTEM INCUEING the M.B.A. 85 weil 85 BN0INEr Drogram.
Mo - | appiied o ofher masters or doctoral programs at the same time | applied to M.B.A. programs {non-dual or jaint degree.)

22. If you answered yes to the question above, please provide the degree you eamned as well as the program (e.g.MA.in L MA. in , etc.)

Prev Next

Fowered by SurveyMankey
Create your awn free onlne survey now!

‘@00 [SURVEY PREVIEW MODE] EXPLORING WOMEN'S DECISIONS TO EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS Survey A
EXPLORING WOMEN'S DECISIONS TO EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS

%23, Please rank the following factors as they pertain to your decision to pursue and MBA?
Not A Factor (1) Somewinat A Factor (2] Definitely A Factor (3]

Provides me wiih & sense of personal satisfaction and
achievement

Alcs Me 1o rman marketatie (competiive)
Deveiops management knawiedge and technical skills

Provides the professional credentials | need for
advancement

Improwes kong-teem income and financial staziity
Prepares me 1o start or manage my own business

Allows me to switch industries

I looked upon favorably by pecple Who are impontant to me
Prepare me to seek infemational emplayrment

Other

Other (please specify)

%24, Please rank the following concerns about taking time out for graduate school as they apply to your situation.
Not Concemed (1) Somewhat Concemed (2) Very Concemed (3
Requires me 1o take on large financial dent

‘Seversiy limits the time | have for peapis who ars important
tome

Is stressful
Is competitve

Requires ms 1o postpons maniags, having & chid, or other
personal plans
Other

Other (please specity)
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‘@800

[SURVEY PREVIEW MODE] EXPLORING WOMEN'S DECISIONS TO EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS Survey

in andior
Not Appicatie (0)

%25, Please check the following activities or resources that you

Website research
Rankings publications or websites

‘School's marketing materials

Spoke 1o schodl representative

Attended schoal info session (on site)

Attended sehoal info session (web)

Attended campus tour of schodis

Visited the department

Attended ceganization event (2.9, Forte)
Attended graduate school fair

‘Spoke to professors sbout MBA program

Sooke to boss aDout MBA

‘Spoke to work colleagues about MBA

‘Sooke to counselor atout MBA

Spoks to family mambarfs) sbout MBA

Spoke to friends about MBA

Social media (FaceDook, Linkedin, Twitter, Biogs)
Other

Other (please specify)

Ited during you

of MBA programs and its impact on your decision to apply? (Check all that apply.)

Not A Factor (1) ‘Somewnat A Factor (2) Definitely A Factor (3}

(. RSRS) [SURVEY PREVIEW MODE] EXPLORING WOMEN'S DECISIONS TO EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS Survey
%26, Prior to applying to business school, did you interact with the following , andior at the business schools you were considering and what was the Impact on your decision to apply? (Check all
that apply.)

Not Applicasie ()
‘Admissions Department

Financial Aid Department

‘Carser Services Department

‘Student Cubs/Organizations

Ressarch Centers At Business School
‘Student Services/Affairs Office

Alumni Association

Spoke to professors in MBA program
‘Spoke to other staff at Business School
Other

Other (please specify)

*27. Please select the criterion that you used to decide to apply to MBA programs.
Not Applicable (0)

AACSB accreditation

Job placement reputation of school

Local respect/reputation

Pubished ranking of its MBA program

Quality of cument standards

Diversity of student body

Schoal cuture

Quality of the Faculty

Rigor of academic program

Selsctivity of sdmissions

‘Successful alumnifalumni network

Other

Other (please specify)

Not A Facter (1) ‘Somewnat A Factor (2) Definitely A Factor (3)

Not A Factor (1) ‘Somewnat A Factor (2) Definitely A Factor (3)
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‘@00 [SURVEY PREVIEW MODE] EXPLORING WOMEN'S DECISIONS TO EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS Survey ..“7

wmer | ¥

%28, As you consider your future employment, do you have an industry preference? If so, please indicate below.
( 2
Other (please specify)

%28, As you consider future employment, do you have a functional area preference? If so, please indicate below.
Other (please specify)

%30. As you consider your future employment, are you interested in a specific geographic area? If so, please indicate below.

