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How Chinese Families View Their
International Academic Options

With recent news, U.S. academic leaders may be thinking
the Chinese perception of a U.S. education is losing value.

Those leaders would be wrong.

Intead and WholeRen Education conducted
a survey of 20,000 Chinese parents and ran a
follow-up focus group in February 2021. This
report shares our findings and insights from
our market research.
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l. Chinese Students

in America

Lately, many U.S. academic leaders have been wringing their
hands over the seeming demise of the vaunted global position an
American education once held for Chinese families. Their fear:
Chinese students will find alternative study destinations. After all,
the decade-long growth in international student inflows to the
U.S. had been slowly waning since 2017. And then, COVID-19

canceled so many visas and flights.

You may be surprised at how loudly the concern was dismissed.
Chinese students represent the largest cohort of international
students in U.S. colleges (35%), generating USS$15.9 billion* in

tuition and living expenses annually.

These students are a welcome and integral part of the U.S.
college experience, and institutions work hard to find new ways
to court them. Unfortunately, Chinese students have been targets
of racist and xenophobic incidents, exacerbated by the onset

of COVID-19. Further, negative views of China in general have
increased over 30% in the U.S. since 2016—rising 13 percentage

points in 2020 alone, according to Pew Research Center.

Meanwhile, during 2020 and early 2021, the world watched new
reports of social stability unraveling in America’s streets and in
government structures as high up as the White House. Despite a
new U.S. administration at the helm, global trust in the American
brand may have been shaken. In November 2020, views of the
U.S. among global allies had reached their lowest point in nearly

two decades of Pew Research polling.

source: Bureau of Economic Analysis, U.S. Department of Commerce
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And so, like you, we wondered:

How do Chinese parents feel now about sending their
students to school in America?

So, we asked.

Our respondents: 61% are parents of students currently
pursuing an undergraduate degree, 29% have students in pursuit
of graduate degrees or higher, 9% have students in high school

or below, and less than 1% have students in a language school.

Of the 1,062 people who responded to our
survey, 1,015 are parents—988 with a student
currently pursuing a degree at a U.S. institution.

Who's studying in a remote setting?

42% of high schoolers

81% of undergraduates

57% of graduate-level and postgraduate students

March 2021


https://www.pewresearch.org/global/2020/10/06/unfavorable-views-of-china-reach-historic-highs-in-many-countries/

Il. Key Findings for

Enroliment Leaders

Chinese parents overwhelmingly regard a U.S. education
as highly desirable and the U.S. as their first-choice
destination (97%).

For Chinese students currently enrolled in U.S. programs,
regardless of their study location (on a U.S. campus,
remotely while in the U.S., or remotely from China), their

parents are convinced the U.S. option is the best.

@ WholeRenB1="  intead.seission.

Exclusive Market Intel: Is There a New Chinese Mindset on U.S. Schools?

Chinese students enrolled at U.S. institutions have been
forced to adapt to online learning due to COVID-19 and
travel restrictions, and the majority are doing it. Yet over
20% of graduate students delayed their studies for the
2020-2021 academic year.

By far, Chinese parents found the most compelling and
influential source of information about U.S. education
options comes from social media posts made by Chinese
graduates of these programs.

March 2021



l1l. Strength of the U.S.
Education Brand Among

Chinese Parents

Despite news of serious diplomatic differences between the
U.S. and China, perceived and actual violence, along with
societal discord within the U.S.—not to mention COVID-19 case
counts—Chinese parents overwhelmingly point to the United
States as their preferred destination for higher education. And

by a long shot.

For high school, 97% say the U.S. is best, nearly 96% say the
same for undergraduate studies, and 92% say so for graduate
programs, compared to study in the U.K, Canada, Australia,
Germany, Singapore, New Zealand, Russia, or at home in China.

Those eager and able to study abroad have a clear destination
in mind. In our 2018 report "What's on the Minds of Chinese
Parents?” we found that of parents whose students had yet to
enroll in a foreign study program, 70% of our sample selected
the U.S. as their top choice for their student's education. Note:
the 2018 report is available to Intead Plus members.

