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THE GMAC® SURVEY SERIES

The MBA.com Registrants Follow-up
Survey is a product of the Graduate
Management Admission Council®
(GMAC®), a global not-for-profit educa-
tion organization of leading graduate
business schools. The Council is dedicated
to creating access to and disseminating
information about graduate management
education. The organization sponsors the
Graduate Management Admission Test®
(GMAT®), used as part of the admissions
process by some 1,800 graduate manage-
ment programs around the world. These
schools and others also rely on GMAC®
for professional development programs,
comprehensive research studies, and other

information resources and products.
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hether or not financial resources are considered a barrier

is the most powerful predictor of graduate business school

enrollment, according to the latest survey of mba.com regis-
trants conducted by the Graduate Management Admission Council® (GMACE).
The mba.com Registrant Follow-Up Survey is designed to follow the progress

of prospective business school students in their pursuit of an MBA degree.

The purpose of the study is to help graduate business school professionals
explore the application process from the applicant perspective, to better
understand motivations in determining which schools to attend, to determine
both the graduate business program aspects and the type of information
deemed important when selecting schools, to determine the characteristics
of schools prospective students apply to, and to determine how respondents

assess return on investment in graduate management education.

The quality of a business school’s faculty plays the most important role in

forming a student’s opinion of an institution.

A graduate management school’s Web site is the top source of information
prospective students depend on to educate themselves about the MBA
degree, followed by the school’s print publications and the mba.com Web
site run by GMAC®,

Prospective students list the Wall Street Journal®, BusinessWeek®, and the
Financial Times® (respectively) as the top three most credible sources for
business school rankings information, which has consistently surfaced in the
top ten pieces of information deemed essential when researching graduate

business schools.

© 2008, Graduate Management Admission Council®. All rights reserved.



he GMAC® Web site for prospec-

tive students—mba.com—serves

as a portal to the GMAT® test
and as an informational resource for pro-
spective students interested in learning
more about exploring graduate manage-
ment education. Registrants on mba.com
are representative of future MBA students.
Surveying this group can shed light on the
types of individuals who elect to pursue
an MBA and offer insight into how long
it takes people to matriculate into gradu-
ate business programs once they enter the
MBA pipeline.

When surveyed in October 2003, 42%
of this year’s respondents had already ap-
plied to at least one graduate business
program, 48% were planning to apply, and
10% were still deciding whether to apply.

How have things progressed one year
later? Overall, 45% of respondents ma-
triculated in a graduate business program.
Not surprisingly, respondents who had ap-
plied in October 2003 were the most likely
to be enrolled: 76% of respondents who
applied to a graduate business program in
October 2003 were enrolled in a program
one year later (Figure 1). A quarter of
respondents who were planning to apply
in 2003 are now enrolled in a program.
Only 7% of respondents who were unsure
about their decision to pursue an MBA are
enrolled in a program one year later. If we
extrapolate the current findings forward
to October 20085, an additional 5% of
respondents will enroll in a graduate busi-
ness program, which means approximately
three years after registering on mba.com
50% of registrants will have enrolled in a
graduate business program.

How long did it take MBA students to
decide to attend, then apply, and ultimately
matriculate in a graduate business educa-
tion program? In October 2003, 26% of
the respondents first considered attending

a graduate business SCl'lOOl less than a year

before the survey was conducted, 48%
considered it between one and three years
in advance, and 26% considered it three or
more years ahead of the survey. Over half
of the respondents (52%) who consider
pursuing an MBA degree three or more
years prior to the October 2003 survey ac-
tually applied to a graduate business school
at the time of the October 2003 survey.
Slightly under half (47%) of respondents
who considered attending business school
one to three years before the survey had
applied, and 40% of respondents who
considered within the year before the
October 2003 survey applied to a gradu-
ate business school. Although there is only
a 12% range in those submitting an ap-
plication, these differences are statistically
significant.