31, What is your intended area of study/concentration during your MBA Program?

4

%32, Please provide us with your undergraduate GPA in the space below.

%33, Please share with us your score on the GMAT.

Prev Next

Powersd by SurveyMonkey
Creste your awn free online survey now!

‘@00 [SURVEY PREVIEW MODE] EXPLORING WOMEN'S DECISIONS TO EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS Survey .“7
EXPLORING WOMEN'S DECISIONS TO EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS

%34, Would you be willing to participate in a 30-minute interview about your exploration and decision processes to apply to an MBA program?
Yes
Na

Prev Next

Powered ty SurveyMonkey
Create your own free onine survey now!
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‘@00 [SURVEY PREVIEW MODE] EXPLORING WOMEN'S DECISIONS TO EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS Survey A
EXPLORING WOME! DECISIONS EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS

Thank you for your wilingness to participate n a 30 minute follow up nterview. Pl plete the following i ion, and you wil b

d to schedule an interview with researcher Anne Dela Cruz.

By agreeing to participate in an interview, you will be compensated with a Starbucks gift card if you are scheduled and participate in an interview.

%35, First Name
[Feme \

%36. Last Name
[petz iz ]

%37. Email Address:

||es|@u>m com \

%38, Ploase re-enter your email address:

||es|-@ws\ zom \

%39, Phone number where you may be reached (Please format number as XXX-XXX-XXXX)
[rzz a1z ]

%40, Alternate phone number where you may be reached (Please format number as XXX-XXX-XXXX)
[r2e-1za-122a ]

41,1 agree to being contacted to participate In a 30-minute interview as a follow up to the online survey.

W Yes
No.
prev | [ Next
Powered ty SurveyMonkey
Create your own free onine survey now!
| 800 [SURVEY PREVIEW MODE] EXPLORING WOMEN'S DECISIONS TC EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS Survey 7
EXPLORING WOME DECISIONS EXPLORE AND APPLY TO FULL-TIME MBA PROGRAMS

Thank you for completing the survey. Should you have any questions, please do not hesttate to contact Anne Dela Cruz at annedelacruz@gmall. com or at 310-880-S006.
*You have been entered into a raffle to win a gift card since you have completed the enline survey. If you are selected, you will be contacted

Since you have also agreed to participate in a survey, you will be contacted by the researcher Anne Dela Cruz to schedule an interview.

Prev Next

Powersd by SurveyMonkey
Creste your awn free online survey now!
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Appendix D
Note: The following represents the student interview protocol questions usagttyeér,

female full-time MBA students who agree to participate in interviews.

Thank you for agreeing to participate in today’s interviews. Please note that that the imtervie
will be kept confidential, and your identity will remain anonymous. The interview wilbbasit

30 minutes. With your permission, today’s conversation will be recorded. If at any poirg in tim
you feel that you would like to turn off the recorder, you may do so by pressing the stop button.

You may stop the interview at any time.

1. Please state your name and the business school you attend.
2. Describe the process you engaged in when investigating MBA programs, iVénat
did you find challenging or hard to access during this process?
3. Describe the process you engaged in when selecting MBA schools to apply to.fWhat, i
any, did you find challenging or hard to access during this process?
4. What were some of the materials and resources you relied upon during the prpomesses
described? What information was helpful and why? Not helpful and why?
a. If you looked at the MBA programs’ websites and/or their marketing brochures,
what information did you find helpful and why? Not helpful?
b. Describe any events and/or opportunities to interact with business school

representatives. Who or what did you find helpful and why? Not helpful?
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5. Based on your exploration process, what were the admissions requiremeys! that
found critical in being considered for a top-ranked MBA program? From your
understanding, how important were the criteria?

