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1. Introduction 
 
1.1 The Canadian Federation of Business School deans 

commissioned CarringtonCrisp to carry out research in to the 
perceptions of Canadian business education among 
international students.  The research was conducted in 
March/April 2010 as part of The Business of Branding study.  
The study has run for six years with more than 50,000 
respondents taking part at 80 business schools in 20 countries.  
In 2010, the study involved respondents from 120 countries. 

 
1.2 A series of questions were created for all non-Canadian 

respondents to answer, examining attitudes to studying 
overseas, preferred destinations, perception of Canada and 
Canadian business education, and actions that could be taken 
to enhance the attractiveness of Canada as a study destination. 

 
1.3 In addition, a desk-based review was undertaken of current 

marketing of Canada as a business education destination and 
other perceptions held about Canada. 

 
 
 
 
 
 
 
 
 
 
 
 
 

1.4 The survey attracted 2479 respondents.  Around one-third of 
these respondents were already studying overseas.  The 
sample was broken down as follows: 

 
First degree (1074),  
Full-Time MBA (134),  
Part-Time/Executive MBA (197),  
Other Business Masters (542),  
Research Degree (53),  
Alumni (479) 
 

1.5 The largest responses by nationality were from Australia, 
China, France, Germany, India, Indonesia, Italy, Malaysia, 
Netherlands, New Zealand and the UK. 
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2. Current positioning 
 
2.1 Canada is often perceived in terms of a tourist destination.  

Indeed the ‘Country Brand Index 2009’ produced by Future 
Brand made the following observation “Canada continues to do 
an excellent job with its branding.  Using all the country has to 
offer, it promotes the experience of adventure, friendly people, 
diverse culture and beautiful landscapes’.  The recent 
Vancouver Winter Olympics have enhanced many of these 
perceptions and they are consolidated with advertising such as 
that shown of Niagara Falls seen below. 

 
 

 

2.2 However, Canada is much less known for its business and 
scientific excellence.  The advertisement below from a recent 
issue of the Financial Times would surprise many, as would the 
knowledge that RIM, the makers of Blackberry, are a Canadian 
firm.  The performance of the Canadian banks and financial 
system has been good during the current global economic 
crisis.  However, this image of economic and scientific strength 
is not the focus of Canada’s reputation globally and 
consequently, does not feed through to assist the international 
promotion of business schools and business education. 
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2.3 For an international student considering studying business 
internationally, the starting place will often be a search on 
Google.  Increasingly it may also involve use of social 
networking tools such as Facebook and LinkedIn.  Research by 
CarringtonCrisp suggests that more than 60% use the internet 
as their primary means of finding out about schools and 
courses, a similar or greater number will use Google when they 
first search the internet for information about business schools 
and as many as 80% may be using Facebook on a regular 
basis, although not always to look for information about 
business schools. 

 
2.4 From the UK, CarringtonCrisp carried out a search for the term 

‘Canada MBA’ on Google.  The first Canadian school offering 
an MBA appeared towards the bottom of the first page of 
results and was Lansbridge University.  The results appearing 
further up the page were a mixture of advertised MBA offers in 
other countries and third-party sites claiming to offer guides to 
MBAs in Canada.  These and subsequent pages are shown as 
screen grabs on the following pages. 

 
2.5 The first of these guides was Canadian-universities.net  On 

clicking through to this site the visitor is confronted with some 
generic text about finding an MBA and advertising for MBA and 
MSc programmes in the UK.  It is unlikely that an international 
student will spend much time on this page before going on to 
look elsewhere. 

 
2.6 Further down the list of initial results is a link to the Simon 

Fraser MBA programme, but these results are unlikely to 
inspire an international student and suggest that some work 
needs to be done both by individual schools and collectively to 

improve search engine optimization and push more appropriate 
results about Canadian MBAs higher up the first page. 

