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Abstract 
 

Despite the apparent rise in countries offered, programs provided, variety of durations 

within the programs given, an unrelenting gender imbalance continues to exist between United 

States male and female college students studying abroad.    

This research study attempted to explore marketing, and particularly marketing materials, 

as a potential factor that could contribute to the definite dearth of American male college 

students traveling internationally to receive academic credit from home institutions.  

This research study aimed to discover whether a difference existed between the genders 

of college students concerning level of interest in receiving international education. This research 

study also utilized marketing to determine if there was influence of inclusion of models and/or 

gender of models in marketing materials on both student interest to participate in the study 

abroad program displayed and perceived likelihood level of actually taking part in the program. 

   Students enrolled in the Labovitz School of Business and Economics at the University of 

Minnesota Duluth were surveyed about interest level in studying abroad, as well as placed in one 

of four mock advertisement conditions to inquire about interest in and likelihood of partaking in 

the promoted study abroad program.  

The findings from the survey’s respondents suggest that males retain a significantly lower 

interest level in traveling abroad while pursuing an academic degree. Male college students seem 

to be not affected by inclusion of models and/or gender of models in marketing materials, but 

American female students are considerably more sensitive to these factors in advertisements.  

These results imply that international education marketing can be carefully analyzed and 

utilized strategically to increasingly influence the college student population or even certain 

subgroups of college students to attain academic credit in a foreign country.  
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Background  

Studying abroad refers to international education, meaning “education that occurs outside 

the participant’s home country that results in progress toward an academic degree at the student’s 

home institution” (Forum on Education Abroad).  

Studying abroad was historically seen as an independent venture where young women 

and men would travel to learn about the world (Bufmack 16). Programs then solidified in the 

1920s into plans offered through universities or colleges. Study abroad offices sprang up in 

larger colleges and later on in small and medium sized colleges as a response to students desiring 

to receive academic credit through traveling. In the 1950s and 1960s, third party providers were 

established to partner with the smaller colleges that didn’t have the internal resources to create 

and implement study abroad programs and were enhanced for the larger universities that wanted 

to provide students with increased options of plans (Redden). As the benefits of study abroad, 

including increased “cognitive skills, an appreciation for global issues, complex intercultural 

awareness and communication skills, a stronger and more mature personal identity, and 

increased self-confidence” were uncovered through numerous in depth research studies 

(Salisbury, Paulsen, and Pascarella 3), almost all recognized higher education institutions and 

outside providers quickly sought to offer a study abroad system to suit their students’ needs.  

According to the Institute of International Education Open Doors Report 2015, the 

number of American students studying abroad for academic credit in 2013 to 2014 has risen to 

304,467 students, a 5.2% increase over the past year (Institute of International Education 2). 

Students wishing to study abroad are now able to take advantage of a variety of 

programs, durations, and destination countries. In addition, university and college study abroad 

participants presently range from all academic areas of study.   
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Programs to travel the world while still attaining academic credit are now offered through 

universities and colleges and third party providers. The college and university study abroad 

programs are typically designed by the international education office or by a faculty member 

interested in creating and implementing a course related to a specific field of study. Third party 

providers usually construct a wider range of programs, with academic credit, internship, and 

work opportunities in a large amount of countries for almost all student majors.  

The duration of study abroad programs varies, from short term programs to mid length 

schedules to longer term courses. The short term programs are programs that are eight weeks or 

less, typically offered as winter “J-Term” programs or summer programs. Short term programs 

increasingly make up the majority of programs that students in the United States utilize as the 

years go on, with 62.1% of courses acting as these types of programs (Institute of International 

Education 2). Mid length programs are characterized as schedules that span one semester or one 

to two quarters. This category of study abroad programs is decreasing slightly, making up 34.9% 

of the total courses for students studying abroad (Institute of International Education 2). Longer 

term courses tend to stretch over a period of an entire academic or calendar year. Long term 

programs are an extremely small portion of study abroad courses, with only 3% of programs 

spanning the longer period (Institute of International Education 2). See Appendix A. The 

University of Minnesota Duluth’s breakdown of the duration of study abroad programs from 

2013 to 2014 generally reflects the national numbers, with 72.63% of students participating in 

short term programs, about 20.39% of students partaking in mid length courses, and 6.98% of 

study abroad participants enrolled in the shrinking longer term programs (University of 

Minnesota Duluth Open Doors Survey).  
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Students that desire to study abroad are now able to travel to almost any country in the 

world. The United Kingdom, Italy, Spain, and France, all located in Europe, ranked as the top 

countries American students chose to travel to from 2013 to 2014 (Institute of International 

Education 2). The countries expand to locations in Asia, South America, and Oceania as the list 

continues, with China, Germany, Ireland, Cost Rica, Australia, and Japan rated as the next top 

countries for American students to study abroad (Institute of International Education 2). See 

Appendix A. At the University of Minnesota Duluth, the top destination choices for study abroad 

participants through the year 2013 to 2014 were the United Kingdom, Sweden, and Italy, then 

Peru, Mexico, and Slovenia, and finally Belize, China, Cost Rica, France, and Australia 

(University of Minnesota Duluth Open Doors Survey).  

University and college students that study abroad are from almost all major fields of 

study. Students majoring in areas of science, technology, engineering, and mathematics topped 

the list at 22.6% (Institution of International Education 2). College participants studying business 

are the next likely major to study abroad with 19.6% (Institution of International Education 2). 

Students studying social sciences were 18.7% percent of the American students traveling abroad 

to attain academic credit (Institution of International Education 2). Undergraduates choosing to 

learn about language and international studies are a smaller 7.8% of the majors of students 

studying abroad (Institute of International Education 2). Students majoring in applied arts are the 

lowest group of college and university students to study abroad, with only 7% of students 

traveling abroad enrolled in applied arts areas of study (Institute of International Education 2). 

See Appendix A. The rankings of major areas of study for students receiving international 

education at the University of Minnesota Duluth are science, technology, engineering, and 

mathematics students at 23.75%, education and social sciences participants tied at 17.94%, 
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business students at 15.04%, fine or applied arts pupils at 10.035, and humanities students at 

6.59% (University of Minnesota Duluth Open Doors Survey). 

Although all majors of college and university students are increasingly capitalizing on 

international education programs to many countries for several different durations, there are still 

groups of students that are more likely to study abroad or less likely to study abroad, with gender 

being a major factor separating those who study abroad and those who don’t study abroad.  