EXCLUSIVE MARKET INTEL:
What's on the Minds of
Chinese Parents?

intead=tz,,

plus membership |

2018 Report
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Which study destination is the best choice for
your student's higher education?

95% uUs.

UK.

Canada
Australia
China
Germany
Singapore
New Zealand
Russia

None of these

5%
M ==

All others UsS.
combined

*Data from our 2021 survey

From our focus group:

Jane, a Wuhan-based mother of a 19-year-old student, puts
it plainly: “U.S. is definitely the number one place to study. If
you have the conditions, you should experience a period of
Western education. Western education—the United States—is
more comprehensive.” Jane was among the Chinese parents
who participated in an Intead-WholeRen focus group in
February 2021.

March 2021
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Quality, Creativity, and
Critical-Thinking Skills

We find a disconnect between what U.S. educators think
Chinese parents are thinking and what they are really thinking.
With all the things U.S. academic leaders are worrying about
(with good reason), why, then, the bullish Chinese attitude

toward American education now? We asked "What are the top

advantages of studying in the U.S.?" The response, in short:

quality, creativity, and critical-thinking skills.

According to our survey, over three-quarters of Chinese
parents view U.S. institutions as providing a better-quality
education. Well over half see U.S. institutions as developing
stronger personal creativity. And, 42% of undergraduate
students’ parents (and 36% of parents overall) believe the U.S.
is better at developing critical-thinking skills.

Parsing the Data

80%

of Chinese parents of high school students
cite "developing stronger personal
creativity” as a top draw to a U.S. education.
54% of parents of university students also
cite this as a key benefit.

@ WholeRenB1=" = intead. s
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Top advantages of studying in the U.S.

78% - Better-quality education

61% - Developing stronger personal creativity

36% - Developing stronger critical-thinking skills

25% - English language fluency

23% - Opportunity for practical work experience

20% - To pursue a better career in China

13% - Prestige of a U.S. degree

13% - To pursue a career in the U.S.

4% - Possibility of gaining U.S. permanent residency or
citizenship

Further, 33% of participants with graduate students see the U.S.

as a better path toward obtaining practical work experience

(OPT), while 41% of parents of postgraduates see the U.S. as an

opportunity to pursue a better career in China.
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Key Recruitment Drivers

As recruitment and enrollment leaders, we must understand
how our target audiences are making these important

decisions. Intead has researched and written extensively on the

strongest messages, messengers, and other influencing factors.

With each new report, we learn more about the changing
landscape of student mobility.

“Who is the major decision maker?”

The studentis. Or so say 77% of parents of college-level
students and higher. Even a full 43% of parents of high
schoolers and below say the student is the decider. Interesting.
From our past research and anecdotal experience, those
paying the tuition bill are typically the final deciders. The survey
responses do indicate, at the very least, the strong influence
the student has over institution selection.

High School

How study destinations can boost parents’ confidence
in a strong future for their high school student

Visiting campus
in person

Personal (or virtual)
conversations with
Chinese graduates

Social media posts
from past Chinese
graduates

Personal (or virtual)
conversations with
parents of other
Chinese graduates

Personal (or virtual)
conversations with
the admissions staff

0% 10% 20% 30% 40% 50%  60%

Undergraduate

How study destinations can boost parents' confidence
in a strong future for their undergraduate student

Visiting campus
in person

Personal (or virtual)
conversations with
Chinese graduates

Social media posts
from past Chinese
graduates

Video testimonials
from past Chinese
graduates

Personal (or virtual)
conversations
with faculty

0% 10% 20% 30% 40% 50% 60%
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Students themselves are the key to the decision
about where to study.