 
2.7 A second search was then conducted on Google for the term 

‘Canada business school’.  The results are more encouraging 
with Rotman, Schulich and Queen’s on the first page of results.  
However, this perhaps illustrates the problem that occurs if a 
prospective student searches for the ‘wrong’ term on Google, 
with the results that they may be deterred from following 
through on an interest in Canadian business education. 

 
2.8 Further searching on Google turned up a promising link to a 

site titled StudyCanada which appeared to offer a portal to a 
range of business education offers in Canada.  However, on 
reaching the site the results are disappointing.  The introductory 
copy is weak, sending no clear messages about the excellence 
of Canadian education or the benefits of studying in Canada.  
Although the design makes it easy to access local resources, 
the overall impression lacks quality and appears to suggest 
little investment has gone in to the project. 

 
2.9 Many countries offer information about education opportunities 

through official government sites and Canada is no different.  
Further searching produced Canada’s International Gateway 
(canadainternational.gc.ca) with a Study in Canada link in the 
left hand menu bar.  Had this link appeared in either of the 
earlier searches for ‘Canada MBA’ or ‘Canada Business 
School’ it would have been helpful for a prospective student. 

2.10 Following through the menu link titled ‘Study in Canada’ a 
prospective student reaches a general information page with 
some bullet points, one of which emphasises how cheap it is to 
study in Canada.  Although value for money is important among 
prospective students according to other research undertaken 
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by CarringtonCrisp, students also make it clear that in most 
cases they do not choose the cheapest option available.  
Instead, they associate cheap with a lack of quality and this can 
be a disincentive to study in a particular location.   

 
2.11 At the foot of this page there are some further useful contacts, 

but a prospective student should click on the link now on the 
right hand side of the page with the photo that is titled ‘Study in 
Canada’ which brings them to a page headed ‘Canada – the 
key to your future’.  The opening copy introduces Canada, 
highlighting many of the same issues mentioned by the Country 
Brand Index and is followed up with bullet points that repeat 
much of the information from the first page of this site.  The 
number of clicks required to reach information of value to a 
prospective student is high and making it easier to reach 
valuable content would be beneficial. 

 
2.12 A button on this page allows a user to ‘Find A Program’ which 

leads to another holding page where to find a programe the 
user clicks ‘Continue’.  An initial search for an MBA, in English 
at Master level without expressing a location preference 
produced just one result – a Post-MBA Diploma. 

 
2.13 Changing the search terms to an MBA in English at all levels 

and no location preference, produces 4 results, 3 at the 
University Canada West and the fourth as before.  Changing 
the terms again to search for French as the language of study, 
produces 13 results, all at the Université du Québec.  A 
prospective student would probably be on the point of giving up 
by now. 

 
2.14 However, persevering and changing the key word from MBA to 

Business Administration and not specifying any other 

requirements produces 467 results, however, these are so 
diverse that the results are of little value to a prospective 
student.  A further change to the search terms, retaining 
Business Administration, but adding University – Master in the 
Program Level box produces 92 records with a variety of MBA 
offers at different institutions. 

 
2.15 By contrast, the British Council site allows a search for MBA on 

its home page and immediately produces a list of relevant 
results for a prospective student. 

 
2.16 As a starting point for an international student, this experience 

of searching Google and using official government sites, will do 
little to encourage or inspire a prospective student to take their 
interest further. 
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Google search for ‘Canada MBA’ 

Home page for Canadian-universities.net 
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Home page for Lansbridge University 

MBA home page, Simon Fraser University 
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Google search for ‘Canada business school’ 

Home page for Study Canada 
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Home page for Canada’s International Gateway 

1 click from home page to Studying in Canada 
section 
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Further detail on Studying in Canada page 

2 clicks from home page to Canada – the key to your 
future section 
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3 clicks from home page to start of Program search 

First search results – only 1 response 



         

         13 

Second search results – 4 programs listed 

Third search results – 13 programs listed 
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Fourth search results – 467 programs listed 

Fifth search result – 92 programs listed 
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British Council home page – MBA search 

MBA search results 
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3. Interest in studying overseas 
 
3.1 The survey indicates that there is strong interest in studying 

internationally, even among first degree students.  Across the 
total sample, just over 50% indicated that if they were to 
undertake further study they would consider studying outside 
their home country.  A further 30% answered ‘Maybe’ to this 
question. 