6. Based on your understanding, what was the business schools’ process for evaluating
prospective candidates?

7. Describe any individuals or groups who influenced you to consider business school and
the type of information they shared with you. What information relayed to you was
helpful? Not helpful?

8. What factors, if any, did you consider when thinking about applying to MBA programs?

9. What were the benefits, if any, in pursuing an MBA? Costs?

10.What were some concerns, if any, that you had about applying to the MBA program, and
what contributed to you overcoming those concerns?

11.Describe how your background in math and/or statistics influenced your decisipply
to an MBA program?

12.Why did you choose to attend a full-time MBA program versus a part-time pragram

13.Tell me about other graduate programs you considered, if any, and why youactose
an MBA instead?

a. What academic or extracurricular aspects of the MBA program thieselected
influenced your decision to choose your program?

14.What can business schools do to help prospective female students in the decision-making
process?

15.1f you could provide advice to prospective female students, what would you share?
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16.1s there anything you wish you knew about the program prior to enrolling that you
discovered after becoming a student?

17.Do you have anything you'd like to share?
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Appendix E
University of California, Los Angeles

Consent Form for Student Interviews
CONSENT TO PARTICIPATE IN RESEARCH

Exploring Women'’s Decisions To Explore And Apply To Full-Time MBA Programs

Anne Dela Cruz, Doctoral Candidate from the Educational Leadership Program (Ed.D) in the Graduate
School of Education and Information Studies at the University of California, Los Angeles (UCLA) is
conducting a research study.

You were selected as a possible participant in this UCLA research study because you are a female, first-
year MBA student. Your participation in this research study is voluntary, and your identity will be kept
confidential.

Why is this study being done?

The study will explore the decision-making procefa/omen who apply to MBA programs. The findingarr my
study will inform business schools and other orgations that support women in MBA programs aboutmen’s
decision-making processes to apply to MBA progragmsioting a more diverse student population. Thdyswill
also examine what business schools can do to hatpew in their decision-making process.

What will happen if | take part in this research st udy?
If you volunteer to participate in this study, the researcher will ask you to do the following:
1. You will participate in an interview for half an hour about your experience while exploring and
choosing to apply to an MBA program. The interview will be audiotaped.
2. The interviews will take place at your school site.
3. After the interview has been transcribed, you will receive a copy to review and to make any
changes as needed.
4. Once all of the interviews have been conducted, | will give a final report to the participating sites
so that they can see what they can change. Your identity will be kept confidential, and findings
will be reported in aggregate.

How long will I be in the research study?

You will only be asked to participate in one 30-minute, audiotaped interview. However, if more information
is needed after the first interview was conducted, you may be asked to participate in a follow up
discussion to clarify some points from the initial interview.

Participation will take a total of about 30 minutes. If follow up is needed an extra half hour will be asked by
the end of April.

Are there any potential risks or discomforts that | can expect from this study?
e Some of the questions asked are personal in nature because they are about your experiences.
However, your name will not be used in the report given to your university at the end of study.
e You may benefit from the study because you will be giving the researcher information that will
help business schools and organizations to support future students during the application
process.

Will | be paid for participating?
« You will receive a $25.00 gift card if you participate in an interview. Gift cards will be distributed right
after preliminary interviews will be conducted.

Protocol ID:IRB#12-000218 UCLA IRB Approved Approval Date: 2/10/2012 Through: 2/9/2013 Committee: North
General IRB
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Will information about me and my participation be k ept confidential?

Any information that is obtained in connection with this study and that can identify you will remain
confidential. It will be disclosed only with your permission or as required by law. Confidentiality will be
maintained by means of secure coding procedure that uses pseudonym instead of your name to identify
data. The list that links the pseudonyms to the participant names will be kept in a locked file cabinet or
locked room with limited access by authorized personnel only. You have the right to review, edit or erase
the research tapes of your participation in whole or in part.

What are my rights if | take part in this study?

You may withdraw your consent at any time and discontinue participation at any time.