However, the primary determinant in
who matriculates is the submission of an
application to a graduate business school
and not the length of time during which
an individual considers pursuing an MBA
degree. The data show that the rate of ma-
triculation does not differ by the length of
time a respondent has considered pursing
an MBA degree so long as the respondent
submitted an application—respondents
who submit an application matriculate at
the same rate no matter how long the re-

spondent has considered pursuing an MBA

degree.
Currently Enrolled Currently Applying Still Unsure
100
25%
8 76%
- 14%
§ 60
-
[
a 40 47%
0,
20 s
7%
9% 14%
0 L L
Applied Planning to Apply

Status in October 2003

Figure 1: Current Status in the B-School Pipeline, by Status in October 2003

Postponed/withdrew
7%
5%

57%

31%

Unsure
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MATRICULATION PROGRESS

The prospects most likely
to enroll are U.S. citizens,
those with reservations
about their work experience,
and those who are unconcerned
about finances and/or

do not plan to rely on loans.

A Predictive Model for Matriculation

model for predicting matriculation

can be useful to a graduate busi-

ness school’s efforts to understand
which of their applicants are most likely to
matriculate in a graduate business program.
But are there any specific characteristics of
respondents that can be used to predict who
is most likely to matriculate in a graduate
business program?

A multiple regression analysis is used to
extract the key drivers of value. To further
understand the relationship of the explana-
tory variables—to rate their relative impor-
tance—with regard to the response variable,
a Pratt index’ is calculated. Figure 2 shows
the 10 factors that influence a respondent to

matriculate in graduate business school.

My financial resources

USA

Require more work experience
than | have now

Sources-Loans

Relative importance of costs-
Application fees of schools

o
2

Household size

Severely limit the time | have for

- 5%
people who are important to me °

Essays | might |1_uv.e to 4%
write for admissions
Increase my short-term

X 4%
earning power

Prepare me fo geta good job _y0,
in the business world °

0 5%

B

2
&2

24%
20%
15%
9%
R2=0.11
10% 15% 20% 25%

Figure 2: Factors Influencing Matriculation in a Graduate Business Program (Pratt Index)

Survey results suggest the following find-

ings regarding matriculation in a graduate
management education program:

* A lack of concern about one’s financial

resources is the most powerful contributor

to predicting matriculation.

* Citizens of the United States are more

likely to matriculate.

* Respondents who have reservations about

their work experience are more likely to
matriculate, perhaps thinking a credential

will boost their resumé.

* The ability to finance an education with-

out the use of loans is a powerful con-

tributor to matriculation.

* A lack of reservations about the time a

graduate management education will take
away from their relationships with people

is a predictor of matriculation.

An increase in short-term earnings is not
a predictor of matriculation; rather, the
inverse—respondents who do not feel an
MBA will increase their short-term earn-
ing—is a predictor.

Respondents who believe that a graduate
management education will prepare them
to get a good job are more likely to ma-
triculate.

Respondents living in smaller households
are more likely to matriculate.

A importance placed on the cost of appli-
cation fees is a predictor of matriculation.
Respondents who do not feel that applica-
tion essays are a barrier are more likely to

matriculate.

Pratt Index = (ﬁ*r)/ R?, where 3 is the standardized regression coefficient, r is the simple Pearson correlation coefficient, and R? is the proportion of the variance explained by the regression model.

© 2005, Graduate Management Admission Council®. All rights reserved.
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o the demographic character-

istics of respondents who ma-

triculate differ from the respon-
dents who have not matriculated? Older
respondents are more likely to matriculate
compared with younger respondents.

Respondents from the United States are

more likely to matriculate compared with

respondents from Asia or Africa. Among

US. respondents, Asian Americans and

whites are more likely to matriculate than

African Americans and Hispanics.
Findings regarding matriculated respon-

dents include—

* Older men and older women are sig-
nificantly more likely than younger men
and younger women, respectively, to have
enrolled in a graduate business program.

* Non-US. women are more likely than
non-U.S. men to have enrolled in gradu-
ate business school. There is no differ-
ence between genders for respondents
from the United States.