 
3.2 The interest in studying overseas does however vary between 

nationalities, suggesting that there would be benefit in targeting 
any marketing efforts aimed at attracting more students.  Those 
from the UK are least likely to be positive about studying 
overseas, with around one-third indicating that they would 
consider further study outside their home country. 

 
3.3 Germans, Italians, Indonesians and Malaysians are most likely 

to consider studying outside their home country, with between 
80% and 90% of these groups responding positively when 
asked about their possible future intentions. 

 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1: Interest in studying in different countries 
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4. Destination perception 
 
4.1 Respondents were asked about their views of 13 countries and 

their reputation as destinations for international business 
education.  The countries offered to respondents were: 

 
Australia 
Brazil 
Canada 
China 
France 
Germany 
India 
Russia 
Singapore 
Spain 
Switzerland 
UK 
USA 

 
4.2 Respondents were asked to rate the reputation of each country 

on a scale from 1 to 6, where 1 represented ‘Poor’ and 6 
represented ‘Excellent’. 

 
4.3 The US and UK were most highly rated.  Just over 50% rated 

the US as ‘Excellent’ and just under 50% rated the UK as 
Excellent’.  Third most popular was Australia, followed by 
Canada, Switzerland, France, Germany and Singapore.  
Around 50% considered Brazil, India and Russia as ‘Poor’ or 
‘Weak’. 

 

Figure 2: Reputation of selected countries as destinations for 
international business education (total sample) 
 

 
 
4.4 When responses are broken down by those nations with the 

largest responses in the survey, the French are found to be 
most positive about Canada with just over 60% stating that the 
reputation as a provider of international business education is 
‘Excellent’ or ‘Very Good”.  Behind the French, the Dutch, 
Australians and New Zealanders are most likely to be positive 
about the reputation of Canada.  Indonesians and Italians are 
least complimentary with just under 20% describing the 
reputation as ‘Poor’ or ‘Weak’. 

 
 
 
 
 



         

         18 

Figure 3: Reputation of selected countries as destinations for 
international business education (by largest responding nationalities) 
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5. Most likely destinations 
 
5.1 Provided with the same list of countries, respondents to the 

survey were asked if they would actually consider studying in 
one of the list countries. 

 
5.2 The pattern of responses closely follows that observed when 

asked about reputation.  The most likely destinations are the 
UK, USA and Australia, followed by Canada, France and 
Switzerland.  Around 70% say that they would consider the UK, 
the USA and Australia, with a further 15% indicating that they 
may consider each of these countries. 

 
5.3 Just under 50% would definitely consider Canada and slightly 

more than 20% indicated that they may consider Canada.  
Least likely to be considered are Brazil, India and Russia with 
around 75% stating that they would not consider studying in 
these countries. 

 
5.4 Among the highest responding nationalities, Malaysians and 

Indonesians are most likely to consider studying in Canada with 
around 60% responding positively; Italians are least likely to 
consider Canada with only one-third responding positively. 

 
 
 
 
 
 
 
 
 
 

Figure 4: Countries that would be considered as destinations for 
international business education (total sample) 

 
Figure 5: Countries that would be considered as destinations for 
international business education (by largest responding nationalities) 
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6. Reasons for studying business outside  
your home country 

 
6.1 Respondents were provided with nine statements that indicated 

different reasons for studying business outside their home 
country  

 
6.2 The top two reasons for studying internationally were ‘To 

experience a different culture’ and ‘To add international 
experience to my CV’.  More than 75% of the total sample 
agreed or strongly agreed with both of these statements. 

 
6.3 The two least important reasons for studying internationally 

were ‘Because there are scholarships available’ and ‘Because 
the cost of studying was cheaper in another country’. 

