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Year Founded 

The Coles College of Business was founded in 1976. 

Advertising Budget 

Unknown 

BrandName(s) 

Michael J. Coles College of Business 

Management/Marketing Team Profiles 

• Dr. Timothy S. Mescon Dean of Michael J. Coles College of Business/Tony and Jack Dinos Eminent Scholar Chair of Entrepreneurial Management at Kennesaw State University 


o For more than 15 years, has served as the College’s business dean, significantly raising the profile of Coles College since his tenure. 
o Previously served as founding dean of the Franklin P. Perdue School of Business at Salisbury University in Maryland, and as assistant dean for undergraduate studies at the Miami University of Business Administration. 
o Before his appointment in Florida, he was a member of the faculty of Arizona State University. 
o Has also served as a visiting lecturer at Nanjing University in China, the University of Aston in England and as a Visiting Fellow at the Hebrew University in Jerusalem. 
o He and his father, Michael H. Mescon, the retired dean of Georgia State University’s Robinson College of Business, have coauthored six books on management. He has also written more than 200 articles and cases, and co-authored an audiotape series. 
o He was a contributing editor and writer for Delta Air Line’s SKY magazine for 20 years and is a contributing monthly columnist for AirTran Airlines’ Arrival in-flight magazine. 
o Serves as a commissioner on the City of Atlanta Homeless Commission and on the state’s Workforce Development Commission. Has served (six-year term thus far) as a director for the Metropolitan Atlanta United Way and continues to serve on the community investments committee. 
o Holds a Ph.D in strategic management and entrepreneurship from the University of Georgia, an MBA from Southern Methodist University in Dallas, and an undergraduate degree from Tulane University in New Orleans. 

• Larry Bell Managing Director, Coles Executive Education Programs 



o Larry_Bell@coles2.kennesaw.edu 
o Tel: 770.423.6978; Fax: 770.420.4444 
o Received MBA and BBA from the University of South Florida. 
o Teaching interests include influencing public policy, the telecom industry, and organizational politics. 
o Following his honorable discharge from the United States Marine Corps, began his career with AT&T at their New York Telephone Co. unit in Manhattan, and held various management and marketing positions, before being awarded the ‘University Scholar Fellowship’ by USF, where he completed his Masters of Business Administration (MBA) degree in 1974. 
o Upon his return to AT&T, held several sales leadership positions with their Southern Bell unit, including Sales Manager for the Health Care & Lodging clients in Florida. 
o In 1982, was promoted to District Manager for Administrative Operations & Training at the AT&T headquarters in New Jersey. 
o Was named the inaugural Branch Manager for the west coast of Florida in 1984. This branch proved to be AT&T’s most successful venture into ‘independent territory.’ generating more than $60 million in annual revenues. Then in 1986, was promoted to AT&T General Manager for Florida and the Caribbean, where AT&T became the first AT&T venture to turn a profit in its first year of operations in 1987. 
o In October 1989, became VP-Global Services for the southeastern United States, where he was responsible for growing the base of $2 billion in annual services revenue, generated by more than 400 large Global Services clients in nine southeastern states. 
o In 1998, became AT&T’s Vice President for Federal Government Solutions, with a $1.5 billion profit and loss responsibility for AT&T’s largest client, the U.S. Federal Government. 
o After 29 years of service at AT&T, he retired and went on to pursue a “second career” as Executive-In-Residence at Kennesaw State University in the Executive MBA program. 
o Affiliations include: Board of Directors for the Atlanta Symphony Orchestra; Fund Raising Chairman for The United Negro College Fund; The University of Miami Merrick Society; Coles College of Business Dean’s Advisory Board; and Coles College of Business Executive MBA Advisory Board. 
o Has completed numerous AT&T Executive Education Programs, including The Aspen Institute, Brookings Institution and Levinson Institute, and Washington Campus. Also received a University Scholar Fellowship at the University of South Florida. 

• Mandy Brooks, MBA Director of Marketing and Admissions, Executive MBA Programs 



o Mandy_Brooks@coles2.kennesaw.edu 
o Tel: 770.420.4MBA; Fax: 770.420.4444 
o Specializes in marketing and admissions for the Coles Executive MBA programs. 
o Well known in the regional Executive MBA community for her commitment to adult learning and assisting experienced professionals in achieving their personal and professional goals. 
o Works closely AT&T employees coaching prospects through a self-select admissions process and with top executives to ensure a world-class MBA program that benefits all. 
o Her experience in marketing and sales has contributed to the ranking and brand of the Coles Executive MBA programs. 

• Kathleen Cesar Marketing Specialist, Executive Education, Coles College of Business 



o Kathleen_cesar@coles2.kennesaw.edu 
o Tel: 770.499.3481; Fax: 770.420.4444 
o First point of contact for prospective candidates, and assist them prior to application. 
o Has been with the Executive Education team for just over a year, and has more than 10 years of customer service and design to the position. 

Current Agencies 

• Kennesaw State University uses a firm called “Ruff Design,” headquartered in Marietta, GA. (Cannot locate if Coles College of Business has used an agency) 
o Website: www.ruffdesign.net 
o Small agency that specializes in advertising, African-American market, brand development and integration, commercial photography, communications, consulting, consumer marketing, exhibit/trade shows, graphic design, logo and package design and public relations. 
o A few samples of the work they’ve done for Kennesaw: 



CLIENT: Kennesaw State University 
PROJECT: Masters in Social Work (MSW) Pocket Folder 
Pocket folder with insert and blank templates on laser printer compatible paper to allow custom in-house client printing 



CLIENT: Kennesaw State University 
PROJECT: Division of Continuing Education 
Establishing the look and feel for all marketing material generated by the KSU ConEd division to ensure consistency on every piece of collateral. Implementing brand standards throughout the division to protect integrity of identity system of the individual unit as part of the larger KSU system. 

Media Spending 

2000: 
2001: 
2002: 
2003: 
2004 (to date): 

Attach current and previous advertising campaigns 


Understanding the Target Prospect 

Company Description 

• Kennesaw State University, a comprehensive, residential institution with a student population of approximately 18,000 students from 129 countries, offers more than 55 undergraduate and graduate degree programs. 

• The Michael J. Coles College of Business at Kennesaw State University provides a traditional business education with special emphasis on entrepreneurship, team building, and global business. 

• The Coles EMBA program specializes in “people issues,” offering an unusual focus on softer skills, such as management and “personal professional development.” The program is integrated, team taught, and technology driven. 

o Companies large and small have sent top executives for training en masse, and approximately half of their students are sponsored by organizations, coming on behalf of their companies. 

• The unique, innovative spirit of the College arises from an emphasis on building partnerships with the corporate world, other academic institutions, the community, government and nonprofit enterprises. It is through these alliances that Coles College achieves its goals of continuous improvement and targeted program development. 

• The College strives to provide high-quality, applied business education in a collegial, intellectually stimulating, and supportive learning and working environment. Committed to innovation and continuous improvement, the College seeks to offer undergraduate and graduate programs of study that connect theory to practice, promote critical thinking, and engage students in active and collaborative learning. 

• The College aspires to prepare their students to provide effective and ethical business leadership in an increasingly complex, technologically sophisticated and interdependent world. Students are attracted to the College for its innovative programs, career services, and co-ops and internships, as well as the faculty’s commitment to prepare students for professional success. 

• The Coles College of Business houses five academic departments: 

o The Department of Accounting (B.B.A.) prepares students for careers in the field of Accounting. The Coles College business law and business systems faculty are also housed in the Department of Accounting. 

o The Department of Economics, Finance and Quantitative Analysis (B.B.A.) offers curricula designed to prepare students for careers in the fields of economics and finance, with an emphasis on using analytical methods to determine the most efficient means to reach various goals. 

o The Department of Management and Entrepreneurship an interdisciplinary department that concentrates on staffing and running the Cole College’s MBA program for Experienced Professionals. 

o The Department of Management and Entrepreneurship (B.B.A.) designed to prepare students for leadership roles in the field of management. 
o The Department of Marketing and Professional Sales (B.B.A.) designed to prepare students for a career in the dynamic and exciting field of marketing and sales. 