* If the primary source of ﬁnancing 1s an

employer reimbursement or sponsor-

Overall

Female
Male

24 & younger*
25-28

29-32

33 &older*

Asia*

Africa*

u.s.*
Canada

Latin America

Europe

Asian American*®
African American*
White*

Hispanic*

0% 10% 20%

ship program, then the respondent is the
most likely to have enrolled in a gradu-
ate business program. Respondents from
the United States are the most likely to
plan to finance their education through
employer programs.

o If the primary source of ﬁnancing 1s to
be in the form of a grant, fellowship,
scholarship, or government benefit, then
the respondent is less likely to have en-
rolled. Respondents from Asia, Africa,
and Latin America are the most likely
to plan to finance their education in this
manner. Additionally, African Americans
are the most likely U.S. subgroup to
plan to finance their education with this
method—contributing to the low per-
cent of African-American respondents
who matriculate.

* Respondents with higher income are
significantly more likely to have enrolled
n graduate business programs. However,
women with household incomes below
$25,000 are more likely to have enrolled

than men in that income bracket.

45%
48%
43%
36%
44%
45%
50%
34%
28%
53%
37%
39%
43%
51%
38%
58%
39%
30% 40% 50% 60%

* indicates a statistically significant difference

Figure 3: Percent Matriculated, by Various Characteristics
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iven the increasing competi-

tion among graduate business

schools and the impact of finite
resources, schools need to develop targeted
campaigns to maximize their efficiency
and effectiveness in reaching prospective
students. The mba.com registrant research
surveys reveal three main steps in reaching
out to prospective students—developing
an audience, developing a message, and dis-

tributing the message to the audience.

here is a narrow window of op-

portunity for schools to reach

and influence prospective stu-
dents, according to the October 2003 sut-
vey. Last year’s survey shows that 63% of
respondents who had applied to graduate
business schools did so after signing up on
mba.com. An additional 50% of respon-
dents last year had yet to apply to graduate
business school, but were registered on
mba.com. However, respondents apply
to schools they choose to receive their
GMAT® scores, so it is particularly impor-
tant for MBA programs to communicate
with and influence prospective applicants
before they narrow their b-school choices

and take the exam.

© 2005, Graduate Management Admission Council®. All rights reserved.

Schools can take advantage of the
Graduate Management Admission Search
Service® (GMASS®), which enables you to
perform sophisticated target marketing and
recruiting once the prospective student has
taken the GMAT® exam. The GMASS®
tool provides you with the names and
addresses of GMAT® test takers and indi-
viduals who sign up at mba.com and meet
characteristics you define. This allows you

to contact prospective students directly.

vital ingredient in developing a
marketing message 1s knowledge
of the information prospective
students use in their decision-making pro-
cesses. Among the top five pieces of spe-
cific information that respondents identify
as most important in determining which
graduate business school to apply to and
attend, four correspond to the quality and
reputation of the graduate business school
and one relates to the specific aspects of
the program. None of the top five is in
the financial aspects category. The top five
pieces of information are—
I. Quality of the faculty;
2. Local respect and reputation;
3. Program type offered;
4. Rigor of the academic program; and
S. Quality of the current students.



These ﬁndings are fortuitous for gradu—
ate business schools because each of the
information types deemed most important
by prospective students can be controlled
to some degree by an educational institu-
tion.

The quality of a business school’s
faculty plays the most important role in
forming a prospective student’s opinion of
that institution—a fact that is not surpris-
ing considering that faculty members are
on the front line of delivering a b-school
education. There also is a close relation-
ship between the typical business school
graduate’s satisfaction with their profes-
sors and the value they place on the MBA
credential. Given the impact of faculty on
student attitudes, institutions should pay
particular attention to faculty member ex-
perience, ties to business, research agendas,
and other recognition and awards when
looking to define themselves to potential
students.

A school needs to invest in a branding
campaign that highlights the school’s com-
munity contributions and builds name
recognition in the media and among local
businesses to develop local respect and
recognition. This can be accomplished in
a variety of ways, such as by developing
student internships with local companies,
establishing faculty-student-business work
projects, encouraging faculty publishing,
and mounting a public relations campaign
highlighting the school’s achievements and
initiatives.

The program type offered is gener-
ally predetermined and the most difficult
aspect to change, given schools generally
offer a fixed set of programs. And student

Interest 1n a particular program type can-

not be controlled directly by the school.
Later, this report examines each type of
MBA program independently to uncover
specific information needs of prospective
students interested in each type of pro-
gram.