Graduate

How study destinations can boost parents' confidence
in a strong future for their graduate student

Visiting campus
in person

Personal (or virtual)
conversations with
Chinese graduates

Social media posts
from past Chinese
graduates

Video testimonials
from past Chinese
graduates

Personal (or virtual)
conversations
with faculty

0% 10% 20% 30% 40% 50% 60%
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U.S. Brand Strength and Cost of a
U.S. Education

The strong brand of an American education bears financial
benefits for the U.S. economy. The industry generated nearly
$41 billion and supported over 450,000 jobs during the 2018-
2019 academic year, according to NAFSA: Association of

International Educators.

Chinese families are paying high tuition rates and those at the
higher end of the scale are more demanding of strong student
support services. This emphasizes the importance of delivering

on the promise more broadly than just conferring a diploma.

High School

High school tuition payments per year

35%

30%

25%

25%

20%

15%

10%

5%

0%

n= 100 respondents  * $ amounts are in USD
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Recruitment marketers take note: Chinese
parents are willing to pay for a quality education.
One factor they'd like to hear more about is
better support services for international students.

Undergraduate

Undergraduate tuition payments per year

35% 33%

30%

25%

20%

15%

10%

5%

0%

n= 651 respondents  * S amounts are in USD

Graduate
Graduate tuition payments per year

35%
30%
25% 23%
20%
15%
10%

5%

0%

n= 309 respondents  * $ amounts are in USD
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10



IV. Factors Beyond

an Institution’'s
Control

Politics Elements that make choosing to study in the U.S.

easier for parents
We wondered:

“What would make choosing to study in the U.S. easier

for parents?”
77% - The president and U.S. government are friendlier toward
) ] i Chinese students.
Overwhelmingly, Chinese parents said they want to see the

U.S. president and government grow more friendly toward

Chinese students. They want COVID-19 under control, less

o ) o ) ) 76% - COVID-19 is under control
travel restrictions, more assistance with job hunting, and easier
access to visa services. There is hope that F-1 visa regulations
will stabilize, even ease, to allow more students the opportunity
to get a U.S. education. Like you, Chinese parents want their

students on campus for the 2021-2022 school year.

Th e C OVI D - 19 Ef_f e Ct 35% - General availability of vaccines to international students

The education sector has attempted to create a valuable and
engaging educational environment for students at every level 34% - Remove Chinese student 14-day third-country travel rules

despite COVID-19. The reality students face is new and it's

remote. In fact, 81% of surveyed Chinese parents say their

undergrads were taking classes remotely at the time of the 22% - The "ranked"” schools are more “friendly” to Chinese students
and easier to get into.

survey (February 2021). The same goes for 57% of graduate

students and 57% of postgraduates. Forty-two percent of

high schoolers are also remote. A significant number (22%) of

graduate-level students have simply taken a gap year.
One phrase we heard often “Lower tuition fees for international

students due to online classes.”

- ® H March 2021
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V. What This Means for

Your Recruitment
Marketing

Sentiments Indicate Opportunity

As Chinese parents and their students look to fall 2021, the
majority, 60% of parents surveyed, expect their student to
proceed with plans to study in the U.S., whether their institution

opts for online or on-campus learning.

Chinese parents want to see their kids benefiting from a U.S.
education. Those institutions too cautious or flummoxed to
engage in recruitment marketing right now (and many are,
for a variety of reasons) will suffer the international student
enrollment declines the news media love to report. Those
engaging these students (and parents) with thoughtful

messaging will find an eager audience.

@ WholeRenB1="  intead.seission.
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Percent of Chinese students who intend to study
in the U.S., even if their classes are remote

80%
70%
60%
50%
40%
30%
20%

10%

0%

Graduate

High School

Undergraduate

QQQQ

Parents cited the importance of personal
interactions during the recruitment process.

March 2021
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When we asked,

“What would give you confidence that a study
destination can provide a strong future for your child?”

Parents answered: “It's all about personal points of contact.”

Of parents of high school students, 52% want to visit

the campus in person and 49% want personal (or virtual)
conversations with Chinese graduates from the institution.
Parents of university-age students would like to see social
media posts from past Chinese graduates from the institution;
video testimonials from past graduates are also sought. The
common thread, of course, is the strong lead-nurturing value

of human connection.