• The focus of the Professional Sales Program is on business-to-business or organizational marketing. 

• The BBA in Professional Sales has garnered national attention, as it is one of only a few such programs in the United States. 

• The undergraduate program in the College prepares students for careers in business, government and non-profit organizations. It offers the following undergraduate degrees: 

o Bachelor of Business Administration in Accounting 
o Bachelor of Business Administration in Economics 
o Bachelor of Business Administration in Finance 
o Bachelor of Business Administration in Management 
o Bachelor of Business Administration in Marketing 
o Bachelor of Business Administration in Professional Sales 

• Five graduate programs, leading to the highly-regarded Master of Business Administration (MBA) degree, are offered: 

o Coles Executive MBA 

• A top-ranked MBA program for experienced executives who want a world-class MBA degree without interruption to their current career, are ready for a life-changing experience and are committed to thriving personally and professionally. 

• The average age of the student in this program is 39 years old with sixteen years of professional work experience. 

o AT&T Executive MBA 

• The result of a partnership between BellSouth, Cingular Wireless, AT&T and Coles College of Business. 

• Has the same curriculum, faculty, and advantages as the open enrollment Executive MBA program, with a few program differences that benefit AT&T students. 

• Employees from AT&T self-select, apply and enroll in the program, but the company is not involved in the selection or admissions processes. 

o Career Growth MBA 

• Offers a broad base of business knowledge, leadership skills, personal and professional development, and focuses on technology. 

• Students enrolled in this program are of a variety of ages and work experience, backgrounds and disciplines. The average age is 33 and the average work year experience is six. Over 30% are international students from 15 countries. 

o WebMBA 

• Offers the opportunity to qualified and highly motivated professionals to earn MBA degrees with little interruption to their work and personal lives, but still benefit from the same rigor and commitment to quality as traditional campus programs. All course-work, including exams, is completed online. 

• This program has been awarded a “Best Buy MBA” designation by GetEducated.com’s independent editorial team, meaning that the program offers a high-quality distance degree at tuition rates well below the national average when measured against competing options in the program’s class. 

• Ranked No. 16 based on a fall 2005 GetEducated.com survey of publicly posted tuition rates at 130 distance-learning MBA programs offered through accredited universities in the United States. 

o Master of Accounting 

• Designed to help the individual meet the challenges of a career in accounting and prepare them for success in public, private or governmental careers. 

• Coles College Accounting graduates have some of the highest CPA pass rates of all public and private business school graduates in the state, and have consistently exceeded the national averages for first-time CPA exam takers for over 15 years. 

o Students in the Coles Executive MBA programs share three fundamental traits required for success -- energy, intellect and ambition. 

• The Coles Executive MBA admissions team looks for pre-applicants who have: 

o A desire to thrive in everything they do, both personally and professionally. The unique richness they’ll bring the Coles Executive MBA experiential classroom and how this will add to the learning experience of their experience. 

o Focuses on managers and leaders who are in a growth stage of their career or life, and Coles College provides them the needed information and skills to achieve their ambitions. 

• In 2005, there were approximately 3,372 undergraduate students and 538 graduate students enrolled in the college. 

o In 2004, the College had to add 12 new faculty positions as the result of the number of declared undergraduate majors increasing from 1999 to 2003. 

o The Coles College awards more than 40 percent of all Kennesaw State University degrees. 

• The Econometric Center is the business and economic research arm of the Coles College. Its monthly Business Conditions Survey parallels the National Association of Purchasing Managers Survey and aggregates data from purchasing professionals in metropolitan Atlanta and northwest Georgia. The Econometric Center also conducts a quarterly Consumer Confidence Index for metropolitan Atlanta in conjunction with the Greater Atlanta Home Builders Association. 

• The Cox Family Enterprise Center at the Michael J. Coles College of Business was established in 1986 to provide research, support and educational programs designed specifically for medium and larger-sized established family businesses. The Center has helped thousands of family businesses conquer the many challenges they face, and stay strong economically, and as family units. 

o Its name was officially changed in 2000 to the Cox Family Enterprise Center to lend its name to one of Georgia’s most successful family-owned businesses, Cox Enterprises. Its name lends itself to a national center for family business education at the Coles College of Business. 

o More than 100 universities have started similar programs based on what is now known as the K-model, where the “K” stands for “Kennesaw.” 

o The Cox Family Business Center has consistently been nationally ranked in publications, including Business Week, U.S. News & World Report and Success magazines. 

o Tom Peters preaches it, business journalists pay increasing attention to it, smart military commanders live by it, and entrepreneurs know it in their bones: the future belongs to organizations that are lean, nimble, observant, and open to change and free of stultifying bureaucracy. The Cox Family Enterprise Center was the first organization in the country to undertake an in-depth exploration of time used competitively in business. 

• Coles College is located in the A.L. Burrus Building, a 100,000 square-foot facility built on Kennesaw’s main campus. It is situated in the east section of the campus overlooking the Campus Green. The ground floor contains a food court with table seating for eating and studying surrounded by numerous lecture halls. The fourth floor of the Burrus Building is a computer lab open to students. The building is one of the more dominant features of the sector of this campus, which contains other large structures. 



Company Background 

• Coles College of Business is named for Michael J. Coles, an entrepreneur and philanthropist who also made two unsuccessful bids to represent Georgia in the U.S. Congress, and currently, President and CEO of Caribou Coffee Co. Prior to Caribou Coffee, Coles was CEO and Founder of The Great American Cookie Company. 

o Coles has a long-standing relationship with Kennesaw State University. In addition to receiving an honorary doctorate of humane letters from the university, he has served as chairman of the Kennesaw State University Board of Trustees and as a member of the executive committee. 

o Coles has contributed much of his time and resources to education. 

 1994, his Coles Novak Family Foundation made a $1 million dollar donation to Kennesaw State University. 

o In the fall of 2005, Coles Executive MBA students, alumni, family and friends had the honor to meet Coles and his wife, Donna, at a spirited reception followed by a high-energy and interactive learning experience. Coles was presented with a Goethe inspired plaque that read, “Whatever you can do or dream you can, begin it. Boldness has genius, power, and magic to it.” Those are words that encompass the spirit of Michael and the Coles College of Business. 

Rank in Category 

• Kennesaw State University’s MBA program is one of the largest in the nation, and is the third largest university in Georgia. 

• In 2004, Coles College of Business was named the “University of the Year” winner by the Atlanta Chapter of the National Society of Hispanic MBAs. 

• In 2001, Business Week magazine rated the Michael J. College of Business among the “Best of the Bunch” for executive MBA programs. 

• In 1996, Coles' business school was listed in Success magazine’s report on “The 25 Best Business Schools for Entrepreneurship” as one of the nation’s “Top 10 Up-and-Comers.” 

• Coles College of Business also ranked third in the nation in 2001 in “teamwork” and tenth in “ebusiness.” 

• Coles College of Business has the second-largest accredited executive MBA program. 

• Chief Executive magazine highlights the Coles College of Business as one of the top business schools for CEOs. This was as a result of a study conducted by the editors’ magazine. 

• The Cox Family Business Center was cited by Family Business Review as “the nation’s premier model of college-based educational programs for family businesses.” Nation’s Business listed the center as one of the top college-based, family-business programs in the nation. 

• Coles College has been highlighted in many publications as one that moves quickly and aggressively to meet the needs of its customers students, the corporate world and the community. 

Geography/Distribution 

• Coles College of Business predominantly serves working residents of metropolitan Atlanta and the broader Northwest Georgia region. 

Current State Of Business 

• The Coles Executive MBA alumni network, combined with Kennesaw State University’s current student population is growing exponentially. The network is highly concentrated throughout the Southeast, in pockets around the globe and recently moving into the Northeast and up the Carolina coats. This is the reason that the network is strong and influential in the business community. 