The rigor of an academic program is di-
rectly related to the quality of the faculty.
Emphasizing faculty attributes and experi-
ence in teaching can help shape prospective
students’ views of the academic program.
Along with the rigor of an academic pro-
gram, the quality of the curriculum is a
very powerful predictor driving students’
petception of MBA value, according to the
2004 Global MBA® Graduate Survey con-
ducted by GMAC®.

Finally, the quality of a current student
body is important to prospective stu-
dents. Data from the 2004 Global MBA®
Graduate Survey suggest that the quality
of a school’s student body can signiﬁcantly
affect the institution’s attractiveness to
future applicants—and impact the quality
of future classes as a result. In the Global
MBA® Graduate Survey, a high rating of
graduate’s fellow students increases the
chances that the graduate will recommend
the school to others, demonstrating that
improving student quality increases word-
of-mouth advertising, a valuable promo-

tional tool.

© 2005, Graduate Management Admission Council®. All rights reserved.



s shown in the October 2003 sut-

vey, among all types of advertising

and promotional materials, a grad—
uate management school’s own Web site,
followed by its printed publications and
the mba.com Web site run by GMAC®, are
the top three sources of information that
prospective students depend on to educate
themselves about the MBA degree, career
paths, and MBA programs. By employing
these tools as primary message-building
vehicles, schools can capitalize on sources
of information prospective students find
most valuable, helping business school
professionals best deploy limited resources
in their effort to develop the most effective
marketing campaign possible.

The MBA Pathfinder® school search da-
tabase, a free service offered by GMAC®,
generates 35,000 searches per month by
prospective MBAs. By including your
school in this robust and powerful data
warehouse, you can gain maximum expo-

sure before prospective MBA students.
The GMAC® Recruiting Calendar is

© 2005, Graduate Management Admission Council®. All rights reserved.

another free tool that schools can use to
get information to prospective students.
The Recruiting Calendar is a marketing
tool that allows you to promote recruit-
ing events online. Information about these
tools can be found on the gmac.com Web

site.

n another survey conducted by

GMAC®, mba.com registrants cited

school ranking in the media as the
eighth most important piece of informa-
tion deemed essential when researching
graduate business schools, and in the
current survey, respondents gave school
rankings in the media slightly more weight,
placing them at sixth on the list.

Given that media rankings of graduate
business schools are among the top ten
categories of information prospective stu-
dents used when choosing schools to apply
to and attend, we explored the perceived
credibility of these rankings. On average,
the respondents rated the publications
between somewhat credible (3) and very credible
(4) ona ﬁve—point scale. While many pub—
lications rank graduate business schools,
among respondents who are aware of a
particular publication’s rankings of gradu-
ate business schools, the Wall Street Journal®
is rated as the most credible, followed by
BusinessWeek®, the Financial Times®, U.S. News
& World Report®™, and Forbes®.



Figure 4 compares the respondents’ rat-
ings of each publication with the rating
for all other publications. Both the Wall
Street ]om’nal® and BusinessWeek® are consid-
ered significantly more credible among the
respondents than all other publications,
except when compared with each other,
where there is no significant difference. The
Financial Times® is considered significantly
more credible than all other publications ex-
cept the Wall Street Journal and BusinessWeek.

Based on this comparison of publica-
tions, the overall order of publications
from most credible to least credible is as
follows:

* The Wall Street Journa—18% of respon-
dents find this publication extremely
credible;

* BusinessWeek—16% of respondents find
this publication extremely credible;

* The Financial Times;

* US. News & World Report®;

* Forbes®;

* The Economist Intellz’gfnfe Unit®: Which MBA?;

* Canadian Business®; and

There are differences around the world
as to the perception of credibility of
various publications’ rankings of graduate
business schools. Respondents from the
United States rank the Wall Street Journal the
most credible publication—the only re-
gion in the world to do so. Among Asians,
BusinessWeek is number one. For respon-
dents from Africa, Canada, and Europe,
the Financial Times is at the top of the list.
Respondents from Latin America rate
BusinessWeek and the Financial Times equaﬂy
at the top.