 
6.4 As can be seen in the following charts the pattern of responses 

is largely similar across the different audience groups surveyed.  
However, there are some important variations as well. 

 
6.5 Among part-time/executive MBAs, 70% agree or strongly agree 

that ‘To study at a particular business school’ was a reason for 
studying overseas.  In contrast to the total sample, those 
studying for a Research degree almost two-thirds strongly 
agree or agree that ‘Because there are scholarships available’ 
was the most important reason for studying internationally. 

 
 
 
 
 
 
 

Figure 6: Reasons for studying business outside your home country 
(total sample) 
 

 
 
6.6 The total sample results also mask some differences in 

responses by nationality (among the larger responders) to the 
particular statements.  A series of additional charts have been 
included at the end of this section that illustrate the points listed 
below.   

 
6.7 ‘To study at a particular school’ is more important for Italians 

and Germans than for other nationalities. 
 
6.8 ‘To add international experience to my CV’ is more important 

for the Italians, Indians, Germans and French than for the other 
nationalities. 
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6.9 ‘Because there are scholarships available’ is more important to 
the Indonesians than for the other nationalities. 

 
6.10 ‘To study in a particular language’ is more important for the 

French, Germans and Italians’ than the other nationalities. 
 
6.11 ‘Because qualifications from outside my home country are 

perceived by employers as more useful than those available at 
home’ are more important to the Malaysians and Indonesians 
than other nationalities. 

 
 
Figure 7: Reasons for studying business outside your home country 
(first degree students) 
 

 
 
 
 

Figure 8: Reasons for studying business outside your home country 
(full-time MBAs) 
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Figure 9: Reasons for studying business outside your home country 
(part-time/executive MBAs) 

 
Figure 10: Reasons for studying business outside your home country 
(Other Business Masters) 

  

Figure 11: Reasons for studying business outside your home country 
(Research Degrees) 

 
Figure 12: Reasons for studying business outside your home country 
(Alumni) 
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Figure 13: To study at a particular school (by largest responding 
nationalities) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 14: To add international experience to my CV (by largest 
responding nationalities) 
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Figure 15: Because there are scholarships available (by largest 
responding nationalities) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 16: To study in a particular language (by largest responding 
nationalities) 
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Figure 17: Because qualifications from outside my home country are 
perceived by employers as more useful than those available at home 
(by largest responding nationalities) 
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7. Importance of different features when  
considering international study 

 
7.1 Respondents were provided with a list of eight features that 

might be considered important when considering international 
study and asked to rate each of the statements on a scale from 
1 to 5, where 1 meant ‘Not Important’ and 5 meant ‘Very 
Important’. 

 
7.2 Among the total sample, three issues stood out as the most 

important for those considering international study: 
 

A welcoming environment for international students 
Language spoken in the destination country 
A stable political and economic environment in the 
destination country 

 
7.3 Least important among the total sample was: 
 

Strong communities from my home country in the 
destination country 

 
7.4 Among certain groups additional items stand out as being 

particularly important.  For first degree students and part-
time/executive MBAs ‘Ease of the visa application process’ is 
more important; for full-time MBAs ‘Ability to stay on in the 
destination country and work after completing your studies’ is 
more important; and for part-time/executive MBAs ‘Ability to 
work while studying in the destination country’ is more 
important. 

 
 
 

7.5 There are also a number of differences of opinion among the 
respondents from the largest groups of nationalities taking part 
in the study.  The relevant charts are shown at the end of this 
section. 

 
7.6 For Indonesians, ‘Ease of the visa application process’ is 

particularly important. 
 
7.7 For Indonesians, ‘Ability to work while studying in the 

destination country’ is more important. 
 
7.8 For Indians, Indonesians and Malaysians, ‘Ability to stay on in 

the destination country and work after completing your studies’ 
is more important. 

 
7.9 For Indonesians, ‘Strong communities from my home country in 

the destination country’ is more important. 
 