You can choose whether to be in the study or not. If you agree to participate you may withdraw your
consent at any time. Whatever decision you make, there will be no penalty to you, and no loss of benefits
to which you were otherwise entitled. You may refuse to answer any questions that you do not want to
answer and still remain in the study.

Who can | contact if | have questions about this st udy?

¢ The research team:

If you have any questions, comments or concerns about the research, you can talk to the one of the
researchers.

Please contact:

Anne Dela Cruz

Doctoral Student — Educational Leadership Program (Ed.D) University of California, Los Angeles
Graduate School of Education & Information Studies 310-880-9006

annedelacruz@gmail.com

Dr. Linda Rose

Adjunct Professor & Co-Director, Educational Leadership Program (Ed.D) University of California, Los
Angeles

Graduate School of Education & Information Studies

310-206-1673

rose@gseis.ucla.edu

If you have questions about your rights while taking part in this study, or you have concerns or
suggestions and you want to talk to someone other than the researchers about the study, please call the
OHRPP at (310) 825-7122 or write to:

UCLA Office of the Human Research Protection Program
11000 Kinross Avenue, Suite 211, Box 951694
Los Angeles, CA 90095-1694

You will be given a copy of this information to keep for your records.
SIGNATURE OF STUDY PARTICIPANT

Name of Participant

Signature of Participant Date

Protocol ID:IRB#12-000218 UCLA IRB Approved Approval Date: 2/10/2012 Through: 2/9/2013 Committee: North
General IRB

SIGNATURE OF PERSON OBTAINING CONSENT
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Name of Person Obtaining Consent Contact Number

Signature of Person Obtaining Consent Date

Protocol ID:IRB#12-000218 UCLA IRB Approved Approval Date: 2/10/2012 Through: 2/9/2013 Committee: North
General IRB
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Appendix F

UNIVERSITY OF CALIFORNIA LOS ANGELES
STUDY INFORMATION SHEET

Exploring Women'’s Decisions To Explore And Apply To Full-Time MBA Programs

Anne Dela Cruz, Doctoral Student in Education, and Dr. Linda Rose from the Graduate
School of Education & Information Studies at the University of California, Los Angeles
(UCLA) are doing a study.

You were selected as a possible participant in this study because you are a female,
first-year, full-time MBA student. Your participation in this research study is voluntary.

Why is this study being done?

The purpose of the study will be to explore the decision-making process of women who
apply to MBA programs. The findings from my study will inform business schools and
other organizations that support women in MBA programs about women'’s decision-
making processes to apply to MBA programs, promoting a more diverse student
population. The study will also examine what business schools can do to help women in
their decision-making process.

What will happen if | take part in this research st  udy?
If you volunteer to participate in this study, the researcher will ask you to do the
following:
o Complete an online survey with multiple choice and short answer questions that
should take no more than 15 minutes.
« Participate in a 30-minute, audiotaped interview at your school site, answering
guestions about your employment history, educational history, and career goals.

How long will | be in the research study?
Participation will take a total of about 15 minutes for the survey. Interviews will
take 30 minutes. The study may involve a follow-up interview, taking no longer
than 30 minutes.

Are there any potential risks or discomforts that | can expect from this study?
e There are no anticipated risks or discomforts.

Are there any potential benefits if | participate?

You will not directly benefit from your participation in the research.

The results of the research may benefit future prospective female, full-time MBA
applicants by providing business schools with information to better recruit and support
them, promoting more diverse cohorts.

Protocol ID:IRB#12-000218 UCLA IRB Approved Approval Date: 2/10/2012 Through: 2/9/2013 Committee: North
General IRB
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Will | be paid for participating?
e Survey respondents who provide their name, email, and phone number will be
entered into a raffle to win a $25 gift card.
« Interview participants will receive a $25 gift card.

Will information about me and my participation be k ept confidential?
Any information that is obtained in connection with this study and that can identify
you will remain confidential. It will be disclosed only with your permission or as
required by law. Confidentiality will be maintained by means of coding. Only the
research team will have access to the data, and the files will be secured in a
locked cabinet in a secure location.