Female college students make up the majority of American students studying abroad. The 

Institute of International Education report from 2013 to 2014 shows that females reflect 65.3% of 

students studying abroad (Institute of International Education 2). Over the period of 2000 to 

2014, the breakdowns consistently show female college students making up about 64% to 66% 

of all United States students studying abroad (Institute of International Education 2). See 

Appendix A. The University of Minnesota Duluth has a slightly lower percentage of female 

students studying abroad than the national average, at about 64% from the year 2013 to 2014 

(University of Minnesota Duluth Open Doors Survey).  

A particular pocket of college and university students, males, are not being represented in 

receiving academic credit overseas. Male college students fall drastically behind female college 

students, only consisting of about 34.7% of American students studying abroad from 2013 to 

2014 (Institute of International Education 2). In fact, male students were outnumbered nearly two 

to one by females (Dessoff 2). Again, throughout a fourteen-year period, males consistently 

portray only 34% to 36% of the total students studying abroad, showing no signs of improvement 

throughout time (Institute of International Education 2). See Appendix A. The University of 

Minnesota Duluth closely mirrors country statistics from 2013 to 2014, with 36% of study 

abroad participants identified as males (University of Minnesota Duluth Open Doors Survey). 
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Research Problem  

A number of studies have been completed in the attempt to uncover reasons for the 

persistent gender gap in higher education study abroad, although “it seems impossible to nail 

down one reason for the lack of men going abroad” (Bufmack 30). 

However, there is a lack of research regarding the effect of marketing on male and female 

college students as a potential source of the imbalance between the genders in studying abroad.  

   Marketing materials, messages, and staff could serve as a potential source of influence 

for United States college and university students studying abroad, contributing to the consistent 

gender asymmetry. Marketing materials, including brochures, flyers, and websites, from 

universities and third party study abroad providers often feature testimonials mainly from women 

talking about their study abroad experience and pictures of females with iconic landmarks or 

interacting with locals (Bufmack 33; Redden 1). Marketing messages tend to highlight the 

historical appreciation, cultural experiences, local people, and learning of foreign languages 

gained from studying abroad that women want, contrasting to the career and internship readiness 

and skills acquired through the experience that may be attractive to men (Lindsay 229; Lucas 

239; Thirolf 254). Women are also typically over represented in the staff positions of peer 

advisors and directors in international education offices, and as such, tend to formulate and 

disseminate the marketing materials and messages (Ryan 38; Yankey 52).  

This research study hopes to discover if marketing, and more specifically marketing 

materials such as advertisements, is an avenue that contributes to the gender gap in studying 

abroad, in order to better understand and possibly correct the troubling surplus of female students 

and shortage of male students that is persistently preventing such a large group of American 

college students from partaking in a beneficial worldly experience.   

 



 6 

Research Questions 

The aim of this research study is to examine possible contrasts in interest in studying 

abroad between male and female college students, and then further evaluate if there is a 

difference between the genders in interest and likeliness to travel to another country for academic 

credit, based on the impact of study abroad advertisements and the models in those 

advertisements. To guide this analysis, this research study will be directed and determined 

through the following questions:  

 
1. Is there a difference between male and female college students in overall interest or 

intent to study abroad? 

2.  Is there an impact of the inclusion of models and/or the gender of models in 

marketing materials on college student attraction and likelihood to study abroad? 

 
Literature Review 
 
  This literature review attempts to analyze the current theories regarding differences 

between the genders, focusing on the interaction of factors that contributes to the intent to study 

abroad as well as some more specific causes posited to be reasons why American male college 

students receive international education less than female college students.   

Although there are several studies that have holistically examined the range of factors 

that impact a college student’s intent and subsequent decision to study abroad, three major 

studies exist that stand out as investigating frameworks with various components specifically to 

differences in gender. A landmark study by Salisbury and colleagues looked at the student choice 

construct, which states that students make choices based on human, financial, social, and cultural 

capital acquired and habitus built and shaped throughout experiences and environments. After 
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finding that “the impact of gender on factors that affect intent to study abroad” was primarily 

clustered in social and cultural capital areas, the researchers concluded that “it is a variety of 

values, attitudes, beliefs, and interests combined with numerous higher education institutional 

context measures that shape male and female intent to study abroad” (Salisbury, Paulsen, 

Pascarella 32). Another study by BaileyShea placed background characteristics, personal beliefs 

and attitudes, intention to study abroad, institutional factors, academic involvement, and 

extracurricular involvement into the I-E-O model by Astin to make up one framework that 

predicts the different influences that affect the genders towards receiving academic credit from 

another country. BaileyShea found that “institutional factors, student involvement (academic and 

extracurricular), and sociocultural factors…influenced student outcomes related to study abroad” 

somewhat differently between genders, with major, campus participation, grade point average, 

parent education, and intent acting as sources of contrast (BaileyShea 202). Shirley also looked 

at the gender differences in a range of factors that might push students to study abroad. The 

research determined that there were no significant differences in motivations that affected intent 

to study abroad, leading to the conclusion that “males and females show very limited differences 

regarding study abroad in their thoughts on influential reasons” (Shirley 26).   

One of the main beliefs regarding the cause of the gender gap in study abroad concerned 

the fact that male students were more inclined to be enrolled in science, technology, engineering, 

and math majors, and therefore were less likely to have wiggle room in the strict schedules to 

allow for the addition of an international education experience. Researchers and college students 

have long argued that “male students are typically in majors where the opportunity to study 

abroad is much more difficult to fit into their curriculum” (Lindsay 22). However, this theory is 

attaining less and less validity as time goes on. Students with science, technology, engineering, 
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and math majors were the top field to study abroad from 2013 to 2014, with 22.6% of study 

abroad participants studying in science, technology, engineering, and math areas (International 

Education Institute 2). Females students within the science, technology, engineering, and math 

fields were also reported to study abroad more than the male college students in the same areas 

of study (Ryan 10). Researchers also point out that if science, technology, engineering, and math 

male college students were hindered by a tighter course schedule during the year, then those 

students could take advantage of short term programs during winter or summer breaks, but this 

occurrence doesn’t seem to be materializing. Studies examining the high prevalence of males in 

science, technology, engineering, and math fields of study as the cause for a low number of male 

students studying abroad suggest the creation and promotion of international education programs 

designed specifically to match to these majors.  