Considering that Canadian Business and
Asia Inc. are at the bottom of the list of
pubhcations, one may think that the overall
data is skewed because these publications
are targeted at specific regions. However,
among Asians, Asia Inc. only ranks higher
than Canadian Business in the list of pub-
lications. Canadians, on the contrary, rank
Canadian Business as the second most cred-

ible publication after the Financial Times.

* Asia Inc.®
Compared to...
Economist
Intelligence
U.S. News & Business Financial Wall Street Canadian Asia Unit: Which

Publication World Report Week Times Journdl Business Inc. MBA? Forbes
US. News & World Report® ® % x 4 v v v
Business Week® v v n.d. v v v v
Financial Times® v ® 2 v v v v
The Wall Street Journal® v n.d. v v 4 v v
Canadian Business® ® 8 ® x v % 8
Asia Inc.® ® ® % ® ® %
T a . .
Forbes® ® % ® x v

¥ indicates publication in the row is significantly more credible than the publication in the column

® indicates publication in the row is significantly less credible than the publication in the column

n.d. indicate no significant difference in the crediblity of the publications

Figure 4: Comparison of Perceived Credibility of Publications (paired t-test)
(Respondents Who Were Aware of Each Publication in the Comparison)
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FULL-TIME PROGRAM MATRICULATION

MATRICULATION BY PROGRAM TYPE

In which type of MBA program did the respondent enroll?
Overall, 51% of enrolled respondents are attending
a full-time program, 37% are attending a part-time program, and

11% are attending an executive program.

Prospective Students Who Applied To a
Full-Time Program

ccording to a power analysis, the
most powerful contributor to ap-
plying to a full-time program is a

respondent’s intention not to be employed
while they are in school. Other powerful
contributors include a sense that business
school would be an exciting challenge,

not living with a spouse/ significant other,
and seeing one’s employment history as a
potential barrier. In the predictive model,
respondents who apply to a full-time pro-
gram feel that it will give them a chance to
gain valuable experience before re-entering
the job market.

Executive, 11%

Full-Time, 51 %\

Part-Time, 37%

Figure 5:
Type of MBA Program Currently Enrolled

Enrolled in a Full-Time Program

egistrants on the Graduate Man-
agement Admission Council®
‘Web site were asked at the time

of registration how they planned to pursue
their MBA. More than half (51%) of the

respondents who are enrolled in a graduate
business program stated that they planned

to pursue their MBA as a full-time student
when they registered on mba.com.

The vast majority of these respondents
(96%), when asked as students, stated that
they considered pursuing an MBA pro-
gram as a full-time student; 4% changed
their minds between the time they regis-
tered on the Web site and the time they
completed the survey. Of the 96% that
considered a full-time program, 88% actu-
ally enrolled in a full-time program.

l 0 © 2005, Graduate Management Admission Council®. All rights reserved. MBA.COM REGISTRANTS FOLLOW-UP SURVEY . 2005




FULL-TIME PROGRAM MATRICULATION

Information Used in Choosing a Full- program. Respondents enrolled in a full-
Time Program time program, however, are interested in

the quality of the services available, percent

he following chart (Figure 6)

shows 15 aspects of graduate of graduating class receiving job offers,

business school that influence a and total length of the program (time to

respondent’s decision to enroll in a full- completion). Additional factors of inter-

time MBA program. A multiple regression est to respondents enrolled in full-time

analysis is used to extract the key drivers of programs are the availability of research,

value. To further understand the relation- teaching, and other assistantships, housing

ship of the explanatory variables—to rate and other out-of-pocket expenses. Given

their relative importance—with regard to that a majority of full-time MBA students

the response variable, a Pratt index” is cal- do not work during their education (op-

culated portunity costs of lost earnings also are

Convenient class schedule and program negatively correlated), job-placement repu-

type offered are negatively correlated with tation and job offers made to current stu-

enrollment in a full-time program—in dents are important in helping prospective

other words, respondents who consider students determine whether they will earn

convenient class schedule and the program an acceptable return on their investment in

type as important pieces of information graduate business school.

are not as likely to enroll in a full-time

Convenient class schedule 39%

10%

Quality of services

Program type offered (full-time, part-time, executive) 9%  negaive relationship

Percent of graduating class receiving job offers 8%

8%

Program completion time (total length of program)