7.10 For Malaysians, ‘A stable political and economic environment in 

the destination country’ is more important. 
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Figure 18: Importance of different features when considering 
international study (total sample) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 19: Importance of different features when considering 
international study (First degree students) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



         

         28 

Figure 20: Importance of different features when considering 
international study (Full-time MBAs) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 21: Importance of different features when considering 
international study (Part-time/executive MBAs) 
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Figure 22: Ease of visa application process (by largest responding 
nationalities) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 23: Ability to work while studying in the destination country (by 
largest responding nationalities) 
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Figure 24: Ability to stay on in the destination country and work after 
completing your studies (by largest responding nationalities) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 25: Strong communities from my home country in the 
destination country (by largest responding nationalities) 
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Figure 26: A stable political and economic environment in the 
destination country (by largest responding nationalities) 
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8. Perceptions of Canada as a destination for  
international business education 

 
8.1 Respondents were provided with 14 statements covering 

potential perceptions of Canada as a destination for 
international business education and asked to rate each 
statement on a scale from 1 to 5, where 1 meant ‘Strongly 
Disagree’ and 5 meant ‘Strongly Agree’.  A sixth option was 
also available to respondents, which was ‘Don’t Know’. 

 
8.2 In nine of the 14 categories the largest response was for the 

‘Don’t Know’ option.  The three categories gaining the largest 
positive response (Strongly Agree and Agree) were: 

 
Is friendly and welcoming to all nationalities 
Has a diverse culture 
Offers a sense of adventure and exploration 

 
8.3 In none of the categories did negative sentiment outweigh 

positive, however, the two categories with the largest negative 
(Strongly Disagree and Disagree) views were: 

 
Is an inexpensive place to live (17.1%) 
Has a reputation as a major economic power (16.5%) 

 
8.4 The pattern of responses was very similar across the different 

audience groups, however full-time MBAs tended to be better 
informed with only six of the 14 categories having ‘Don’t Know’ 
as the largest response. 

 
8.5 Among full-time MBAs 23% said they Strongly Disagreed or 

Disagreed that Canada was ‘A leader in business education’. 
 

8.6 Among Other Business Masters a majority (58.1%) either 
Agreed or Strongly Agreed that Canada ‘Has an international 
outlook’. 

 
8.7 Research students also tended to be better informed with fewer 

cases where ‘Don’t Know’ was the largest response.  However, 
23% of Research students also Disagreed or Strongly 
Disagreed that Canada ‘Has a reputation as a major economic 
power’. 

 
8.8 Among Alumni more than half Agree or Strongly Agree that 

Canada ‘Has an international outlook’, but just short of 20% 
Disagreed or Strongly Disagreed that Canada ‘Has a reputation 
as a major economic power’. 

 
8.9 Among the largest groups of respondents by nationality the 

pattern of responses was again heavily dominated by ‘Don’t 
Knows’ and the overall range of responses was broadly similar 
to those of the total sample.  However, there are a number of 
responses that are worth noting and these are set out below. 

 
8.10 Almost 30% of Indian respondents Disagreed or Strongly 

Disagreed that Canada ‘Has a reputation as a major economic 
power’. 

 
8.11 Just under three-quarters (72%) of French respondents Agreed 

or Strongly Agreed that Canada ‘Has an international outlook’. 
 
8.12 Just under 30% of Indian and Dutch respondents Disagreed or 

Strongly Disagreed that Canada ‘Is an inexpensive place to 
live’, while the British respondents were the largest group to 
have Agreed or Strongly Agreed with this statement at (26%). 
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8.13 30% of Dutch respondents Disagreed or Strongly Disagreed 
that Canada ‘Has a reputation as a major economic power’; 
more than those who took a positive view. 