Another commonly held idea purports that female students are perceived to be attracted 

to and focus on the cultural adventure and following personal advancement that study abroad 

offers, while male college students are perceived to laser in on whether international education 

has a connection to internship and career preparation and skills. Females are willing to 

participate in study abroad programs based on desires to learn languages, gain historical 

background, and meet people of other cultures. Male students feel the need to have their 

experience “count” or “provide value” in terms of academic or career related goals (Lucas; 

Yankey). Researchers state that current efforts to increase study abroad participation focus on 

highlighting the general experience, attracting females but turning off male students that are 

looking to go beyond the “abstract benefits” of international education and realize the concrete 

career oriented advantages that studying abroad brings relative to sizeable costs of the program. 
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These studies often tend to advocate for marketing messages that display how studying abroad 

experiences will increase foundational skills towards co-ops and jobs.  

Another theory as to why there is a surplus of female students and a shortage of male 

students attaining academic credit in another country encompassed the differences in the level of 

involvement in school life between the two genders. Females were hypothesized to be more 

likely to view involvement in high school and college as simply a stepping stone to additional 

engagement with international education experiences, while males were posited to view high 

levels of connection to educational institutions as an obstacle to studying abroad. In Salisbury 

and colleagues’ study, it was discovered that increased high school involvement produced no 

effect for women’s intent to study abroad, but had “a significant negative effect” on men’s 

interest in traveling abroad while continuing to pursue education (Salisbury, Paulsen, and 

Pascarella 22). Females are shown to be less prone to partake in activities on college campuses. 

Conversely, male students are more likely to participate in extracurricular activities, fraternities, 

student government, and sports at college (BaileyShea 125-129). It might be that these males that 

are extremely active on their college campuses “hesitate to leave for fear that they might miss 

something back on campus” (Dessoff 3), so some of these activities essentially act as barriers to 

receiving international education (Lucas 115). Studies purporting these theories tend to suggest 

increasing the amount of male peer advisors to promote the idea that studying abroad is yet 

another way to engage at college. 

Yet another theory states that females are thought to be more relaxed leaving friends back 

home to study abroad than men. “More women…are simply more comfortable going by 

themselves and making new friends” (Berg 4). On the other hand, men are assessed as wanting to 

find one’s place and not wishing to change social circles. It appears that research shows that men 
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instead desire to cement a position at college and a connection to college friends and 

acquaintances (Berg 4; Lindsay 4-8; Yankey 163-219). Men are concerned about making and 

keeping friends at college and fear leaving that comfort zone to participate in study abroad 

experiences that would make them “miss out” on building further relationships with friends 

(Lindsay 4; Yankey 219). The more these men embed themselves in a solid social network, the 

more these male college students decide not to study abroad, as studies determined that 

influential peer interactions actually decreased male intent to study abroad (Salisbury, Paulsen, 

and Pascarella 24). Traveling abroad to receive academic credit without these college friends 

also constructed a very real fear of being all alone in another country that did not sit well with 

American male college students (Yankey 202). Participants in studies expressed the concern of 

not knowing anyone and having to make new friends while studying abroad (Yankey 176-178). 

Again, research studies recommended using male study abroad alumni to advertise the 

testimonies of friendships that can be still be created while studying abroad.  

   In addition, some researchers, such as Jill McKinney, hypothesize that males are thought 

to have less worry concerning age, motherhood later on in life, and safety (Redden 5). While 

women are reported as being anxious about becoming mothers in the years to come, therefore 

feeling an urge to travel the world now, men don’t tend to feel the same about impending 

fatherhood (Redden 5). Women are also worried about the safety of going to another country 

alone, which leads to an appeal of the secure and sanctioned experience provided through the 

university; whereas men don’t view safety as an obstacle to traveling internationally, instead 

reveling in the freedom, independence, and spontaneity that excellent study abroad experiences 

can offer (Lucas 191; Redden 5).  
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Hypothesis 
 
   I propose that there is a difference between male and female college students in interest 

or intent to obtain higher education credit while traveling abroad.  

  Several studies have found that females have more interest or intent to study abroad, 

including BaileyShea’s research stating that “female students were more likely to indicate that 

they intended to study abroad than male students,” Salisbury and colleague’s study concluding 

that “males are…less likely to intend to study abroad than females,” and Stroud’s analysis that 

“females have odds of intending to study abroad that are 2.4 times higher than males’ odds of 

intending to study abroad” (BaileyShea 119; Salisbury et al. 15; Stroud 500). 

Additionally, I predict that there is an impact of the gender of models in marketing 

materials on male and female college students’ attraction and likeliness to study abroad.  

Past social psychology and consumer behavior research has shown that consumers tend to 

appeal to advertisements that feature models that are similar to the consumers themselves. This 

concept is backed through the similarity attraction effect, the principle of likeness, and the source 

attractiveness tenant of source attributes.  

The similarity attraction effect states that “people like and are attracted to others who are 

similar, rather than dissimilar, to themselves” (Civey). People tend to like other people that are 

comparable to themselves in physical and attitude features. These people then tend to be more 

interested in the other people, which breeds additional likeness.  

The principle of liking, proposed by Robert Cialdini, suggests that “we like people who 

are similar to us,” whether in physical appearance, attitudes, “opinion, personality, background, 

or lifestyle” (Cialdini 148). When a person perceives that another person is similar to themselves, 
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a feeling of likeness builds that eventually leads to an increased willingness to yes to the similar 

persons’ requests.  

An aspect of source attractiveness, demonstrated through Herbert Kelman as part of the 

larger theory of source attributes, purports that a source’s attractiveness tends to be based on the 

dimensions of similarity, familiarity, and liking (Shrimp and Andrews 293). Similarity refers to a 

resemblance between the source and the intended recipient. Familiarity is the high awareness of 

the source through continued contact. Liking is the affection felt towards the source. When a 

source is perceived to be similar, familiar, or likeable to the consumer, the consumer begins the 

process of identifying with the source, becoming more and more likely to adopt similar actions 

and attitudes to the source (Shrimp and Andrews 293).  