Core Products/Services 

• The Coles College of Business has more than 105 full-time, participating faculty serving in five academic departments, six undergraduate, Bachelor of Business Administration (BBA) programs, and six graduate, Masters Programs. 

Recent Marketing Initiatives 

• In September of 2006, Coles College of Business created a unique executive education program for employees of the local office of IBM.com, in which the new Masters Certificate for Experienced Professionals Program is being taught at IBM.com’s Smyrna offices. The curriculum will include five graduate level business courses. Participants who complete the program receive a Masters certificate. Coles College’s top faculty members teach the classes at IBM.com Smyrna offices. 

o The program’s goals include helping participants stretch beyond their comfort zone to acquire advanced skills; help them “think outside the box” and search for new alternatives; increase their corporate, industry and business knowledge; and help them develop “executive-suite perspective.” 

o “Graduate curriculum can be expanded and customized to provide executive education opportunities to many kinds of businesses,” said Mike Salvador, Ph.D, who chairs KSU’s Department of Leadership and Professional Development. “Programs such as this combine proven courseware with the competencies of the Executive Education team.” 

Brand Positioning 

• Kennesaw State University and Coles College of Business positions itself with pride as a university that offers a vibrant, high-quality, ‘real world’ education. 

• ‘Integrity’ and ‘respect’ are two words that define the College. 

Primary Target Audience 

• Coles targets people who want to ethically succeed in business, and improve their communities and their lives. 

Strategic Goals 

• The Coles College of Business aspires to be the preferred provider of flexible business education and relevant research and practice valued by the marketplace. 

• The following core values drive the strategic direction of the College: 

o Competitiveness through continuous improvement. 
 Operational philosophy that increasing quality is an ongoing responsibility of everyone in the organization. 
o Connecting theory and practice. 
 Commitment to applying research, scholarship and discipline-based theory to the practice of business and management. 
o Innovation, creativity and entrepreneurship. 
 Belief in the infusion of resourcefulness, originality and imagination in what they do and how they do it. 
o Flexibility. 
 Continuously being responsive to the needs of their constituencies. 
o Globalization. 
 Their academic perspective is global and they are constantly pursuing opportunities to expand their alliances globally, providing critical opportunities for students and faculty. 
o Responsiveness Being customer focused. 

Major Points of Differentiation between Coles College of Business Brand and Other Executive MBA Programs Offered at Other Business Colleges 

• The education received by a Coles highly acclaimed and innovative Executive MBA is superior to other programs on several levels, but the greatest ‘key’ is the combination of the integrated format, coupled with ‘team teaching.’ Their approach better replicates the ‘real world’ of business for an executive. 

• The College has a world-class curriculum, a foundation of team and leadership and a heavy concentration of dedicated and influential SE-based alumni. 

• The Coles Executive MBA is the only program that has a core, Executive MBA only faculty team (who have decades of professional business experience) dedicated to its students. Coles has the only Executive MBA faculty in the country that meets as a team weekly and makes the faculty the most accessible in the nation. 

• The College recognizes that the global business world is changing, and it attracts the kind of teachers and students who thrive on change, and the College only selects and retains a diverse and talented pool of faculty and staff who uphold the professional standards of their respective disciplines. 

• The first business school in Georgia to earn the recognition as being nationally accredited by AACSB International The Association to Advance Collegiate Schools of Business. 

Other Relevant Information 

• Demographics: Coles College of Business 

o Undergraduate student profile 
• Students applying yearly: 7,811 
• Students accepted yearly: 5,507 
• Students enrolled yearly: 3,644 
• Total Coles College enrollment: 3,914 

o Class sizes 
• Junior level: 35-80 
• Senior level: 25-60 

o Graduate students 
• Number of graduate business students: 755 
• Women make up about 40% of graduate students. 
• Minority students make up about 35% of the class of graduate students. 
• About 60% of Coles College MBA candidates have baccalaureate degrees in business, but many completed undergraduate study in engineering, liberal arts and the sciences. 





Our Work: Case Studies 
Coles College of Business 


Company Overview: 

The Michael J. Coles College of Business at Kennesaw State University offers a vibrant, high quality, real-world learning experience to undergraduate and graduate students. Its diverse programs, international experience, technological focus, centers of academic excellence, thriving corporate partnerships and adventurous curriculum prepare students for today's rapidly changing business world. 

The Coles College is nationally recognized in a number of areas, including its study of family business, accounting, and entrepreneurship. The Coles College Board of Directors is made up of prominent businessmen and women from across the southeast. 

Challenges: 
• A lack of uniformity across all departmental sites 
• The site did not provide relevant content to its intended audiences 
• Site adoption was low; site was not generating awareness and site traffic 
• Misrepresentation of Coles College of Business as one of the largest of 34 public universities and colleges in the University System of Georgia 

Implications: 
• A missing connection/touch point between new and prospective students, faculty and alumni 
• Loss of credibility for the university 
• Low admission rate 

Solutions: 
• Develop a web strategy and design that will increase the number of applications for admissions 
• Facilitate usage of on-line and off-line programs 
• Through the use of CRM, engage faculty and alumni with the website and enable them to populate select sections of the site with their own, curriculum-related content 
• Engage students, both at the undergraduate level and the graduate level, through the website 
• Evolve the site into a sales tool that clearly communicates Coles College as it aligns with the mission statement and core values 
• Segment the distribution of information based on audience 
• Identify Coles College of Business as a leader in the education community 
• Increase the number of visitors and repeat visitors through Search Engine Optimization 



Key Consumer and Category Trends/Insights 

Mike Malefakis, director of executive education at the University of Chicago, has been racking up thousands of extra frequent-flier miles lately. Five years ago, he made three trips abroad for the school's executive education programs. In 2006, he traveled overseas a dozen times for those programs, which now include satellite campuses in London and Shanghai, China. 

“We are now seeing the real impact of globalization,'' Malefakis says. “Major U.S. business schools, to compete, have to reach globally.'' 

Going global is one among a number of strategies that have helped U.S.-based executive education and executive MBA programs score gains despite shifting priorities by corporate sponsors. Some schools are trying to boost enrollment by actively recruiting more women, particularly to male-dominated executive MBA programs. Others are offering more distance learning options like online lectures. In non-degree offerings, custom programs designed for specific corporate clients continue to multiply. 

Such efforts have helped non-degree executive education programs regain much of the income and participation lost during the long slump that followed the technology bust and the terrorist attacks of September 11, 2001. The latest survey of 43 executive education programs by the International University Consortium for Executive Education found that 84 percent saw revenue gains from 2005 to 2006, with 43 percent reporting increases of 10 percent or more. 

“It came back very slowly and gradually, but it is back and it is doing quite well,'' says Bill Scheurer, executive director of the consortium. “Schools that stayed with it are in good shape right now.'' 

Executive MBA programs, meanwhile, have seen applications rise despite a sharp cut in corporate sponsorship for students. The reason: Students are increasingly paying their own way, convinced that an MBA will advance their careers. According to the Executive MBA Council, about 35 percent of students in executive MBA programs were fully reimbursed by their sponsor companies in 2006, down from 40 percent in 2003. About 32 percent of students footed the entire bill in 2006. 

The shift away from company sponsorship has been dramatic at many schools. At Columbia University, Ethan Hanabury, associate dean for executive says about half the students in the program now pay their own way. In 2000, the program was almost 100 percent company-sponsored. 

The cost is not insignificant. The bill for tuition, fees, lodging and other expenses for a two-year EMBA program at Columbia runs $127,000. But the degree commands a premium in the corporate marketplace. Students who graduated an EMBA program in 2006 had a mean salary of $129,740, about 20 percent more than those entering the program, according to the Executive MBA Council. 

With the drop in corporate sponsorship, self-funded EMBA students, who continue to work while pursuing their degrees, frequently jump to higher-paying jobs at different companies upon graduation. Columbia, like a number of other schools, now offers career counseling and coaching aimed at helping graduates land new jobs or use their degrees and new knowledge to win promotions within their organizations. In response, some companies that still pay require their EMBA students to sign contracts promising several more years of service after graduation. 