What are my rights if | take part in this study?
e You can choose whether or not you want to be in this study, and you may
withdraw your consent and discontinue participation at any time.
e Whatever decision you make, there will be no penalty to you, and no loss of
benefits to which you were otherwise entitled.
e You may refuse to answer any questions that you do not want to answer and still
remain in the study.

Who can | contact if | have questions about this st  udy?

e The research team:
If you have any questions, comments or concerns about the research, you can talk to
the one of the researchers. Please contact:

Anne Dela Cruz

Doctoral Student — Educational Leadership Program (Ed.D) University of California, Los
Angeles

Graduate School of Education & Information Studies 310-880-9006
annedelacruz@gmail.com

Dr. Linda Rose

Adjunct Professor & Co-Director, Educational Leadership Program (Ed.D) University of
California, Los Angeles

Graduate School of Education & Information Studies

310-206-1673

rose@gseis.ucla.edu

Protocol ID:IRB#12-000218 UCLA IRB Approved Approval Date: 2/10/2012 Through: 2/9/2013 Committee: North
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e UCLA Office of the Human Research Protection Progra  m (OHRPP):

If you have questions about your rights while taking part in this study, or you have
concerns or suggestions and you want to talk to someone other than the researchers
about the study, please call the OHRPP at (310) 825-7122 or write to:

UCLA Office of the Human Research Protection Program

11000 Kinross Avenue, Suite 211, Box 951694

Los Angeles, CA 90095-1694

Protocol ID:IRB#12-000218 UCLA IRB Approved Approval Date: 2/10/2012 Through: 2/9/2013 Committee: North
General IRB
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Appendix G

Marketing Materials and Website Access Notes

The following items include an inventory of the items consulted for the contensinaly

Item Source Description Access Date
Elite School Brochure | Elite School Admissions Brochureg September 4, 3
High Value School Forte Admissions Brochure September 13, 2011
Brochure Foundation

MBA Forum

Event
Elite School Elite School Website March 4, 2012
Admissions Website
Pages
High Value School High Value Website March 4, 2012
Admissions Website | School
Pages
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Appendix H
Procedures for Administering Research Methodology

Content Analysis
1. Request marketing materials from Admissions Offices
2. Print pages from the school websites
3. Compile observations from recruitment and admissions events
4. Review content in items 1-3 to find information including:

- admissions process

- admissions criteria

- costs

- benefits
5. Highlight items relating to items above with different highlighter colors
6. Look of similarities and differences across the various materials
7. Complete analysis
8. Report findings

Survey

1. Create survey using online tool such as SurveyMonkey
2. Pilot the survey with non-sample group

3. Make modifications to online survey

4. Test survey

5. Launch survey, creating a survey or each school

6. Send content with link to business school for emailing to students
7. Collect data

8. Analyze data

9. Compile findings

10. Report key findings

Interviews

1. View the results from the survey outlining the respondents who want to participate in
interviews

2. Contact each site and negotiate days and times to hold each 30-minute interview

3. Create a survey (using SurveyMonkey or other tool) where respondents cdpn al@iable
dates and times

4. Send an email to survey respondents interested in interviews with link to avgitabiey
5. Based on a first-come, first served order, start booking interviews

6. Call interviewees to confirm date and time

7. Follow up with confirmation email including date, time, location, and supplemental
documents including study description and consent form

8. Send an email reminder and call interviewees the day before interviews

9. On the day of the interview, collect consent forms

10. Conduct interviews

11. Transcribe interviews

12. Send transcribed interviews to interviewees for member checks
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13. Make any changes, if needed
14. Analyze data through coding
and identify themes

15. Document findings

Triangulate

1. Review the findings from above by comparing and contrasting findings
2. Document analysis
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APPENDIX I

Swimlane Diagram of Stakeholders in Applications Decision-Making Process
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