7%

Availability of research, teaching, or other assistantships

Housing and other out-of-pocket living costs

4%  negafive relafionship

Geographic locations of post-MBA jobs

Job placement reputation of the school 3%

Average size of classes - 3%
Proportion of women . 2%
Local respect/reputation I 1%  negative relationship
Total tuition and required fees for full length of program I 1%  negative relationship
Average years of work experience of students ~ <1%  negative relationship

Opportunity costs of lost earnings _yo, negaiive relafionship R2=0.27

Q
3

5% 10% 15% 20% 25% 30% 35% 40%

Figure 6: Aspects of a B-School Influencing Matriculation in a Full-Time MBA Program (Pratt Index)

?Pratt Index = (B#r)/R? where {3 is the standardized regression coefficient, r is the simple Pearson correlation coefficient, and R? is the proportion of the variance explained by the regression model.
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hese respondents, unlike respon-

dents who apply to full-time pro-

grams, plan to work during their
education—the most powerful predictor
of applying to a part-time program. Other
contributors to the model include respon-
dents who did not receive an undergradu-
ate science degree and respondents who
live with children under 18 for whom they

are financially responsible.

t the time of registration, the

Graduate Management Admission

Council® asked registrants on the
mba.com Web site how they planned to
pursue their MBA. More than a quarter
(27%) of the respondents enrolled in a
graduate business program stated that they
planned to pursue their MBA as a part-
time student when they registered on the

site.

The vast majority of these respondents
(94%), when asked in the survey the types
of business school programs they consid-
ered, said they actually considered pursuing
an MBA program as a part-time student.
Of the 94% that considered a part-time
program, 78% actually enrolled in such a

program.

igure 7 shows 11 aspects of gradu-

ate business school that influence a

respondent’s decision to enroll in a
part-time MBA program. A multiple re-
gression analysis is used to extract the key
drivers of value. To further understand the
relationship of the explanatory variables—
to rate their relative importance—with re-
gard to the response variable, a Pratt index’

is calculated.

Convenient class schedule

Proximity to work or home

Program type offered (full-time, part-time, executive)

17%

15%

Program completion time (total length of program) 9%  negative relationship
Quality of services 9%  negative relationship
Course type offered (on-campus, off-campus, online) 6%  negative relationship
Job placement reputation of the school 4%  negative relationship
Proportion of infernational students 3%  negative relationship
AACSB-accreditation 1%
Size of the incoming MBA class 1%  negative relationship
Local respect/reputation  <1%
0% 5% 10% 15% 20%

In contrast with respondents enrolled in
full-time MBA programs, convenient class
schedules positively contribute to predict-
ing whether a respondent enrolls in a part-
time program. A program’s proximity to a
respondent’s home and workplace also is
a predictor of enrollment in a part-time
program. However, information about
program completion time is negatively
correlated with enrollment in a part-time
program—meaning the less important
program completion time is to a respon-
dent, the more likely the respondent 1s to
enroll in a part-time program. Information
about the program types offered contrib-
utes to the prediction of program type,
in this case presumably if the school has a
part-time program. Unlike with full-time
programs, the quality of services is a nega-
tive predictor of enrollment in a part-time

program.

36%

R?2=0.27

25% 30% 35% 40%

Figure 7: Aspects of a B-School Influencing Matriculation in a Part-Time MBA Program (Pratt Index)

*Pratt Index = (B*r)/R?, where B is the standardized regression coefficient, r is the simple Pearson correlation coefficient, and R? is the proportion of the variance explained by the regression model.
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Convenient class schedule

Quality of services

Course type offered
(on-campus, off-campus, online)

Geographic locations of post-MBA jobs

Size of the incoming MBA class

Availability of research,
teaching, or other assistantships

Rigor of academic program

Availability of loans for

non-native students

AACSB-accreditation

Attractiveness of campus

EXECUTIVE PROGRAM MATRICULATION

14%

12%

12%

10%

4%

-
- 3%  negative relationship
- 3%  negative relationship
0% 5% 10% 15%

22%

16%

negative relationship

negative relationship

negative relationship

20% 25%

Figure 8: Aspects of a B-School Influencing Matriculation in an Executive MBA Program

Prospective Students Who Applied to
an Executive Program

s with part-time applicants, re-

spondents who apply to executive

programs plan to work during
their education; this is the most power
predictor of applying to an executive pro-
gram. Other powerful contributors include
whether respondents need the education
to prepare them to get a good job in the
business world, whether they feel that their
friends and acquaintances are important,

or whether respondents are older.