“I think the big change [in EMBA programs] in the last seven years has been the decline in company sponsorship,'' Hanabury says. “It has had an impact on how we service our students.'' 

Non-degree programs, on the other hand, continue to be paid for by companies looking to hone leadership and management skills or to address specific company issues. And while satellite campuses of U.S. programs in places like London and Shanghai have brought fresh recruits to executive education programs, the domestic situation faces some long-term challenges. 

Stephen Burnett, associate dean for executive education at the Kellogg School of Management at Northwestern University, says the recovery in non-degree executive education obscures fundamental demographic changes in the workforce that affect executive education programs. Those changes are one reason why the downturn lasted as long as it did. 

“It's taken far longer to recover than anyone expected,'' Burnett says. “When you look at the numbers, you begin to see that the traditional market for executive education has been declining in the U.S. since about 1999.'' 

Historically, executive education programs, both degree and non-degree, have drawn from a pool of mid-career executives, typically males 35 to 39 years old, Burnett says. But the number of 35- to 39-year-old men peaked at about 10 million in 1999 and has since dropped by about 1 million. In addition, the number of MBAs granted each year has grown from 55,000 in 1980 to 140,000 today. Burnett says that suggests there are fewer executives without MBAs, who are the main targets of non-degree executive education courses. Finally, large corporations, the primary source of candidates for executive education programs, have shed more than a million jobs this decade. 

“We as an industry have to face the fact that the sweet spot for executive education has declined very dramatically,'' Burnett says. “What's really depressing is that it is not going to change for a while.' 

Despite those negative demographic and business shifts, demand for executive education remains strong as companies face an increasingly complex and competitive global business climate that requires highly trained and effective leaders. Indeed, the field of executive education has become more crowded as private providers, often linked to business consulting companies, launch or expand executive education programs. One of the largest private providers, Mercer Delta Executive Learning Center, reports its business grew 40 percent in 2006, thanks largely to its expanding international programs. 

“What companies want is, `Tell me what the frontier is. Tell me what the best practices are. Help me change,' '' says David Dotlich, president of Mercer Delta Executive Learning Center. “The provider who does that the best will grow the fastest.'' 

While Mercer draws much of its clientele from overseas these days, 40 percent of its business is now outside the U.S., the underlying interest from most clients is similar. Dotlich says companies want help identifying, training and preparing new executives for future leadership roles. That is particularly true in the U.S., Dotlich says, where corporate boards have begun pushing CEOs to identify future company leaders. 

The emphasis on tying executive education to a company's specific needs gave rise to custom non-degree programs designed and run for a single company. Those programs continue to expand, with 78 percent reporting growth in custom offerings for 2006 in the International University Consortium for Executive Education survey. 

More than half of all executive education revenue now comes from custom programs. But traditional, open-enrollment executive education programs that teach broad management subjects to groups of executives from a number of different companies remain healthy, with 70 percent of open-enrollment programs reporting growth in the survey. 

What that suggests to Grant Ackerman, associate dean of executive education at Columbia, is that companies are not so much interested in whether a program is open or custom, but rather in how it meets a specific need. Columbia has adopted a new approach in which it works with corporate clients to develop blended programs of open and custom programs. If, say, a company has a group of executives in which some need basic training in corporate finance and others in marketing, but all would benefit from a group project on managing change, then Columbia might develop a blended program of several traditional open-enrollment courses plus a custom course. 

“My sense is that there will always be a need for open and for custom programs,'' Ackerman says. “Now it is just a matter of what is the best mix.'' 

How programs are delivered is also changing. While classroom instruction remains the primary method of delivering lessons, many programs are adding ways of providing content and contact using computers and the Internet. In the Executive MBA Council survey, 43 percent of schools reported replacing some classroom hours with alternative delivery methods like online lectures or DVDs. 

At the University of Michigan's Ross School of Business, executive MBA students get a laptop as part of their tuition. The computer is preloaded with software that ties into university systems over the Internet, allowing students to do library research, chat with professors and work on class team projects. They can also view on their laptops DVDs of course lectures that the school produces. The distance learning methods have replaced some classroom sessions, although students still come to campus for a major part of their degree work. 

Paul Velasco, director of instructional technology at the Ross School, says the program recognizes that EMBA candidates are mid-career executives holding full-time jobs who are trying to complete a degree in a relatively short period of time. “The mixture of residential and online or distance learning helps working professionals complete the program in a 20-month time frame,'' Velasco says. 

Other schools are trying to tap into the online social networking trend to link students, professors and alumni. At Harvard University, the use of computer-aided communications is branching out from course team projects to broader networks involving the school's faculty, staff, executive education students and alumni. The idea is that students would continue to participate in Harvard online networks and sites after completing courses, sometimes serving as resources to others, sometimes tapping into knowledge that others might have, and sometimes just staying in touch. 

“You have areas where people can go to get content,'' says Ralph James, executive director of executive education at Harvard Business School. “You have areas where people can comment on content. You have areas where people can ask questions and get answers. It's a virtual meeting space. The critical part is facilitation. There is somebody there making sure that people who ask questions get answers.'' 

A key asset for the school in its networking endeavors is its base of 60,000 alumni who are scattered around the country and the world. The school is trying to use the concept of social networking to knit together alumni and professors while also providing business content online, all aimed at promoting lifelong learning for its executive education graduates. 

“Social networking takes place when people need to get together to form a community,'' says Lynda Applegate, a Harvard professor of business administration who is developing the school's Global Entrepreneurship Knowledge Network. “It has been very popular for meeting and sharing interest on a broad basis. What we are doing is tying it to business needs and curriculum that we develop. We are helping to form those groups and then we are providing tools and support so we are upgrading content.'' 

During the next few years, schools like Harvard and commercial executive education providers like Mercer plan to continue exploring new ways of using technology while also expanding geographic reach and adjusting to meet the needs of corporate and individual clients. 

But while the demand for programs is solid at the moment for both degree and non-degree programs, so is the demand for quality instruction that can deliver clear results. New programs and new players in the private sector have sprung up to compete, giving consumers of executive education a wider universe from which to pick. 

“In the past, executive education was restricted to the business schools,'' says Elaine Eisenman, dean of executive education at Babson College. “Now we have consulting firms going into it, private executive education firms and hybrids. Companies have many more choices today.'' 

According to a 2006 Executive MBA Council Survey: 

• 84% -- Percentage of executive education programs surveyed reporting revenue gains from 2005 to 2006. 

Source: International University Consortium for Executive Education survey of 43 programs, 2006 

• 43% -- Percentage surveyed reporting revenue gains of 10 percent or more from 2005 to 2006. 

Source: International University Consortium for Executive Education survey of 43 programs, 2006 

• Well-schooled in business 

o Executive education programs are changing in response to the needs of business, such as a focus on international issues, and the needs of students, such as increasing use of Web-based classes to accommodate busy students who might be far from campus. 

• PROGRAM LENGTH: The average length of Executive MBA Council member programs in 2006 was 20.4 months, compared with 20.3 months in 2003. The majority of programs (75 percent) continue to offer programs that range between 17 and 24 months to complete. On average, Canadian programs are the shortest (18 months) and Middle Eastern and African programs are the longest (27 months). 

• Destination China: In 2006, 62 percent of Executive MBA Council member programs required an international trip, down slightly from 65 percent in 2004. China was by far the most popular destination (42 percent), followed by India and Hong Kong (at 13 percent each). 

• GENDER: Twenty-eight percent of executive MBA students in 2006 were female, up 2 percent from 2005. 

• AGE: The average age of students in Executive MBA Council member programs was 35.9 years in 2004, 2005 and 2006. 

• DELIVERY METHODS: Forty-three percent of member programs have replaced classroom contact hours with distance or distributed learning, an increasing trend since 2004. 