 
Figure 27: Perceptions of Canada as a destination for international 
business education (total sample) 

 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 28: Perceptions of Canada as a destination for international 
business education (Full-time MBAs) 
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Figure 29: Has a reputation as a major economic power (by largest 
responding nationalities) 
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9. Reputation of Canada as a destination  
for business education 

 
9.1 Building on the issue of reputation, respondents were provided 

with eight statements seeking to identify where their 
perceptions of Canada’s reputation as a provider of business 
education was drawn from.  Again a scale from 1 to 5 was 
provided for each statement where 1 represented Strongly 
Disagree and 5 meant Strongly Agree.  A sixth box was 
provided for Don’t Know. 

 
9.2 Not surprisingly given the responses to the previous set of 

questions, the Don’t Know category was dominant once more.  
Among the total sample the Don’t Know response was selected 
by around 50% of the sample for each statement.  There was 
little negative sentiment, but with around 15% in each case 
saying they neither agreed nor disagreed with a statement, 
there are few clear conclusions to draw. 

 
9.3 The strongest positive responses with just under 30% agreeing 

or strongly agreeing suggested that business education in 
Canada has: 

 
A strong reputation largely based on the reputation of a 
few business schools in rankings 
A strong academic reputation 

 
9.4 The responses across the different audience groups were very 

similar, the only difference being that among full-time MBAs the 
number of Don’t Knows declined by around 10%.  Those 
positively ranking ‘A strong academic reputation’ grew to just 
under 50%.  

 

9.5 When the results are broken down by the responses from the 
largest national groups, the pattern of results is similar.  In 
every case, the ‘Don’t Knows’ are the largest group recorded 
on each option. 

 
Figure 30: Reputation of Canada as a destination for business 
education (total sample) 
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10. Strengthening the reputation of Canada as a  
destination for international business education 

 
10.1 The final question dealt with how Canada could internationally 

strengthen its reputation as a provider of business education.  
Respondents were asked to rate a series of options on a scale 
from 1 to 5, where 1 meant Strongly Disagree and 5 meant 
Strongly Agree. 

 
10.2 Across the total sample there was strong support for each 

option with between 60% and 75% Strongly Agreeing or 
Agreeing.  By a small margin the option receiving the strongest 
agreement was ‘Increasing awareness of career opportunities 
in Canada for international students’. 

 
10.3 The pattern of strong support for each option was repeated 

across the different audience groups.  However, there were 
some variations among the largest groups of respondents by 
nationality. 

 
10.4 Indian respondents were least likely to support ‘Developing a 

clear brand identity for Canadian business education’, although 
49% still Agreed or Strongly Agreed with this option. 

 
10.5 For Indonesians and Malaysians, ‘Making it easier for 

international students to get a visa to study in Canada’ was 
more important than for other respondents. 

 
10.6 For Indonesians and Malaysians, ‘Reducing the costs of study 

for international students in Canada’ was more important than 
for other respondents. 

 
 
 

Figure 31: Strengthening the reputation of Canada as a destination for 
international business education (total sample) 
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Figure 32: Developing a clear brand identity for Canadian business 
education (by largest responding nationalities) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 33: Making it easier for international students to get a visa to 
study in Canada (by largest responding nationalities) 
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Figure 34: Reducing the costs of study for international students in 
Canada (by largest responding nationalities) 
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11. Conclusions 
 
11.1 Not surprisingly, the research confirms that a market exists for 

international education.  The experience of individual schools 
and other work carried out by CarringtonCrisp in recent years 
would have confirmed such a finding.  However, the size of the 
market for international education may have been unclear.  The 
research suggests that more than half of those responding 
would consider international study.  With CarringtonCrisp 
estimating that the annual worldwide value of fees for MBA 
programmes alone amounts to something like €5 billion. 

 
11.2 Many students have a positive view of Canada.  Canada is 

placed fourth in the list of countries that prospective students 
would consider, behind the UK, USA and Australia.  However, it 
is only slightly ahead of a group of other countries – France, 
Germany, Switzerland and Singapore.  Additionally, almost half 
those surveyed said they thought Canada had either an 
‘Excellent’ or ‘Good’ reputation as a destination for international 
business education. 

