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Background 
Although there are a variety of countries, 
programs, time periods, and majors for study 
abroad, there continues to be a persistent gender 
gap in students receiving international education, 
with a surplus of females and a lack of males 
receiving credit through other institutions.

Research Problem 
Marketing materials could serve as a potential 
source of influence for students interested in or 
intending to study abroad, contributing to the 
consistent gender asymmetry present in the 
United States throughout the past years.

Research Questions
Is there a difference between males and female 
college students in interest to study abroad?

What is the role of the inclusion of models and/or 
the gender of models in marketing materials on 
college student attraction and likelihood to study 
abroad programs?

Literature Review
• Differences in Factors Influencing Intention

• Differences in Fields of Study

• Differences in Level of Involvement

• Differences in Desired Benefits or Outcomes

• Age, Motherhood, Safety

Results 
Males were significantly less interested in 
studying abroad than females. 

For males, no advertisement generated 
significantly more interest or increased 
likelihood of participating in study abroad. 

For females, the no model and both male and 
female model advertisements generated 
significantly more interest, but no 
advertisements created increased likelihood of 
partaking in a study abroad program.

Conclusions
Females are more interested in studying abroad, 
as well as more sensitive to the impact of models 
in the marketing materials utilized.

Limitations
• Small Sample Size

• Selection Methods

• Research Instrument

Further Research
• Increased Study Into Impact of Marketing 

Materials Used

• Effects of Different Promotional Messages on 
Males and Females

• Role of Marketing Staff On Both Genders

Research Recruitment 
The method of recruitment for respondents was prior professor approval through 

email and subsequent self selection through class presentation.

Research Participants 
Over 200 college students enrolled in business classes through the University of 

Minnesota Duluth were involved in the research study as participants.

Research Instrument
The Qualtrics survey asked about gender, class, major, previous experience studying 

abroad, and interest in studying abroad, and then randomly assigned respondents 
into one of four mock marketing materials conditions and inquired about interest 

and likelihood of participating in the advertised study abroad program. 