Enrolled in an Executive Program

egistrants on the mba.com Web

site operated by the Graduate

Management Admission
Council® were asked at the time of regis-
tration how they planned to pursue their
MBA. Nine percent of the respondents

who are enrolled in a graduate business

(Pratt Index)

program stated that they planned to pur-
sue their MBA in an executive MBA pro-
gram when they registered on the site.
The vast majority of these respondents
(81%), when asked the types of programs
they considered in the survey, actually
considered pursuing an executive MBA
program. Of the 81% that considered an
executive program, 51% actually enrolled

in an executive program.

Information Used in Choosing an
Executive Program

igure 8 shows 10 aspects of gradu-

ate business school that influence

a respondent’s decision to enroll in
an executive MBA program. A multiple re-
gression analysis is used to extract the key
drivers of value. To further understand the
relationship of the explanatory variables—
to rate their relative importance—with re-
gard to the response variable, a Pratt index*

is calculated.

A convenient class schedule is the most
powerful contributor to the prediction
of executive MBA enrollment. As with
part-time programs, quality of services
at a graduate business school is negatively
correlated with enrollment in an executive
MBA program; in other words, respon-
dents who deem the quality of services
important are less likely to enroll in an

executive MBA program.

*Pratt Index = (*r)/R?, where {8 is the standardized regression coefficient, r is the simple Pearson correlation coefficient, and R? is the proportion of the variance explained by the regression model.
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Of those who opt
to enter executive MBA

programs, 72% applied to
only one school; 68% of part-time
program aspirants chose just one
school. However, 62% of full-time

program applicants applied

to two or more schools, and

23% applied to five or more.

© 2005, Graduate Management Admission Council®. All rights reserved.

ow much competition is there

between graduate business

schools? As shown in Figure 9,
only 38% of respondents who are enrolled
in a full-time program applied to one
graduate business school, compared with
68% of respondents in a part-time pro-
gram and 72% of respondents in an execu-
tive program. These are statistically signifi-
cant differences suggesting that full-time
programs have more competition when
trying to matriculate prospective students.
Part-time and executive programs, where
more than half of the enrolled respondents
who applied only applied to the school
that they now attend, have considerably
less competition compared with full-time
programs. Furthermore, more than one in
five respondents (23%) who enrolled in a
full-time program applied to five or more

graduate business schools.

One school
7 Two or more schools

Executive
Part-Time

Full-Time

Figure 9:
Number of Schools Applied to,

by Program Type Enrolled

Yield Rates for Full-Time Programs

he yield rate is calculated for re-

spondents who are enrolled in a

graduate business program. The
percent of respondents who considered a
program type and actually enrolled in that
program type is the yield rate. Full-time
programs have the highest yield rate among
the program types—71% of respondents
who considered a full-time program
enrolled in a full-time program, whereas
29% who considered tull-time programs
enrolled into different types of programs.
Additionally, 26% of respondents who
also considered a part-time program
enrolled in a full-time program and 30%
of respondents who also considered an
executive program enrolled in a full-time
program.

Moreover, 58% of respondents who en-

rolled in a full-time program only applied to

full-time programs.

75% 71%
60%

45%

30%

30%

26%

15%

Percent Enrolled in Full-Time Program

0%
Part-Time

Full-Time

Executive

Program Considered

Figure 10:

Yield Rates for Full-Time Programs
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Yield Rates for Part-Time Programs

he yield rate is calculated for re-

spondents who are enrolled in a

graduate business program. The
percent of respondents who considered a
program type that actually enrolled in that
program type is the yield rate. Part-time
programs have the second highest yield
rate—061% of respondents who consid-
ered a part-time program enrolled in a
part-time program and 39% enrolled in
other types of programs. However, 26%
of respondents who also considered a full-
time program enrolled in a part-time pro-
gram and 40% of respondents who also
considered an executive program enrolled
in a part-time program.