 
11.3 Among the survey sample the important issues when 

considering international education are: 
 

A welcoming environment for international students 
Language spoken in the destination country 
A stable political and economic environment in the 
destination country 
 

 
 
 

Canada scores highly on each of these, being noted in many 
places for the welcoming and friendly nature of its people, 
offering courses in English and French and with stable politics 
and a strong economy.  However, not all of this is necessarily 
well known among prospective international business students. 

 
11.4 The main reasons for studying internationally were To 

experience a different culture’ and ‘To add international 
experience to my CV’.  Again Canada should score highly with 
a multi-cultural population and the ability to stay on after 
graduation and work.  Least important was ‘Because the cost of 
studying was cheaper in another country’, yet the Canadian 
government on its website sells Canada on the low costs for 
international students. 

 
11.5 However, asked about perceptions of Canada as a destination 

for business education the overwhelming sense from the 
research was a limited amount of knowledge.  Where there was 
a positive response the three key perceptions were that 
Canada: 

 
Is friendly and welcoming to all nationalities 
Has a diverse culture 
Offers a sense of adventure and exploration 

 
These are messages that might have come from tourism 
marketing or other sources, but seem disconnected from any 
particular business or education positioning.  More concerning 
was that one of two negative sentiments which outweighed 
those positively supporting a perception was that Canada: 
 

Has a reputation as a major economic power 
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11.6 Canada has much to offer international business students, but 
the reality is that many international students are ignorant of 
this offer.  Prospective students have a positive attitude to 
Canada and there is little negativity, however they exhibit few 
strong reasons for making a positive decision to consider 
Canada as a destination for business education.  Added to this 
there are few collective marketing activities which help 
prospective students understand what Canada has to offer or 
present it in a clear and compelling manner.  Individual 
business schools may have clear branding and marketing and 
run successful campaigns to attract international students, but 
there seems little impact beyond these particular schools. 

 
11.7 Having completed this research there are a number of possible 

responses: 
 

Individual schools could continue to promote 
themselves internationally, taking in to account the 
research findings.   
 
A group of schools might decide to work together 
internationally, promoting themselves perhaps along the 
lines of the Group of Eight universities in Australia, and 
gaining some economies of scale from working 
together.  
The Canadian Federation of Business School Deans 
might take action collectively, developing a brand for 
Canadian business education and making it available to 
all member schools to use in their marketing, supporting 
it with communication tools. 
 

11.8 However, for there to be international recognition of the 
strength of what Canada can offer collectively in business 

education, there first needs to be clarity around the brand.  
Establishing what Canada has to offer, what its key competitors 
are offering and how to present this are key steps if Canada 
and its business schools are to attract a larger part of the 
international business education market.  While some individual 
schools may have greater success without this work, there is 
likely to be little impact beyond those particular schools. 

 
11.9 Once brand clarity has been established the next step is to 

decide how to effectively communicate that brand and what 
partners might be required to gain maximum benefit.  Clearly, it 
would make sense to coordinate efforts with any national or 
provincial programmes.  Also, it would be beneficial to work 
with individual schools who are promoting themselves 
internationally. 

 
11.10 However, doing nothing is not a realistic option.  The market for 

international education is becoming increasingly competitive.  
The inclusion of Singapore in the list of countries that students 
would consider is an indication of both the investment being 
made by Singapore in marketing its higher education, but also 
of the rise of Asian business schools.  Canada will face growing 
competition for international students in the future and has 
much to offer those seeking places to study.  However, without 
a clear and comprehensive approach to the international 
market, it is likely that Canadian business schools will miss out 
on opportunities to attract international students.   

 
Among the questions to be answered now are: 

 
Is there a collective will to do something as business schools?  
How might a collective project be taken forward? 
What would a collective project want and expect to achieve? 
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What costs might be involved? 
What timescale should be considered? 
Who can lead any collective project? 