Source: 2006 Executive MBA Council Survey

Date: June 18, 2007 



Kennesaw State University 
Coles College of Business 
1000 Chastain Road 
Kennesaw, Georgia 30144 
Tel: 770.423.6000 
http://www.kennesaw.edu 
http://coles.kennesaw.edu 

Year Founded 

The Coles College of Business was founded in 1976. 

Advertising Budget 

Unknown 

BrandName(s) 

Michael J. Coles College of Business 

Management/Marketing Team Profiles 

• Dr. Timothy S. Mescon Dean of Michael J. Coles College of Business/Tony and Jack Dinos Eminent Scholar Chair of Entrepreneurial Management at Kennesaw State University 


o For more than 15 years, has served as the College’s business dean, significantly raising the profile of Coles College since his tenure. 
o Previously served as founding dean of the Franklin P. Perdue School of Business at Salisbury University in Maryland, and as assistant dean for undergraduate studies at the Miami University of Business Administration. 
o Before his appointment in Florida, he was a member of the faculty of Arizona State University. 
o Has also served as a visiting lecturer at Nanjing University in China, the University of Aston in England and as a Visiting Fellow at the Hebrew University in Jerusalem. 
o He and his father, Michael H. Mescon, the retired dean of Georgia State University’s Robinson College of Business, have coauthored six books on management. He has also written more than 200 articles and cases, and co-authored an audiotape series. 
o He was a contributing editor and writer for Delta Air Line’s SKY magazine for 20 years and is a contributing monthly columnist for AirTran Airlines’ Arrival in-flight magazine. 
o Serves as a commissioner on the City of Atlanta Homeless Commission and on the state’s Workforce Development Commission. Has served (six-year term thus far) as a director for the Metropolitan Atlanta United Way and continues to serve on the community investments committee. 
o Holds a Ph.D in strategic management and entrepreneurship from the University of Georgia, an MBA from Southern Methodist University in Dallas, and an undergraduate degree from Tulane University in New Orleans. 

• Larry Bell Managing Director, Coles Executive Education Programs 



o Larry_Bell@coles2.kennesaw.edu 
o Tel: 770.423.6978; Fax: 770.420.4444 
o Received MBA and BBA from the University of South Florida. 
o Teaching interests include influencing public policy, the telecom industry, and organizational politics. 
o Following his honorable discharge from the United States Marine Corps, began his career with AT&T at their New York Telephone Co. unit in Manhattan, and held various management and marketing positions, before being awarded the ‘University Scholar Fellowship’ by USF, where he completed his Masters of Business Administration (MBA) degree in 1974. 
o Upon his return to AT&T, held several sales leadership positions with their Southern Bell unit, including Sales Manager for the Health Care & Lodging clients in Florida. 
o In 1982, was promoted to District Manager for Administrative Operations & Training at the AT&T headquarters in New Jersey. 
o Was named the inaugural Branch Manager for the west coast of Florida in 1984. This branch proved to be AT&T’s most successful venture into ‘independent territory.’ generating more than $60 million in annual revenues. Then in 1986, was promoted to AT&T General Manager for Florida and the Caribbean, where AT&T became the first AT&T venture to turn a profit in its first year of operations in 1987. 
o In October 1989, became VP-Global Services for the southeastern United States, where he was responsible for growing the base of $2 billion in annual services revenue, generated by more than 400 large Global Services clients in nine southeastern states. 
o In 1998, became AT&T’s Vice President for Federal Government Solutions, with a $1.5 billion profit and loss responsibility for AT&T’s largest client, the U.S. Federal Government. 
o After 29 years of service at AT&T, he retired and went on to pursue a “second career” as Executive-In-Residence at Kennesaw State University in the Executive MBA program. 
o Affiliations include: Board of Directors for the Atlanta Symphony Orchestra; Fund Raising Chairman for The United Negro College Fund; The University of Miami Merrick Society; Coles College of Business Dean’s Advisory Board; and Coles College of Business Executive MBA Advisory Board. 
o Has completed numerous AT&T Executive Education Programs, including The Aspen Institute, Brookings Institution and Levinson Institute, and Washington Campus. Also received a University Scholar Fellowship at the University of South Florida. 

• Mandy Brooks, MBA Director of Marketing and Admissions, Executive MBA Programs 



o Mandy_Brooks@coles2.kennesaw.edu 
o Tel: 770.420.4MBA; Fax: 770.420.4444 
o Specializes in marketing and admissions for the Coles Executive MBA programs. 
o Well known in the regional Executive MBA community for her commitment to adult learning and assisting experienced professionals in achieving their personal and professional goals. 
o Works closely AT&T employees coaching prospects through a self-select admissions process and with top executives to ensure a world-class MBA program that benefits all. 
o Her experience in marketing and sales has contributed to the ranking and brand of the Coles Executive MBA programs. 

• Kathleen Cesar Marketing Specialist, Executive Education, Coles College of Business 



o Kathleen_cesar@coles2.kennesaw.edu 
o Tel: 770.499.3481; Fax: 770.420.4444 
o First point of contact for prospective candidates, and assist them prior to application. 
o Has been with the Executive Education team for just over a year, and has more than 10 years of customer service and design to the position. 

Current Agencies 

• Kennesaw State University uses a firm called “Ruff Design,” headquartered in Marietta, GA. (Cannot locate if Coles College of Business has used an agency) 
o Website: www.ruffdesign.net 
o Small agency that specializes in advertising, African-American market, brand development and integration, commercial photography, communications, consulting, consumer marketing, exhibit/trade shows, graphic design, logo and package design and public relations. 
o A few samples of the work they’ve done for Kennesaw: 



CLIENT: Kennesaw State University 
PROJECT: Masters in Social Work (MSW) Pocket Folder 
Pocket folder with insert and blank templates on laser printer compatible paper to allow custom in-house client printing 



CLIENT: Kennesaw State University 
PROJECT: Division of Continuing Education 
Establishing the look and feel for all marketing material generated by the KSU ConEd division to ensure consistency on every piece of collateral. Implementing brand standards throughout the division to protect integrity of identity system of the individual unit as part of the larger KSU system. 

Media Spending 

2000: 
2001: 
2002: 
2003: 
2004 (to date): 

Attach current and previous advertising campaigns 


Understanding the Target Prospect 

Company Description 

• Kennesaw State University, a comprehensive, residential institution with a student population of approximately 18,000 students from 129 countries, offers more than 55 undergraduate and graduate degree programs. 

• The Michael J. Coles College of Business at Kennesaw State University provides a traditional business education with special emphasis on entrepreneurship, team building, and global business. 

• The Coles EMBA program specializes in “people issues,” offering an unusual focus on softer skills, such as management and “personal professional development.” The program is integrated, team taught, and technology driven. 

o Companies large and small have sent top executives for training en masse, and approximately half of their students are sponsored by organizations, coming on behalf of their companies. 

• The unique, innovative spirit of the College arises from an emphasis on building partnerships with the corporate world, other academic institutions, the community, government and nonprofit enterprises. It is through these alliances that Coles College achieves its goals of continuous improvement and targeted program development. 

• The College strives to provide high-quality, applied business education in a collegial, intellectually stimulating, and supportive learning and working environment. Committed to innovation and continuous improvement, the College seeks to offer undergraduate and graduate programs of study that connect theory to practice, promote critical thinking, and engage students in active and collaborative learning. 

• The College aspires to prepare their students to provide effective and ethical business leadership in an increasingly complex, technologically sophisticated and interdependent world. Students are attracted to the College for its innovative programs, career services, and co-ops and internships, as well as the faculty’s commitment to prepare students for professional success. 

• The Coles College of Business houses five academic departments: 

o The Department of Accounting (B.B.A.) prepares students for careers in the field of Accounting. The Coles College business law and business systems faculty are also housed in the Department of Accounting. 

o The Department of Economics, Finance and Quantitative Analysis (B.B.A.) offers curricula designed to prepare students for careers in the fields of economics and finance, with an emphasis on using analytical methods to determine the most efficient means to reach various goals. 

o The Department of Management and Entrepreneurship an interdisciplinary department that concentrates on staffing and running the Cole College’s MBA program for Experienced Professionals. 

o The Department of Management and Entrepreneurship (B.B.A.) designed to prepare students for leadership roles in the field of management. 
o The Department of Marketing and Professional Sales (B.B.A.) designed to prepare students for a career in the dynamic and exciting field of marketing and sales. 