 
Research Recruitment 
 
  Research participants were recruited to participate in the research study through a process 

of a prior approval by professors and then self-selection of the individual respondents. Professors 

in the Marketing Department at the Labovitz School of Business and Economics at the 

University of Minnesota Duluth were contacted through an email inquiring whether the 

professors would allow the primary researcher to recruit college students through classes. See 

Appendix B for a copy of the email recruitment. After approval from the professors was attained, 

the primary researcher went to six classes of Marketing Research, International Marketing, 

Principles of Marketing, Macroeconomics, Non-Profit Marketing, and Retail Marketing 

Analytics, presented the option of participating in the research study and survey to the students in 

the classes, and administered the survey through the electronic University of Minnesota Qualtrics 

system to willing students. See Appendix C for a copy of the class presentation recruitment.  
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Research Participants 

  The research participants consisted of 211 students participating in classes through the 

Labovitz School of Business and Economics at the University of Minnesota Duluth. The student 

respondents were composed of 56.87 % males and 43.13% female students. The students 

spanned throughout all the years in school, with freshman students making up 8.53% of total 

participants, sophomore participants making up 28.44% of the total, junior participants making 

up 36.93%, and senior participants making up 26.1% of all respondents. Respondents were 

mostly business majors completing higher level business related courses, although there were 

respondents that were non-business majors enrolled in a lower level pre-business class as well.  

 

Research Instrument  

In order to explore and review the differences between male and female college students’ 

interest in studying abroad and influence of marketing materials according to the inclusion 

and/or gender of models, a survey was conducted. The survey consisted of nine questions. One 

question inquired about gender and three questions asked about school, including year in school, 

major, and class currently attending. Another question asked respondents about prior study 

abroad experience. The next question inquired into the participants’ interest level in studying 

abroad through a five point Likert scale ranging from not at all interested to very interested. The 

survey then displayed a mock advertisement for a study abroad program through the university. 

One question asked about interest level in the program through a five point Likert scale ranging 

from not at all interested to very interested, and one question asked about likeliness of studying 

abroad through the advertised program, through a seven point Likert scale ranging from 

extremely likely to extremely unlikely. See Appendix D for a copy of the research instrument. 
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Conditions  

  To test if there an impact of the gender of models in marketing materials on male and 

female college student attraction and likeliness to study abroad to receive academic credit, four 

conditions were created within the survey, consisting of four different mock advertisements 

meant to replicate marketing materials from the International Education Office at the University 

of Minnesota Duluth.  

The first condition was a mock advertisement for a study abroad program through the 

University of Minnesota Duluth to the country of Ireland. The mock advertisement features 

Ireland in large, bold letters, the title of the study abroad program, the term of the program, a 

deadline to submit applications, and a picture of the Cliffs of Mohr and a boat sailing the waters 

in Ireland, with no college age student models, or indeed, no models at all (Refer to figure 1).  

  The second condition was again a mock marketing material meant to act as a replica of 

the University of Minnesota Duluth’s International Education Office’s flyers, with the name of 

the country, the name of the program, the duration of the study abroad course, an application 

deadline date, and a picture of two female, brown haired, Caucasian college students squatting 

over the clearly windy green cliffs in Ireland (Refer to figure 2). 

         

 

 

 

 

 Figure 1 
Study Abroad Advertisement  

With No Models 

Figure 2 
Study Abroad Advertisement 
With Female Models 
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The third condition was a fake study abroad advertisement through the International 

Education Office, created to display the country name of Ireland, the program, the time period of 

the program, a deadline date, and a picture of one male red haired Caucasian college student 

standing alone on a rock area near body of water in the country of Ireland. (Refer to figure 3). 

   The fourth condition was another mock marketing material for a University of Minnesota 

Duluth study abroad program that included the country, the planned program title, the session of 

the program, a date to turn in applications, and a background picture of a female and a male 

student, both red haired and Caucasian, walking together on cliffs by a house (Refer to figure 4).  

 

 

 

 

 

 

 

 

Respondents participating in the survey were randomly assigned to one of the four 

manipulated conditions and asked about interest to study abroad through this program and 

likelihood of participating in the program, with the intent to evaluate whether there were 

contrasts between the two genders in terms of influence of advertisements and more particularly, 

the models in advertisements.  

 

Figure 3 
Study Abroad Advertisement 

With Male Model 
 

Figure 4 
Study Abroad Advertisement 
With Male and Female Models 
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Results 

The first research question inquired into whether there is a difference in the level of 

interest in study abroad between the two genders. This research question was answered through 

asking respondents about overall interest level in participating in studying abroad with a five 

point Likert scale ranging from 1 of not at all interested, 2 of not interested, 3 of neutral, 4 of 

interested, and 5 of very interested.  

The male respondents’ (n=120) overall interest level in studying abroad was M = 3.48 

(SD = 1.12), meaning male students had a slightly above neutral interest level towards possibly 

studying abroad. The female survey respondents’ (n=91) overall interest level in studying abroad 

was M= 3.95 (SD = 1.03), showing that female students retained an almost interested status of 

interest in studying abroad. To test the hypothesis that there are differences between the genders 

in overall interest in traveling to a foreign country to receive academic credit, an independent 

samples t-test was completed and studied. This research study found that male college students 

had statistically significant lower interest levels in studying abroad compared to female students, 

t(209) = -3.082, p = .002, which supports the hypothesis that there is a difference between the 

two genders in interest to attain internationally accredited education (Refer to table 1).  

 

Table 1 t-test Results Comparing Male and Female Interest Level in Studying Abroad 

Gender  n  Mean  SD  df  p 

Male 120  3.48  1.12  209  .002 

Female 91  3.95  1.03    

Note. n= Sample Size. SD= Standard Deviation. df = Degrees of Freedom. p <.05. 
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The second research question inquired into whether there is an impact of the inclusion of 

models and/or the gender of models in mock marketing materials towards the attraction level to 

study abroad. This research question was satisfied through asking respondents about interest 

level in participating in studying abroad through the program displayed by the fake 

advertisement with a five point Likert scale ranging from 1 of not at all interested, 2 of not 

interested, 3 of neutral, 4 of interested, and 5 of very interested.  

The male and female respondents’ (n = 58) in the first condition had an interest level in 

studying abroad through the program in the marketing material of M = 3.64 (SD = .986), 

showing that participants were almost interested in studying abroad through the mock program. 