About a third (32%) of respondents

who enrolled in a part-time program only

considered part-time programs.

70%

61%

60%

50%

40%

40%

30% 26%

20%

10%

Percent Enrolled in Part-Time Program

0%

Full-Time

Part-Time Executive

Program Considered

Figure 11:

Yield Rates for Part-Time Programs
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Yield Rates for Executive Programs

he yield rate is calculated for re-

spondents who are enrolled in a

graduate business program. The
percent of respondents who considered
a program type that actually enrolled in
that program type is the yield rate. Execu-
tive programs have the lowest yield rate:
27% of respondents who considered an
executive program enrolled in an executive
program, whereas 73% enrolled into dif-
ferent types of programs. Additionally, 6%
of respondents who also considered a full-
time program enrolled in an executive pro-
gram, and 11% of respondents who also
considered a part-time program enrolled in
an executive program.

Of the respondents enrolled in an execu-

tive program, 22% only considered executive

programs.

30%
27%
25%

20%

15%

11%

10%

6%

5%

Percent Enrolled in Executive Program

0%
Part-Time

Executive

Full-Time

Program Considered

Figure 12:

Yield Rates for Executive Programs

COMPETITIVE LANDSCAPE

Executive MBA
programs have the
lowest “yield rate”—
only 27% of those who
considered an executive program
actually enrolled in one.
Respondents who considered
another program type are
more likely to choose it, especially
if it is a part-time program.
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ccceoe
Full-time programs
attract 51% of those
who considered both
full- and part-time studies,
76% of those who weighed
full-time against executive MBA
programs, and 42% of those
respondents who were
initially open to all three

types of MBA programs.

© 2005, Graduate Management Admission Council®. All rights reserved

Methodology

he survey sample includes re-
spondents of the 2003 mba.com
Registrants Survey who began the

application process, were planning to apply
to, or still deciding to apply to graduate
management school when administered

the survey in October 2003. Of the 9,649
contacts initiated for the 2004 mba.com
Registrants Follow-Up Survey, there were
2,801 valid responses. Statistical tests were
performed on all contingency tables. A
95% confidence interval was used as the

cut off point for significance.

Contact Information

or questions or additional informa-
F tion regarding the study, please con-

tact the GMAC® Research and
Development department at

research(@gmac.com.
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he MBA.com Registrants Fo||ow-up Survey is one in a series of five annual

or bi-annual surveys produced by the Graduate Management Admission Coun-

cil®. The surveys are designed to explore relevant issues, offering data at various

depths, depending on the desire of the user and the participation of the school. Survey

summaries provide an overview of the data in addition to giving context for and implica-

tions of the research. They are frequently used to help drive strategic decision-making

processes in graduate business schools. All survey executive summaries are available on

the Web (www.gmac.com/ surveys). Print copies (as long as supplies last) are free upon

request from the GMAC® Research and Development department, research(@gmac.com.

Who hires MBAs and why? What are
the hiring plans in various industries? How
do companies decide where to recruit?
Launched in 2001-2002, this annual sut-
vey helps schools better understand the job
market, clarify employer expectations, and
benchmark their career services practices.
Employers use the survey results to bench-
mark the MBA recruitment activities of

their companies.

How does a school’s application vol-
ume compare with that of other schools?
Since 1999, this annual survey has gath-
ered comparative application data for the
current and previous year from business

school programs worldwide.

What do students think about the MBA
experience as they prepare to graduate?
Launched in 2000, this annual survey
is conducted every February to provide
a comprehensive picture of who MBAs
are and where they are headed after they
graduate, as well as how they chose their

schools and how satisfied they are with
their MBA education.

What happens to MBAs after they
graduate and begin to evaluate the value
of their degrees? Launched in 2001, these
twice-yearly surveys follow MBA graduates
long-term to understand their career pro-
gression, their expectations, their attitudes
about work, their assessment of their edu-

cation, and general market trends.

© 20085, Graduate Management Admission Council®. All rights reserved.
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