• The focus of the Professional Sales Program is on business-to-business or organizational marketing. 

• The BBA in Professional Sales has garnered national attention, as it is one of only a few such programs in the United States. 

• The undergraduate program in the College prepares students for careers in business, government and non-profit organizations. It offers the following undergraduate degrees: 

o Bachelor of Business Administration in Accounting 
o Bachelor of Business Administration in Economics 
o Bachelor of Business Administration in Finance 
o Bachelor of Business Administration in Management 
o Bachelor of Business Administration in Marketing 
o Bachelor of Business Administration in Professional Sales 

• Five graduate programs, leading to the highly-regarded Master of Business Administration (MBA) degree, are offered: 

o Coles Executive MBA 

• A top-ranked MBA program for experienced executives who want a world-class MBA degree without interruption to their current career, are ready for a life-changing experience and are committed to thriving personally and professionally. 

• The average age of the student in this program is 39 years old with sixteen years of professional work experience. 

o AT&T Executive MBA 

• The result of a partnership between BellSouth, Cingular Wireless, AT&T and Coles College of Business. 

• Has the same curriculum, faculty, and advantages as the open enrollment Executive MBA program, with a few program differences that benefit AT&T students. 

• Employees from AT&T self-select, apply and enroll in the program, but the company is not involved in the selection or admissions processes. 

o Career Growth MBA 

• Offers a broad base of business knowledge, leadership skills, personal and professional development, and focuses on technology. 

• Students enrolled in this program are of a variety of ages and work experience, backgrounds and disciplines. The average age is 33 and the average work year experience is six. Over 30% are international students from 15 countries. 

o WebMBA 

• Offers the opportunity to qualified and highly motivated professionals to earn MBA degrees with little interruption to their work and personal lives, but still benefit from the same rigor and commitment to quality as traditional campus programs. All course-work, including exams, is completed online. 

• This program has been awarded a “Best Buy MBA” designation by GetEducated.com’s independent editorial team, meaning that the program offers a high-quality distance degree at tuition rates well below the national average when measured against competing options in the program’s class. 

• Ranked No. 16 based on a fall 2005 GetEducated.com survey of publicly posted tuition rates at 130 distance-learning MBA programs offered through accredited universities in the United States. 

o Master of Accounting 

• Designed to help the individual meet the challenges of a career in accounting and prepare them for success in public, private or governmental careers. 

• Coles College Accounting graduates have some of the highest CPA pass rates of all public and private business school graduates in the state, and have consistently exceeded the national averages for first-time CPA exam takers for over 15 years. 

o Students in the Coles Executive MBA programs share three fundamental traits required for success -- energy, intellect and ambition. 

• The Coles Executive MBA admissions team looks for pre-applicants who have: 

o A desire to thrive in everything they do, both personally and professionally. The unique richness they’ll bring the Coles Executive MBA experiential classroom and how this will add to the learning experience of their experience. 

o Focuses on managers and leaders who are in a growth stage of their career or life, and Coles College provides them the needed information and skills to achieve their ambitions. 

• In 2005, there were approximately 3,372 undergraduate students and 538 graduate students enrolled in the college. 

o In 2004, the College had to add 12 new faculty positions as the result of the number of declared undergraduate majors increasing from 1999 to 2003. 

o The Coles College awards more than 40 percent of all Kennesaw State University degrees. 

• The Econometric Center is the business and economic research arm of the Coles College. Its monthly Business Conditions Survey parallels the National Association of Purchasing Managers Survey and aggregates data from purchasing professionals in metropolitan Atlanta and northwest Georgia. The Econometric Center also conducts a quarterly Consumer Confidence Index for metropolitan Atlanta in conjunction with the Greater Atlanta Home Builders Association. 

• The Cox Family Enterprise Center at the Michael J. Coles College of Business was established in 1986 to provide research, support and educational programs designed specifically for medium and larger-sized established family businesses. The Center has helped thousands of family businesses conquer the many challenges they face, and stay strong economically, and as family units. 

o Its name was officially changed in 2000 to the Cox Family Enterprise Center to lend its name to one of Georgia’s most successful family-owned businesses, Cox Enterprises. Its name lends itself to a national center for family business education at the Coles College of Business. 

o More than 100 universities have started similar programs based on what is now known as the K-model, where the “K” stands for “Kennesaw.” 

o The Cox Family Business Center has consistently been nationally ranked in publications, including Business Week, U.S. News & World Report and Success magazines. 

o Tom Peters preaches it, business journalists pay increasing attention to it, smart military commanders live by it, and entrepreneurs know it in their bones: the future belongs to organizations that are lean, nimble, observant, and open to change and free of stultifying bureaucracy. The Cox Family Enterprise Center was the first organization in the country to undertake an in-depth exploration of time used competitively in business. 

• Coles College is located in the A.L. Burrus Building, a 100,000 square-foot facility built on Kennesaw’s main campus. It is situated in the east section of the campus overlooking the Campus Green. The ground floor contains a food court with table seating for eating and studying surrounded by numerous lecture halls. The fourth floor of the Burrus Building is a computer lab open to students. The building is one of the more dominant features of the sector of this campus, which contains other large structures. 



Company Background 

• Coles College of Business is named for Michael J. Coles, an entrepreneur and philanthropist who also made two unsuccessful bids to represent Georgia in the U.S. Congress, and currently, President and CEO of Caribou Coffee Co. Prior to Caribou Coffee, Coles was CEO and Founder of The Great American Cookie Company. 

o Coles has a long-standing relationship with Kennesaw State University. In addition to receiving an honorary doctorate of humane letters from the university, he has served as chairman of the Kennesaw State University Board of Trustees and as a member of the executive committee. 

o Coles has contributed much of his time and resources to education. 

 1994, his Coles Novak Family Foundation made a $1 million dollar donation to Kennesaw State University. 

o In the fall of 2005, Coles Executive MBA students, alumni, family and friends had the honor to meet Coles and his wife, Donna, at a spirited reception followed by a high-energy and interactive learning experience. Coles was presented with a Goethe inspired plaque that read, “Whatever you can do or dream you can, begin it. Boldness has genius, power, and magic to it.” Those are words that encompass the spirit of Michael and the Coles College of Business. 

Rank in Category 

• Kennesaw State University’s MBA program is one of the largest in the nation, and is the third largest university in Georgia. 

• In 2004, Coles College of Business was named the “University of the Year” winner by the Atlanta Chapter of the National Society of Hispanic MBAs. 

• In 2001, Business Week magazine rated the Michael J. College of Business among the “Best of the Bunch” for executive MBA programs. 

• In 1996, Coles' business school was listed in Success magazine’s report on “The 25 Best Business Schools for Entrepreneurship” as one of the nation’s “Top 10 Up-and-Comers.” 

• Coles College of Business also ranked third in the nation in 2001 in “teamwork” and tenth in “ebusiness.” 

• Coles College of Business has the second-largest accredited executive MBA program. 

• Chief Executive magazine highlights the Coles College of Business as one of the top business schools for CEOs. This was as a result of a study conducted by the editors’ magazine. 

• The Cox Family Business Center was cited by Family Business Review as “the nation’s premier model of college-based educational programs for family businesses.” Nation’s Business listed the center as one of the top college-based, family-business programs in the nation. 

• Coles College has been highlighted in many publications as one that moves quickly and aggressively to meet the needs of its customers students, the corporate world and the community. 

Geography/Distribution 

• Coles College of Business predominantly serves working residents of metropolitan Atlanta and the broader Northwest Georgia region. 

Current State Of Business 

• The Coles Executive MBA alumni network, combined with Kennesaw State University’s current student population is growing exponentially. The network is highly concentrated throughout the Southeast, in pockets around the globe and recently moving into the Northeast and up the Carolina coats. This is the reason that the network is strong and influential in the business community. 