Nearly half of all Chinese parents want to see social media
posts from recent graduates of their prospective U.S.
institutions. The opportunity here is clear, and we've written
about this before. Low-cost marketing through alumni
testimonials and social channels has real value. Your best
marketers may also be your cheapest.

On the flip side, video testimonials from parents of Chinese
students from the institution ranked low among participants.
Chinese parents simply did not feel the need to hear from
their peers.

The news from China is surprisingly good.
Parents prefer a U.S. education. Their students
intend to come to the U.S. to study—when the
pandemic allows. With the right recruitment
tools in place, American academic institutions are
primed to capture the coveted Chinese market.

Read our report on the

The State of the Field in 2017

Realizing the Potential for Recruitment, Brand Awareness and More

% A | /7 intead &2

Our research, yet again,
points to the underutilized
and relatively inexpensive
value of using alumni

as a prominent and
consistent element of

any international student
recruitment strategy—
particularly in China.

Beyond Alumni

837%

of respondents cite education consultants
as being “somewhat” or “very helpful.”
Consider these agents as valuable
influencers in your recruitment process.

March 2021
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VIi. Research

Methodology

We surveyed 20,000 Chinese parents connected to WholeRen
Education. The 16-question survey was shared in Chinese

in late January and early February 2021, and 1,062 people
currently living in China, predominantly in the Beijing area,
completed the survey (a better than 5% response rate). The vast
majority (96%) are parents, 97% of whom have a student who is

pursuing a degree at a U.S. institution.

Of those parents with a student enrolled at a U.S. institution,

at the time of the survey, 47% of the students were located in
China and about 52% were studying in the U.S. Most are taking
classes remotely regardless of location: 42% of high schoolers,
81% of undergraduates, and 57% of graduate-level and post-

graduate students.

In addition, we ran a focus group of Chinese parents living in
China on February 6, 2021, to get a deeper understanding of
their current mindset. We spoke with five parents about their
perspective on having a child study abroad. The focus group
was conducted in Chinese.

March 2021
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VIl. Appendix:

Online Sources of
Information Used
by Chinese Parents
and Students
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VI. Appendix: Online Sources of Information Used by Chinese Parents and Students

WholeRen Marketing Network: U.S. Campus Website
A matrix of marketing channels that
directly connects institutions with
targeted students who are either updated, firsthand information about U.S. universities as well
StUdying in the US or are I‘eady to as opinions from international education experts. It has been
come to the U.S. to StUdy. visited more than 9 million times since inception.

Launched in March 2020 during the pandemic, this website

has become the top choice for families in China to access

https://c.wholeren.com/

Toutiao (Video Platform)
https://www.ixigua.com/home/87673498573/
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VI. Appendix: Online Sources of Information Used by Chinese Parents and Students

WholeRen Marketing Network: WeChat Groups
WeChat Official Accounts

WholeRen owns 80+ WeChat groups with over 20,000

BNEE LEGEE QLS Chinese parent and student subscribers. Five percentt of
N ) - ’

those are active users.
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VI. Appendix: Online Sources of Information Used by Chinese Parents and Students

Government Information Website:
Chinese Service Center for
Scholarly Exchange (CSCSE)

DR HEEE EMRE RERE EEGE kR Q  #at | English

http://www.cscse.edu.cn/ G Fauga

RS KT8

About

. Sl
AABR B 'A EKH]ZI—%A ch
CSCSE is managed by the Ministry of Education of China. It J

.« 2020fBBE &

provides services for students studying abroad, international

students, and students coming back to the country.

Services
CSCSE offers resources for ...