The male and female participants’ (n = 50) in the second condition had an interest level in 

studying abroad of M = 3.08 (SD = 1.104), meaning that participants were neutral in interest. The 

male and female respondents’ (n = 48) in the third condition had an interest level in receiving 

international education through the advertised program of M = 3.19 (SD = 1.085), showing that 

participants had just above neutral interest. The male and female participants’ (n = 55) in the 

fourth condition had an interest level in receiving international education through the advertised 

program of M = 3.33 (SD = 1.001), again showing that participants had just above neutral 

interest (See table 2). To test the hypothesis that there is an impact of the inclusion of people 

and/or the gender of models in marketing materials on college student attraction to study abroad, 

a one-way ANOVA test with Post Hoc tests was completed. This research study determined 

from the one-way ANOVA table that there were statistically significant differences between 

groups (F(3,207)=2.947), p = .034, supporting the hypothesis that the inclusion of models and/or 

gender of the models in the marketing materials influences interest level in studying abroad. The 

least significant difference test table revealed that the first condition of the no model mock 
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advertisement had significantly more interest than the second condition of the female model 

mock advertisement (p = .006) and the fourth condition of the male and female model 

advertisement had significantly more interest than the second condition of the female models 

advertisement (p = .028) for both genders of college student respondents. See Appendix E. 

The male respondents’ (n =31) in the first condition had an interest in studying abroad 

through the advertised program of M = 3.55 (SD = .960). The male participants’ (n = 32) in the 

second condition had an interest level in studying abroad of M = 3.19 (SD = .998), meaning that 

the males had a slightly above neutral interest. The male respondents’ (n = 30) in the third 

condition had an interest level in receiving international education through the program proposed 

in the marketing material of M = 3.07 (SD = 1.08), again showing that male respondents had just 

above neutral interest in the program. The male participants’ (n = 27) in the fourth condition had 

an interest level in acquiring academic credit internationally through the advertised program of 

M = 3.04 (SD = .98), meaning the male respondents had a neutral interest level (See table 2).To 

test the hypothesis that there is indeed an impact of the inclusion of models and/or the gender of 

models in marketing materials on male attraction to study abroad, a one-way ANOVA test with 

Post Hoc tests was completed. This research study determined from the one-way ANOVA table 

that there were no statistically significant differences between groups (F(3,116)=1.642), p =.184, 

which doesn’t support the specific tenet of the hypothesis that the inclusion of models and/or the 

gender of the models in marketing materials influences male college student interest level in 

study abroad (See Appendix E). 

The female respondents’ (n = 27) in the first condition had an interest level in studying 

abroad through the program of M = 3.74 (SD = 1.023), meaning that females were almost 

interested. The female participants’ (n = 18) in the second condition had an interest in 
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participating in the study abroad program of M = 2.89 (SD= 1.278), showing that female 

respondents had a not even neutral interest level. The female respondents’ (n = 18) in the third 

condition had an interest level in receiving international education through the program of M = 

3.39 (SD = 1.092), showing that females had an interest level between neutral and interested. The 

female participants’ (n = 28) in the fourth condition had an interest level in receiving academic 

credit abroad of M = 3.61 (SD = .956), meaning the respondents had just below interested 

interest level (See table 6). To test the hypothesis that there is an impact of the gender of models 

in marketing materials on female attraction to study abroad, a one-way ANOVA test with Post 

Hoc tests was completed. This research study determined from the one-way ANOVA table that 

there were no statistically significant differences between groups (F(3,87)=2.524), p = .063, not 

supporting the other tenet of the hypothesis that the inclusion and/or gender of the models in 

marketing materials influences female interest level in study abroad. However, since p = .063 

was near the level of p < .05, a closer examination was performed. The least significant 

difference test table revealed that the first condition of the no model advertisement had 

marginally more interest than the second condition of the female model advertisement (p = .011) 

and the fourth condition of the male and female models mock advertisement had marginally 

more interest than the second condition of the female model mock advertisement (p = .029) for 

female college student respondents, which supports the hypothesis that the inclusion and/or 

gender of the models in marketing materials influences female interest level in study abroad. The 

original finding of no statistically significant differences between groups was most likely due to 

the low sample size in two of the four conditions, a function of the random assignment into the 

conditions. The subsequent finding of marginally significant differences between groups does 

represent a worthwhile finding, as the differences between female respondents’ interest in the no 
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model mock advertisement and male and female model mock advertisement were almost an 

entire scale point. See Appendix E.   

Table 2 Overall, Male, and Female Interest Level in Studying Abroad 

Condition Overall Male Female 

 n  Mean  SD  n  Mean  SD  n  Mean  SD 

No Models 58  3.64  .986  31  3.55  .961  27  3.74  1.023 

Female Models 50  3.08  1.104  32  3.19  .998  18  2.89  1.278 

Male Model 48  3.19  1.085  30  3.07  1.081  18  3.39  1.092 

Male and Female Models 55  3.33  1.001  27  3.04  .980  28  3.61  .956 

Note. n= Sample Size. SD= Standard Deviation 

 

The second research question also asked whether there is an impact of the inclusion of 

models and/or the gender of models in mock marketing materials towards the actual likelihood of 

college students participating in study abroad. This research question was answered through 

asking respondents about likelihood level in participating in studying abroad through the 

program advertised by the fake marketing material, with a seven point Likert scale ranging from 

1 of extremely unlikely, 2 of moderately unlikely, 3 of slightly unlikely, 4 of neither likely nor 

unlikely, 5 of slightly likely, 6 of moderately likely, and 7 of extremely likely.  

The male and female respondents’ (n = 58) in the first condition had a likelihood of 

studying abroad through the advertised program of M = 3.57 (SD = 1.798), meaning that 

participants had a likelihood between slightly unlikely and neither likely nor unlikely. The male 

and female participants’ (n = 50) in the second condition had a likelihood of studying abroad of 

M = 3.40 (SD = 1.552), again meaning that the respondents had a likelihood between slightly 

unlikely and neither likely nor unlikely. The male and female respondents’ (n = 48) in the third 

condition had a likelihood of receiving international education of M = 3.73 (SD = 1.554), 
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showing that respondents had an almost neither likely nor unlikely level. The male and female 

participants’ (n = 55) in the fourth condition had a likelihood of receiving international education 

of M = 3.40 (SD = 1.749) meaning that the participants had a likelihood between slightly 

unlikely and neither likely nor unlikely (See table 3). To test the hypothesis that there is an 

impact of the inclusion of models and/or gender of models in marketing materials on college 

students’ likelihood to study abroad, a one-way ANOVA test with Post Hoc tests was executed. 