Core Products/Services 

• The Coles College of Business has more than 105 full-time, participating faculty serving in five academic departments, six undergraduate, Bachelor of Business Administration (BBA) programs, and six graduate, Masters Programs. 

Recent Marketing Initiatives 

• In September of 2006, Coles College of Business created a unique executive education program for employees of the local office of IBM.com, in which the new Masters Certificate for Experienced Professionals Program is being taught at IBM.com’s Smyrna offices. The curriculum will include five graduate level business courses. Participants who complete the program receive a Masters certificate. Coles College’s top faculty members teach the classes at IBM.com Smyrna offices. 

o The program’s goals include helping participants stretch beyond their comfort zone to acquire advanced skills; help them “think outside the box” and search for new alternatives; increase their corporate, industry and business knowledge; and help them develop “executive-suite perspective.” 

o “Graduate curriculum can be expanded and customized to provide executive education opportunities to many kinds of businesses,” said Mike Salvador, Ph.D, who chairs KSU’s Department of Leadership and Professional Development. “Programs such as this combine proven courseware with the competencies of the Executive Education team.” 

Brand Positioning 

• Kennesaw State University and Coles College of Business positions itself with pride as a university that offers a vibrant, high-quality, ‘real world’ education. 

• ‘Integrity’ and ‘respect’ are two words that define the College. 

Primary Target Audience 

• Coles targets people who want to ethically succeed in business, and improve their communities and their lives. 

Strategic Goals 

• The Coles College of Business aspires to be the preferred provider of flexible business education and relevant research and practice valued by the marketplace. 

• The following core values drive the strategic direction of the College: 

o Competitiveness through continuous improvement. 
 Operational philosophy that increasing quality is an ongoing responsibility of everyone in the organization. 
o Connecting theory and practice. 
 Commitment to applying research, scholarship and discipline-based theory to the practice of business and management. 
o Innovation, creativity and entrepreneurship. 
 Belief in the infusion of resourcefulness, originality and imagination in what they do and how they do it. 
o Flexibility. 
 Continuously being responsive to the needs of their constituencies. 
o Globalization. 
 Their academic perspective is global and they are constantly pursuing opportunities to expand their alliances globally, providing critical opportunities for students and faculty. 
o Responsiveness Being customer focused. 

Major Points of Differentiation between Coles College of Business Brand and Other Executive MBA Programs Offered at Other Business Colleges 

• The education received by a Coles highly acclaimed and innovative Executive MBA is superior to other programs on several levels, but the greatest ‘key’ is the combination of the integrated format, coupled with ‘team teaching.’ Their approach better replicates the ‘real world’ of business for an executive. 

• The College has a world-class curriculum, a foundation of team and leadership and a heavy concentration of dedicated and influential SE-based alumni. 

• The Coles Executive MBA is the only program that has a core, Executive MBA only faculty team (who have decades of professional business experience) dedicated to its students. Coles has the only Executive MBA faculty in the country that meets as a team weekly and makes the faculty the most accessible in the nation. 

• The College recognizes that the global business world is changing, and it attracts the kind of teachers and students who thrive on change, and the College only selects and retains a diverse and talented pool of faculty and staff who uphold the professional standards of their respective disciplines. 

• The first business school in Georgia to earn the recognition as being nationally accredited by AACSB International The Association to Advance Collegiate Schools of Business. 

Other Relevant Information 

• Demographics: Coles College of Business 

o Undergraduate student profile 
• Students applying yearly: 7,811 
• Students accepted yearly: 5,507 
• Students enrolled yearly: 3,644 
• Total Coles College enrollment: 3,914 

o Class sizes 
• Junior level: 35-80 
• Senior level: 25-60 

o Graduate students 
• Number of graduate business students: 755 
• Women make up about 40% of graduate students. 
• Minority students make up about 35% of the class of graduate students. 
• About 60% of Coles College MBA candidates have baccalaureate degrees in business, but many completed undergraduate study in engineering, liberal arts and the sciences. 





Our Work: Case Studies 
Coles College of Business 


Company Overview: 

The Michael J. Coles College of Business at Kennesaw State University offers a vibrant, high quality, real-world learning experience to undergraduate and graduate students. Its diverse programs, international experience, technological focus, centers of academic excellence, thriving corporate partnerships and adventurous curriculum prepare students for today's rapidly changing business world. 

The Coles College is nationally recognized in a number of areas, including its study of family business, accounting, and entrepreneurship. The Coles College Board of Directors is made up of prominent businessmen and women from across the southeast. 

Challenges: 
• A lack of uniformity across all departmental sites 
• The site did not provide relevant content to its intended audiences 
• Site adoption was low; site was not generating awareness and site traffic 
• Misrepresentation of Coles College of Business as one of the largest of 34 public universities and colleges in the University System of Georgia 

Implications: 
• A missing connection/touch point between new and prospective students, faculty and alumni 
• Loss of credibility for the university 
• Low admission rate 

Solutions: 
• Develop a web strategy and design that will increase the number of applications for admissions 
• Facilitate usage of on-line and off-line programs 
• Through the use of CRM, engage faculty and alumni with the website and enable them to populate select sections of the site with their own, curriculum-related content 
• Engage students, both at the undergraduate level and the graduate level, through the website 
• Evolve the site into a sales tool that clearly communicates Coles College as it aligns with the mission statement and core values 
• Segment the distribution of information based on audience 
• Identify Coles College of Business as a leader in the education community 
• Increase the number of visitors and repeat visitors through Search Engine Optimization 



Key Consumer and Category Trends/Insights 

Mike Malefakis, director of executive education at the University of Chicago, has been racking up thousands of extra frequent-flier miles lately. Five years ago, he made three trips abroad for the school's executive education programs. In 2006, he traveled overseas a dozen times for those programs, which now include satellite campuses in London and Shanghai, China. 

“We are now seeing the real impact of globalization,'' Malefakis says. “Major U.S. business schools, to compete, have to reach globally.'' 

Going global is one among a number of strategies that have helped U.S.-based executive education and executive MBA programs score gains despite shifting priorities by corporate sponsors. Some schools are trying to boost enrollment by actively recruiting more women, particularly to male-dominated executive MBA programs. Others are offering more distance learning options like online lectures. In non-degree offerings, custom programs designed for specific corporate clients continue to multiply. 

Such efforts have helped non-degree executive education programs regain much of the income and participation lost during the long slump that followed the technology bust and the terrorist attacks of September 11, 2001. The latest survey of 43 executive education programs by the International University Consortium for Executive Education found that 84 percent saw revenue gains from 2005 to 2006, with 43 percent reporting increases of 10 percent or more. 

“It came back very slowly and gradually, but it is back and it is doing quite well,'' says Bill Scheurer, executive director of the consortium. “Schools that stayed with it are in good shape right now.'' 

Executive MBA programs, meanwhile, have seen applications rise despite a sharp cut in corporate sponsorship for students. The reason: Students are increasingly paying their own way, convinced that an MBA will advance their careers. According to the Executive MBA Council, about 35 percent of students in executive MBA programs were fully reimbursed by their sponsor companies in 2006, down from 40 percent in 2003. About 32 percent of students footed the entire bill in 2006. 

The shift away from company sponsorship has been dramatic at many schools. At Columbia University, Ethan Hanabury, associate dean for executive says about half the students in the program now pay their own way. In 2000, the program was almost 100 percent company-sponsored. 

The cost is not insignificant. The bill for tuition, fees, lodging and other expenses for a two-year EMBA program at Columbia runs $127,000. But the degree commands a premium in the corporate marketplace. Students who graduated an EMBA program in 2006 had a mean salary of $129,740, about 20 percent more than those entering the program, according to the Executive MBA Council. 

With the drop in corporate sponsorship, self-funded EMBA students, who continue to work while pursuing their degrees, frequently jump to higher-paying jobs at different companies upon graduation. Columbia, like a number of other schools, now offers career counseling and coaching aimed at helping graduates land new jobs or use their degrees and new knowledge to win promotions within their organizations. In response, some companies that still pay require their EMBA students to sign contracts promising several more years of service after graduation. 