Students returning to China after study abroad: career
fairs, job postings, authentication of diplomas and
degrees

Chinese students considering studying abroad: info on
school fairs, visa Q&A, school recommendations

International students considering studying in China:
information on Chinese universities, summer camps,

learning Chinese

Summary

On the website, there are several job placement ads targeting
graduates of overseas universities. The main navigation bar is
right beside the website logo. In the middle, visitors find a box
listing the latest notifications from the government (e.g., how

long it takes to finish the authentication of a diploma).

@ WholeRenB1=" = intead. s
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Promo opportunities:

CSCSE is managed by the Ministry of Education
of China and does not host paid university
advertisements. However, you can send CSCSE
info on school fairs and other events. They may
post them.

March 2021
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VI. Appendix: Online Sources of Information Used by Chinese Parents and Students

Baidu

http://www.baidu.com/

About

Founded in 2000, Baidu is the dominant Chinese-language
search provider. It boasts over 220 million daily active users, and
its combined PC and mobile search business represents over

70% of China's internet-search market share by page views.

QMR @i £ Bl it F R0 B i ES

B TRAI66.900,000 BRIR
EEMIBUMBC_EEN B kiR h

SEFUMBC, 2021 4 ERRS RS FERRLL, 150542 TEAUSRAR RS ETIR M AU 3240,
BEARE REFE MR E RS TS

19U SIEBIRE,

www.umbc.edu 2021-02

Promo opportunities:

Baidu offers paid ad placements based on
keywords and is a proven way to reach your
target audience in China. Paid marketing
opportunities include:

¢ Pay-per-click campaigns

« Display advertising across Baidu's 600,000
sites

¢ "Brand Zone" advertising for branded
presence on search results page

Marketers must go through a vetting process
to establish a Baidu account. It requires a bit

of legwork, so working with a partner who
understands the process and can guide your
institution on the best, most effective approach
is valuable.

Intead can help.

March 2021
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VI. Appendix: Online Sources of Information Use

d by Chinese Parents and Students

WeChat Official Account
College Daily

About

Founded in 2014, College Daily provides an information
platform for Chinese students currently studying in North
America, prospective students, and their parents. The accoun
publishes daily content about international education and
global news. It is the most influential WeChat official account
on the international education industry, with the largest

number of followers.

WeChat Official Account followers: 1.6M
Headline average views: 100K+

Non-headline average views: 40K

Promo Opportunities:

WeChat offers paid ad placements on
channels for pushing out info to your

Chinese audience. This is an effective route for
reaching prospective students. However,

you must have a Chinese company license.
Don't worry: Intead can broker those
placements through Chinese partners. And
there are other approaches.

Another option is to place ads/paid posts
through other popular WeChat official
accounts. CollegeDaily, pictured right, is
one example of a paid account that posts
promotional content for universities. Intead
can help you identify the best channels and
secure those paid placements.

If you want to learn more about how to set
up your institution's WeChat official account,
download a free guide to WeChat here.

GLOBAL & LOCAL
ACADEMIC BRANDING
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VI. Appendix: Online Sources of Information Used by Chinese Parents and Students

WeChat Official Account R I
College Daily (continued) EEEN"EBA¥ FordhamiE B2
BERKR? WEBRMENZINER =D Post Title:
. EERPERR What is the
Main Page Screenshot .
Experience
College Daily publishes an average of 6 posts each day. Below C ?‘:t%gﬁiaﬂf Studying at
is an example from one day. On June 15, 2018 (screenshots Fordham
University?

on top right), they had one headline post and six non-headline
o This is a school
posts. At the bottom of the page, we can see the navigation )
. . . . that always is
menu including "browse previous posts,” "Q&A community” .

underestimated.
and "Contact us”.

Sample Post

The following post is an article introducing a university in New

York City. It yielded 28,173 views, 91 likes, and many comments.
KR! BERET, RAIUEHGT!

New York is my campus Fordham is my
school.

. March 2021
=k (e ®
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VI. Appendix: Online Sources of Information Used by Chinese Parents and Students

Forums
GTER

http://bbs.gter.net/

About

Founded in 2000, GTER is a forum focused on
global education, including information about
testing, applications, and student life abroad.
GTER has built an objective, reliable system for

rating universities abroad.