This research study determined from the one-way ANOVA table that there were no statistically 

significant differences between groups (F(3,207)=.446), p = .721, not supporting the hypothesis 

that the inclusion of models and/or the gender of the models in marketing materials influences 

likelihood of college students participating in study abroad programs. See Appendix E. 

The male respondents’ (n = 31) in the first condition had a likelihood of studying abroad 

through the mock program of M = 3.26 (SD = 1.788), just above the slightly unlikely level. The 

male participants’ (n = 32) in the second condition had a likelihood of studying abroad through 

the fake program of M = 3.25, (SD= 1.368), again just above the slightly unlikely level. The male 

respondents’ (n = 30) in the third condition had a likelihood of receiving international education 

through the advertised study abroad program of M = 3.60 (SD = 1.429), meaning the participants 

had a likelihood level between slightly unlikely and neither likely nor unlikely. The male 

participants’ (n = 27) in the fourth condition had a likelihood of participating in the mock 

program of M = 3.26 (SD = 1.701), yet again just above the slightly unlikely level (See table 3). 

To test the hypothesis that there is an impact of the gender of models in marketing materials on 

male likelihood to study abroad, a one-way ANOVA test with Post Hoc tests was executed. This 

research study determined from the one-way ANOVA table that there were no statistically 

significant differences between groups (F(3,116)=.358), p=.783, which does not back the 
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hypothesis that the inclusion of models and/or the gender of the models in study abroad 

marketing materials influences male likelihood to study abroad. See Appendix E. 

The female respondents’ (n = 27) in the first condition had a likelihood of studying 

abroad through the mock program of M = 3.93 (SD = 1.774), meaning that females nearly had an 

interest level of neither likely nor unlikely. The female participants’ (n = 18) in the second 

condition had a likelihood level of studying abroad through the advertised program of M = 3.67 

(SD = 1.847), showing that female respondents were between slightly unlikely and neither likely 

nor unlikely. The female respondents’ (n = 18) in the third condition had a likelihood of 

receiving education through the program in the mock advertisement of M = 3.94 (SD = 1.765), 

showing that the female participants again nearly had an interest level of neither likely nor 

unlikely. The female participants’ (n = 28) in the fourth condition had a likelihood level of 

receiving international education through the mock program of M = 3.54 (SD = 1.815), showing 

that the female respondents had a likelihood level between slightly unlikely and neither likely 

nor unlikely (See table 3). To test the hypothesis that there is an impact of the gender of models 

in marketing materials on female likelihood to study abroad, a one-way ANOVA test with Post 

Hoc tests was performed. This research study determined from the one-way ANOVA table that 

there were no statistically significant differences between groups (F(3,87)=.301), p = .825, not 

supporting the hypothesis that the inclusion of models and/or the gender of the models in 

marketing materials influences female likelihood to study abroad. See Appendix E. 

 
Table 3 Comparing Overall, Male, and Female Likelihood in Studying Abroad 

Condition Overall Male Female 

 n  Mean  SD  n  Mean  SD  n  Mean  SD 

No Models 58  3.57  1.798  31  3.26  1.774  27  3.93  1.774 

Female Models 50  3.40  1.552  32  3.25  1.847  18  3.67  1.847 
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Male Model 48  3.73  1.554  30  3.60  1.765  18  3.94  1.765 

Male and Female Models 55  3.40  1.749  27  3.26  1.815  28  3.54  1.815 

Note. n= Sample Size. SD= Standard Deviation 

Conclusions 

  The extremely low participation rate of American male college students studying abroad 

continues to be a tenacious occurrence throughout time, essentially blocking a large subset of the 

population from the proven advantages pursuing academic credit from a foreign country.    

Many research studies have been conducted in order to determine why the gender gap 

exists, yet these studies tend to conclude by recommending marketing changes that are meant to 

act only as a solution to attract male students.  

This research study instead investigated the the area of marketing as a possible cause, or 

at least a potential factor, in sustaining the gender imbalance of college students studying abroad.  

This research study desired to discover whether a difference existed between male and 

female college students in terms of overall enthusiasm level to study abroad. This study also 

wanted to determine if there is an influence of inclusion of models and/or gender of models in 

marketing materials, specifically advertisements, on both attraction to engage in the advertised 

study abroad program and perceived likelihood of partaking in the study abroad program.  

The findings of this study have shown that college student males possess significantly 

less interest in the idea of studying abroad than college student females. This finding not only 

bolsters the hypothesis of this study that there is a difference in interest levels of the genders in 

studying abroad, but also the findings of other studies and dissertations (BaileyShea; Peterson).  

It was discovered that there is an impact of international education advertisements on 

interest in study abroad overall, but more particularly for females. Both males and females had 

higher interest levels in studying abroad after observing the advertisement with no models, 
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especially compared to the advertisement with only female models and the advertisement with 

only a male model. Females had an increased interest in completing the study abroad program 

when viewing the advertisement with no models and advertisement with the male and female 

models over the advertisement with just female models. Males had no advertisement that 

generated significantly higher interest compared to other advertisements, which surprisingly did 

not back the hypothesis that there is an impact of inclusion of models and/or gender of models in 

marketing materials, specifically advertisements, between genders on both attraction to 

participate in the advertised study abroad program and perceived likelihood of taking part in the 

study abroad program. 

It was also determined that while there is an impact of the inclusion of models and/or the 

gender of models in marketing materials on college student interest in study abroad, there is no 

influence of the advertisements on perceived likelihood of actually participating in the study 

abroad experience. Overall and for each of the two genders, there were no advertisement 

conditions that created a statistically significant raised likelihood of going on the proposed study 

abroad trip, which was inconsistent with the second hypothesis.  

 

Discussion and Implications 

  This research study found that male college students are less interested in study abroad 

than female college students respondents. The survey determined that males were more neutral in 

interest towards study abroad, while females had an interest level closer to interest. This result 

proposes that the gender gap exists not only in the numbers of American college students that 

actually study abroad, but also in the interest level occurring during the beginning stages of 

considering the idea of traveling to another country to attain academic credit. Higher education 
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institutions and third party study abroad companies may have already evenly laid the foundation 

for awareness of study abroad programs for both genders, but will need to work harder to 

construct equal levels of interest, and subsequent desire and action, towards programs offering 

opportunities to pursue academic credit abroad for both male and female college students. These 

efforts may involve scholarships meant for boy participants, creating programs designed 

specifically for males, and choosing appropriate marketing materials, marketing messages, and 

marketing staff.  

