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 Background & Motivation  

 

 My personal experience as a full time (FT) 

MBA student in a Higher Education 

Intuition (HEI) in the UK 

 

 Secondary research e.g. QS TopMBA 

2010 MBA applicant survey  



Background & Motivation   

 The higher education market is a global 

phenomenon  

 International applicants have more options 

for graduate study than they ever had 

before  

 MBA applicants have a range of preferred 

study destinations (QS TopMBA, 2010)  



Course selection criteria 

Applicants often consider selection criteria 
such as;  

 

 The particular course of study (e.g.Maringe, 

2006) 

 The reputation of the university (e.g. Moogan 

et al., 1999) 

 The location of the university (e.g. Vaughn et al., 

1978)  

 The institutions’ infrastructure, such as 
student accommodation (e.g. Coccari & Javalgi, 

1995) 

 



Course selection criteria  
 

 

 The costs associated with study at the 

university (e.g. Chapman, 1981) 

 Friends/family influence (e.g. Shanka, Quintal & Taylor 

2005) 

 The future career prospects (e.g. Soutar & Turner, 

2002)  



 

Introducing the concept of  

‘course identity’  



 

I define ‘course identity’ as the 

course's presentation to its various 

stakeholders and the means by 

which a course distinguishes itself 

from other courses.  



The aim of the research   

  

This research aims to examine the 

impact of the interrelationship between 

UK FT MBA identity and Social Network 

Sites (SNSs) on UK FT MBA selection 

by international applicants.   

 



Research question  
 

 

How does the interrelationship between UK 

FT MBA identity and SNSs impact on UK 

FT MBA selection by international 

applicants?  



 

The objectives of the research 

 

 Explore the impact of UK FT MBA identity 

on UK FT MBA selection by international 

applicants  

 Explore the impact of SNSs on UK FT 

MBA selection by international applicants  

 Observe the interrelationship between UK 

FT MBA identity and SNSs  





Knowledge, practice and 

policy outcomes  
 

“the knowledge gained by research is often 

trapped at the point of origin, caught in the 

language of research, or simply isolated from 

those who actually apply that knowledge - 

the practitioners in the field. Likewise, tacit 

knowledge from the field rarely reaches the 

researchers or those making decisions”. 

 (Hearn & White, 2009) 



Knowledge, practice and 

policy outcomes  
 

 This research is aimed primarily at course 

administrators, course designers, higher 

education marketers and higher education 

policy makers 

 Publishing research papers in relevant 

journals and conference proceedings 

 Poster presentation 



Knowledge, practice and 

policy outcomes  
 

 Web based communities such as 

publication tools with blogs and SNSs to 

assist practitioners and policy makers to 

access research results 

 Workshops to bring together 

practitioners, academicians and policy 

makers from different higher education 

institutions.  
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