GTER encourages students to take a DIY approach to
applications, rather than working with an agent. They aim to
provide a one-stop source of information and discussion for
study abroad. GTER's website includes a GTER discussion
forum, a school database, an "offer index” where students share
and discuss their acceptance letters, online organization tools

that help students manage their application files, and more.

User Persona

GTER's users are mainly 20-35 years old with a dream of
studying abroad. Users are mainly located in Beijing, Shanghai,

Guangdong province, Jiangsu province and some other first-

REWE  EAXAE Nintae
HARNEE LR £ 1Y
IFTOERL (18T) GRE@R &y IEs
GREfF XIS GMAT SATA R
RO Wib/RRAME AOEM
APR SR LFRBREH

BRES. AHRER WEREN S

and second-tier cities in China. There are a smaller number of
users from Hong Kong and North America. The site is about

equally popular among men and women.

Visitors coming to GTER are looking for information about

test preparation, school applications, and visa applications.
Forums are organized by topic, including discussions focused
on the GRE, TOEFL, student experience in the U.S., and
student experience in Europe (to name a few). GTER provides
a platform for visitors to discuss their experience and post
materials that they used for exam preparation. GTER content is

largely generated by users on the forums.

Online User Experience

On this homepage, there is a navigation bar at the top. Below
the navigation, there are ad placements from schools. On the
left, you can find the popular sections (e.g., Study abroad in the

U.S.) in the forum.

I[ELTS

National University of Singapore
The Open University of Hong Kong
Singapore Management University

China, Unicom

School Ads

> WEH
ME B REME
FEKIAT

HREXE

ERHFHIAT
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Promo Opportunities:

Paid ad placements available.
Intead can help.

March 2021
22


http://bbs.gter.net/
mailto:info%40intead.com?subject=Intead%20Digital%20Marketing

VI. Appendix: Online Sources of Information Used by Chinese Parents and Students

Forums
GTER

http://bbs.gter.net/

Online User Experience

Content is mostly in Chinese.

Forum

Topics include tests (GRE, GMAT, SAT, TOFEL), majors (law
school, business school, medicine, etc.,) and student life (visa,
flight tickets, etc.).

Offer Index

Students self-report the offers they have received from schools
to which they applied. All users who post offers from Columbia
University, for example, can compare scholarships offered with
other users, weigh this offer against other schools to which

they were accepted, and so on.

[ &% 2017-11-8 20:53:47 | AHENFE

bierjunjie8 &/ 2017-11-8 18:58 @
Hi Matt, it is greatly pleased to speak to you!

I'm very interested in campus life in BU, May 1 a ...

Hi bierjunjie,

It is great to be speaking with you as well! As a large and diverse university, Boston University as a whole

Promo Opportunities:

There is a “"Hello Admissions Officer” section

in the forum. Each school has its own post.
Users ask different questions in the post and

the admissions officer answers these questions
during a predetermined time window. Many
participating schools are from Hong Kong and
Singapore, but American schools like Boston
University, Indiana State University, University of
Southern California, and Worcester Polytechnic
Institute have also participated.

See below for screenshot from a chat with BU.

School Database:

Users can search schools by name, major,
country, region and ranking.

School profiles are very simple. Rather than
providing information about the school, the
database is more focused on calculating how
many GTER users have applied to the school,
how many received an offer, and how students
evaluate and rate the school. Universities are not
charged for building a basic profile.