   Another finding of the research studied concluded that there is indeed an influence of the 

inclusion of models and/or the gender of the models in advertisements promoting study abroad 

programs to college students. An advertisement that had no models performed better overall than 

advertisements that had subjects, specifically advertisements with only one gender of model. 

This finding suggests that the national government, higher education institutions, and third party 

study abroad providers looking to attract a larger number of study abroad participants can 

manipulate advertising efforts through the models in order to initiate increased enthusiasm in 

programs from the general American college student population.  

  An additional finding from the survey ruled that females are more sensitive to the effect 

of the inclusion of models and/or the gender of models in study abroad promotions. Females 

were statistically significantly more interested in the advertisements highlighting no models and 

both a male and a female model over the promotion featuring female models. This finding 

conveys that higher education institutions and other study abroad providers should be aware of 

the effects that the advertising methods bear between genders. This discovery also expresses that 

international education marketing can and should be carefully analyzed and strategically utilized 
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as a discipline to progressively predispose and persuade certain pockets of college students to 

receive education in a foreign country.  

 

Limitations 
 
  There are several limitations to the research study related to the participants and research 

instrument that should be addressed and described.   

  The sample size of the research study acts as a limitation. The sample size of the 

participants for the survey was relatively small, with 231 responses recorded and 211 responses 

utilized for data analysis. A smaller sample size means that the rendered results of the research 

study cannot be generalized based on this survey alone. A larger sample size is needed to 

accurately perform the required research and confirm findings and subsequent conclusions.  

   The selection methods for participants of the research study might also pose as a 

limitation. The respondents were chosen to participate due to enrollment in the Labovitz School 

of Business and Economics classes at the University of Minnesota Duluth and following teacher 

approval to present to classrooms. The participants were then given the option of self-selecting to 

partake in the survey. It could therefore be said that the respondents were limited in nature to 

participants from which professors had already agreed to administration of the survey, 

participants that had sufficient interest in completing the survey, and participants that were 

primarily business students from a medium sized Midwestern university. Research may be 

required using a randomized selection of students across more majors from several universities.   

  Another potential limitation is the research instrument itself. The survey questions were 

somewhat limited in terms of depth. The mock marketing materials used were different regarding 

the models and the Ireland themed background picture, which might have introduced a variable 

 



 27 

that influenced participants into increased favor for a particular type of model based on 

subjective attractiveness or an iconic landmark. Studies using more concentrated questions and 

the same background picture with varying genders might produce increasingly authentic results.  

Recommendations for Future Research  

   There are additional opportunities to delve further into the influence of marketing 

materials, as well as marketing messages and staff, on student interest and intent to study abroad 

between the genders.  

  More research is required to comprehensively appraise and assess the impact of pictures 

and models in pictures displayed in marketing materials on both males and females across 

mediums such as direct mail, email, website, flyers, etc. It might be that there are either 

similarities that would confirm this study’s findings or variances that deviate from this research 

study that would need to be looked into.  

Additional research is also needed to analyze the influence that the content other than the 

pictures in marketing materials poses on the genders. Perhaps males desire messages tailored to 

what they hope to get out of the study abroad experience, such as a stepping stone to internships 

and careers, and females similarly would like messages that are adjusted to their hopes for the 

gains of going abroad, such as friendships and cultural perspectives (Lindsay 11).  

Marketing staff should also be investigated in terms of possible effect on genders, 

including the role of study abroad peer or professional advisors or directors. Male students might 

prefer to talk to other males that have studied abroad and are now in the peer advisor position, 

while females might be more likely to work with female study abroad peer advisors (Shirley 33). 

Similarly, international education professionals that are mostly female might unintentionally 

create and distribute marketing materials and messages that are more catered to females rather 
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than males, while male study abroad directors might bring more impact to the table in developing 

marketing materials and messages that appeal and attract college and university male students to 

travel abroad to receive academic credit.  

Appendix A 

Study Abroad Program and Participants Tables and Charts 

 
 
 
 
 
 
 
 
 
 
 
 

 
  

Figure 4 Breakdown of American Duration of Study Abroad Programs 
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Figure 5 Breakdown of Destination Countries for American Study Abroad Participants 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

Figure 6 Breakdown of Major Fields of American Study Abroad Participants 
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Figure 7 Breakdown of Genders of American Study Abroad Participants 
 
 
 
 
 
 
 
 
 
 

 
Appendix B 

 
Email Recruiting of Professors Sample 

 
Hello LSBE UMD Professors,  
 
My name is Emily LaCount.  
 
I am a senior student majoring in Marketing at Labovitz School of Business and Economics at 
the University of Minnesota Duluth.  
 
I am also a member of the University Honors Program.  
 
I am currently completing the University Honors Program Capstone Project.  
 
My research relates to the examination and evaluation of the effect of marketing as an 
explanation for the surplus of females studying abroad and the scarcity of males studying abroad.  
 

Male 
35% 

[CATEGORY NAME] 
[PERCENTAGE] 

Genders of Study Abroad Participants 

 



 31 

My initiatives include a short, simple student survey to test my theory that marketing materials 
featuring females appeal to and attract females to study abroad and marketing materials 
modeling males appeal to and attract males to study abroad.  
 
Would you be willing to allow me to administer the survey to willing students in your classes? 
 
Please let me know.  
 
Thank you for your time. 
  
Emily LaCount 
 
Student 
Bachelors of Business Administration Marketing 
Labovitz School of Business and Economics 
University of Minnesota Duluth 
 
763-567-8585 
 

 

 

 

 

Appendix C 

Class Presentation Recruiting of Participants Sample 

Hello,  
 
My name is Emily LaCount.  
 
I am a senior student majoring in Marketing at Labovitz School of Business and Economics at 
the University of Minnesota Duluth.  
 
I am also a member of the University Honors Program.  
 
I am currently completing the University Honors Program Capstone Project.  
 
You are invited to participate in my research study relating to the examination and evaluation of 
the effect of marketing materials on student intent to study abroad.  
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You were selected as a possible participant because you are a student in a class at Labovitz 
School of Business and Economics at University of Minnesota Duluth.  
 