“I think the big change [in EMBA programs] in the last seven years has been the decline in company sponsorship,'' Hanabury says. “It has had an impact on how we service our students.'' 

Non-degree programs, on the other hand, continue to be paid for by companies looking to hone leadership and management skills or to address specific company issues. And while satellite campuses of U.S. programs in places like London and Shanghai have brought fresh recruits to executive education programs, the domestic situation faces some long-term challenges. 

Stephen Burnett, associate dean for executive education at the Kellogg School of Management at Northwestern University, says the recovery in non-degree executive education obscures fundamental demographic changes in the workforce that affect executive education programs. Those changes are one reason why the downturn lasted as long as it did. 

“It's taken far longer to recover than anyone expected,'' Burnett says. “When you look at the numbers, you begin to see that the traditional market for executive education has been declining in the U.S. since about 1999.'' 

Historically, executive education programs, both degree and non-degree, have drawn from a pool of mid-career executives, typically males 35 to 39 years old, Burnett says. But the number of 35- to 39-year-old men peaked at about 10 million in 1999 and has since dropped by about 1 million. In addition, the number of MBAs granted each year has grown from 55,000 in 1980 to 140,000 today. Burnett says that suggests there are fewer executives without MBAs, who are the main targets of non-degree executive education courses. Finally, large corporations, the primary source of candidates for executive education programs, have shed more than a million jobs this decade. 

“We as an industry have to face the fact that the sweet spot for executive education has declined very dramatically,'' Burnett says. “What's really depressing is that it is not going to change for a while.' 

Despite those negative demographic and business shifts, demand for executive education remains strong as companies face an increasingly complex and competitive global business climate that requires highly trained and effective leaders. Indeed, the field of executive education has become more crowded as private providers, often linked to business consulting companies, launch or expand executive education programs. One of the largest private providers, Mercer Delta Executive Learning Center, reports its business grew 40 percent in 2006, thanks largely to its expanding international programs. 

“What companies want is, `Tell me what the frontier is. Tell me what the best practices are. Help me change,' '' says David Dotlich, president of Mercer Delta Executive Learning Center. “The provider who does that the best will grow the fastest.'' 

While Mercer draws much of its clientele from overseas these days, 40 percent of its business is now outside the U.S., the underlying interest from most clients is similar. Dotlich says companies want help identifying, training and preparing new executives for future leadership roles. That is particularly true in the U.S., Dotlich says, where corporate boards have begun pushing CEOs to identify future company leaders. 

The emphasis on tying executive education to a company's specific needs gave rise to custom non-degree programs designed and run for a single company. Those programs continue to expand, with 78 percent reporting growth in custom offerings for 2006 in the International University Consortium for Executive Education survey. 

More than half of all executive education revenue now comes from custom programs. But traditional, open-enrollment executive education programs that teach broad management subjects to groups of executives from a number of different companies remain healthy, with 70 percent of open-enrollment programs reporting growth in the survey. 

What that suggests to Grant Ackerman, associate dean of executive education at Columbia, is that companies are not so much interested in whether a program is open or custom, but rather in how it meets a specific need. Columbia has adopted a new approach in which it works with corporate clients to develop blended programs of open and custom programs. If, say, a company has a group of executives in which some need basic training in corporate finance and others in marketing, but all would benefit from a group project on managing change, then Columbia might develop a blended program of several traditional open-enrollment courses plus a custom course. 

“My sense is that there will always be a need for open and for custom programs,'' Ackerman says. “Now it is just a matter of what is the best mix.'' 

How programs are delivered is also changing. While classroom instruction remains the primary method of delivering lessons, many programs are adding ways of providing content and contact using computers and the Internet. In the Executive MBA Council survey, 43 percent of schools reported replacing some classroom hours with alternative delivery methods like online lectures or DVDs. 

At the University of Michigan's Ross School of Business, executive MBA students get a laptop as part of their tuition. The computer is preloaded with software that ties into university systems over the Internet, allowing students to do library research, chat with professors and work on class team projects. They can also view on their laptops DVDs of course lectures that the school produces. The distance learning methods have replaced some classroom sessions, although students still come to campus for a major part of their degree work. 

Paul Velasco, director of instructional technology at the Ross School, says the program recognizes that EMBA candidates are mid-career executives holding full-time jobs who are trying to complete a degree in a relatively short period of time. “The mixture of residential and online or distance learning helps working professionals complete the program in a 20-month time frame,'' Velasco says. 

Other schools are trying to tap into the online social networking trend to link students, professors and alumni. At Harvard University, the use of computer-aided communications is branching out from course team projects to broader networks involving the school's faculty, staff, executive education students and alumni. The idea is that students would continue to participate in Harvard online networks and sites after completing courses, sometimes serving as resources to others, sometimes tapping into knowledge that others might have, and sometimes just staying in touch. 

“You have areas where people can go to get content,'' says Ralph James, executive director of executive education at Harvard Business School. “You have areas where people can comment on content. You have areas where people can ask questions and get answers. It's a virtual meeting space. The critical part is facilitation. There is somebody there making sure that people who ask questions get answers.'' 

A key asset for the school in its networking endeavors is its base of 60,000 alumni who are scattered around the country and the world. The school is trying to use the concept of social networking to knit together alumni and professors while also providing business content online, all aimed at promoting lifelong learning for its executive education graduates. 

“Social networking takes place when people need to get together to form a community,'' says Lynda Applegate, a Harvard professor of business administration who is developing the school's Global Entrepreneurship Knowledge Network. “It has been very popular for meeting and sharing interest on a broad basis. What we are doing is tying it to business needs and curriculum that we develop. We are helping to form those groups and then we are providing tools and support so we are upgrading content.'' 

During the next few years, schools like Harvard and commercial executive education providers like Mercer plan to continue exploring new ways of using technology while also expanding geographic reach and adjusting to meet the needs of corporate and individual clients. 

But while the demand for programs is solid at the moment for both degree and non-degree programs, so is the demand for quality instruction that can deliver clear results. New programs and new players in the private sector have sprung up to compete, giving consumers of executive education a wider universe from which to pick. 

“In the past, executive education was restricted to the business schools,'' says Elaine Eisenman, dean of executive education at Babson College. “Now we have consulting firms going into it, private executive education firms and hybrids. Companies have many more choices today.'' 

According to a 2006 Executive MBA Council Survey: 

• 84% -- Percentage of executive education programs surveyed reporting revenue gains from 2005 to 2006. 

Source: International University Consortium for Executive Education survey of 43 programs, 2006 

• 43% -- Percentage surveyed reporting revenue gains of 10 percent or more from 2005 to 2006. 

Source: International University Consortium for Executive Education survey of 43 programs, 2006 

• Well-schooled in business 

o Executive education programs are changing in response to the needs of business, such as a focus on international issues, and the needs of students, such as increasing use of Web-based classes to accommodate busy students who might be far from campus. 

• PROGRAM LENGTH: The average length of Executive MBA Council member programs in 2006 was 20.4 months, compared with 20.3 months in 2003. The majority of programs (75 percent) continue to offer programs that range between 17 and 24 months to complete. On average, Canadian programs are the shortest (18 months) and Middle Eastern and African programs are the longest (27 months). 

• Destination China: In 2006, 62 percent of Executive MBA Council member programs required an international trip, down slightly from 65 percent in 2004. China was by far the most popular destination (42 percent), followed by India and Hong Kong (at 13 percent each). 

• GENDER: Twenty-eight percent of executive MBA students in 2006 were female, up 2 percent from 2005. 

• AGE: The average age of students in Executive MBA Council member programs was 35.9 years in 2004, 2005 and 2006. 

• DELIVERY METHODS: Forty-three percent of member programs have replaced classroom contact hours with distance or distributed learning, an increasing trend since 2004. 

Source: 2006 Executive MBA Council Survey