If you agree to partake in this study, I am asking you to take a short and simple survey consisting 
of 10 questions through Qualtrics survey system.  
 
The records of this study will be kept private. In any sort of report I might publish, we will not 
include any information that will make it possible to identify a subject. Research records will be 
stored securely and only I will have access to records.  
 
Participation in this study in voluntary. Your decision whether or not to participate will not affect 
your current or future relations with the University of Minnesota. If you decide to participate, 
you are free to not answer any questions or withdraw at any time without affecting these 
relationships.  
 
The researcher conducting this study is me, Emily LaCount. You may ask any questions you 
have now. If you have questions later, you are encouraged to contact me at the LBSE Marketing 
Department, 763-567-8585, and lacou043@d.umn.edu or my faculty mentor Nicole Wilde at the 
LSBE Marketing Department, 715-209-0370 , and nwilde@d.umn.edu.  
 
If you have any questions or concerns regarding the study and would like to talk to someone 
other than myself or my faculty mentor, you are encouraged to contact the Research Subject’s 
Advocate Line at 420 Delaware St. Southeast, Minneapolis, Minnesota 55455 at 612-625-1650.  
 
By starting the survey, you will be acknowledging that you understand and consent to 
participating in my research.  
 
Thank you for your consideration and time.   

Appendix D 
 

Research Instrument Sample 
 
What is your gender? 
 

�  Male 
 

�  Female 
 
 
What is your year in school? 
 

�  Freshman 
 

�  Sophomore 
 
�  Junior 

 

 

mailto:lacou043@d.umn.edu
mailto:nwilde@d.umn.edu
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�  Senior 
 
 
What is your major? 
 
__________________________ 
 
 
Have you studied abroad? 
 

�  Yes 
 
If yes, what country did you study abroad in? ________________________________ 

 
�  No 

 
 
What is your interest level in studying abroad? 
 

�  Very Interested 
 

�  Interested  
 
�  Neutral 

 
�  Not Interested 

 
�  Not At All Interested 

 
Please observe the below advertisement for a study abroad program.  
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What is your interest level in studying abroad through this program? 
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�  Very Interested 
 

�  Interested  
 
�  Neutral 

 
�  Not Interested 

 
�  Not At All Interested 

 
 
How likely would you be to actually study abroad through this program? 
 
�  Extremely Likely 

 
�  Moderately Likely 

 
�  Slightly Likely 

 
�  Neither Likely Nor Unlikely 

 
�  Slightly Unlikely 

 
�  Moderately Unlikely 

 
�  Extremely Unlikely 

 
 
 

 

 

 

 

 

 

 

Appendix E 
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ANOVA and Post Hoc Test Tables 

Table 4 ANOVA Table for Overall, Male, and Female Interest Level in Studying Abroad 

 Overall Male Female 

  df  F  Sig  df  F  Sig  df  F  Sig 

Between Groups 3  2.947  .034  3  1.642  .184  3  2.524  .063 

Within Groups 207      116      87     

 

Table 5 Post Hoc Test Table for Overall Interest Level in Studying Abroad 

Condition  Condition  Sig. 

No Models Female Models 

Male Model 

Male and Female Models 

.006* 

.028* 

.115 

Female Models No Models 

Male Model 

Male and Female Models 

.006* 

.610 

.226 

Male Model No Models 

Female Model 

Male and Female Models 

.028* 

.610 

.498 

Male and Female Models No Models 

Female Model 

Male Model 

.115 

.226 

.498 

Note. *= p<.05 

 

 

 

 

 

 

 

Table 6 Post Hoc Test Table for Male Interest Level in Studying Abroad 
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Condition  Condition  Sig. 

No Models Female Models 

Male Model 

Male and Female Models 

.157 

.064 

.056 

Female Models No Models 

Male Model 

Male and Female Models 

.157 

.637 

.568 

Male Model No Models 

Female Model 

Male and Female Models 

.064 

.637 

.912 

Male and Female Models No Models 

Female Model 

Male Model 

.056 

.568 

.912 

 

Table 7 Post Hoc Test Table for Female Interest Level in Studying Abroad 

Condition  Condition  Sig. 

No Models Female Models 

Male Model 

Male and Female Models 

.011* 

.284 

.645 

Female Models No Models 

Male Model 

Male and Female Models 

.011* 

                    .165 

.029* 

Male Model No Models 

Female Model 

Male and Female Models 

.284 

.165 

.502 

Male and Female Models No Models 

Female Model 

Male Model 

.645 

  .029* 

.502 

Note. *= p<.05 
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Table 8 ANOVA Table for Overall, Male, and Female Likelihood Level to Study Abroad 

 Overall Male Female 

  df  F  Sig  df  F  Sig  df  F  Sig 

Between Groups 3  .446  .721  3  .358  .783  3  .301  .825 

Within Groups 207      116      87     

 

 

Table 9 Post Hoc Test Table for Overall Likelihood Level to Study Abroad 

Condition  Condition  Sig. 

No Models Female Models 

Male Model 

Male and Female Models 

.602 

.625 

.593 

Female Models No Models 

Male Model 

Male and Female Models 

.602 

.332 

1.00 

Male Model No Models 

Female Model 

Male and Female Models 

.625 

.332 

.321 

Male and Female Models No Models 

Female Model 

Male Model 

.593 

1.00 

.321 
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Table 10 Post Hoc Test Table for Male Likelihood Level to Study Abroad 

Condition  Condition  Sig. 

No Models Female Models 

Male Model 

Male and Female Models 

.984 

.399 

.998 

Female Models No Models 

Male Model 

Male and Female Models 

.984 

.384 

.982 

Male Model No Models 

Female Model 

Male and Female Models 

.399 

.384 

.417 

Male and Female Models No Models 

Female Model 

Male Model 

.998 

.982 

.417 

 

Table 11 Post Hoc Test Table for Female Likelihood Level to Study Abroad 

Condition  Condition  Sig. 

No Models Female Models 

Male Model 

Male and Female Models 

.637 

.973 

.424 

Female Models No Models 

Male Model 

Male and Female Models 

.637 

.644 

.810 

Male Model No Models 

Female Model 

Male and Female Models 

.973 

.644 

.454 

Male and Female Models No Models 

Female Model 

Male Model 

.424 

.810 

.454 
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