2488

Application Management Tool

This tool helps users manage
information about schools in which
they are interested, and organize
the application materials required by

different universities.

has hundreds of different clubs, that span almost every interest. BU Law is similar, having many clubs that
our students find interesting: {https://www.bu.edu/law/admission ... dent-organizations/). In addition to

the official clubs, each of our LLM programs has a number of different events that bring students together.
Some examples of those events this year (this is not a comprehensive list) include: Boston Celtics game,

LLM student bar nights, American holiday celebrations (Thanksgiving), tour of the Boston Symphony, and
lunch and learn sessions with JD students. Honestly, the problem for BU Law students is finding time for

Weibo Account
WeChat Official Account

all the different things that they can do, because you could never attend everything available to you.
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VI. Appendix: Online Sources of Information Used by Chinese Parents and Students

Forums

1point3acres
http://www.1lpoint3acres.com/bbs/

About

The website 1point3acres follows a similar format to GTER
but is more heavily focused on STEM programs. This forum is
run by an individual administrator. There is no advertising from
schools right now. The owner of this forum wants it to be a
clean platform for visitors to share information about studying

and working in the U.S.

Founded in 2009, 1point3acres was built by

an international student who goes by the name “Warald” online.

Warald has since worked in the IT industry in North America.
He first started the site as a blog where he could share his
experience about test preparation, school applications, and
career development. As his blog gained popularity, he started a

forum to allow his users to also share experiences.

2R | H2eR +IHM

User Persona

1point3acres users are young Chinese professionals and
students, but parents actively monitor this site. Users are
seeking information about the GRE, GMAT, TOEFL, and other
exam prep; STEM program applications (particularly computer
science, information technology, and electrical engineering);
career networking (with a particular focus on computer

science); visas; and immigration.

Online User Experience

On the homepage, below the navigation bar, visitors find
three recruiting ads from technology companies. Under the
ads section, there is a big box listing the popular posts in each

section (e.g., My interview experience at Facebook).
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VI. Appendix: Online Sources of Information Used by Chinese Parents and Students

Forums
1point3acres (continued)

http://www.1lpoint3acres.com/bbs/

Online User Experience (continued)

Content is mostly in Chinese.

© @ N o A W

P e e =
W N PO

@ WholeRen 1=

Forum Management
Study Abroad Applications
Global Citizenship

Life Tips

Networks

Advertisements

Chat Room

Job Hunting in the U.S.
Job Hunting in China

. Suggestions on Job Hunting

Lifelong Learning

. Technological Majors-Related Information

. Immigration Policies

WeChat Official Account
YouTube Channel

Twitter

| n te a d GLOBAL &LOCAL
» ACADEMIC BRANDING

Navigation
MEER —1
B¥HIE — 2
HRAR — 3
ET5R — 4
ABR|X#& — 5
DAECE — 6
28810 — 7
1k 325K HR — 8
[E1 [ < R — 9
BsRiE A — 10
BEES) — 1
TR — R
FILBR — 13

Promo Opportunities:

Paid ad placements available.

Intead can help.
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VI. Appendix: Online Sources of Information Used by Chinese Parents and Students

Forums
ChaseDream (CD)

https://www.chasedream.com/

About

ChaseDream is in many ways similar to GTER (next page) but is
more heavily focused on business

school applications.

User Persona

Founded in 2003, ChaseDream is dedicated to
developing a leading international online and

offline community of young Chinese professionals and
students to share experiences on GMAT and TOEFL
preparation, business school applications, student life, career

development, and business opportunities.

Online User Experience

The navigation bar is at the top

of the homepage. School ads float around the page.

On the left, there is a long bar with information on school
fairs and presentations both online and offline. In the third
column, we can see headlines listing the popular posts (e.g.,
My interview experience with SMU MSBA program).

NYU Shanghai Masters in
Business Analytics Program

Hong Kong University MBA program

TOEFL

UCLA MBA program info section

Manchester University MBA program info section
National University of Singapore MBA program

Duke Fuqua School of Business
Online Info Session

@ WholeRenB1=" = intead. s

Exclusive Market Intel: Is There a New Chinese Mindset on U.S. Schools?

S HE°Eil REMHEE
CaseDREAM.COM SR e R

Home | Events | MBA | Master | PhD | VISA | GMAT | GRE | TOEFL | Chat | Program | Forum WK Rk
[ awmn ~ ] 2vexsraa Rez HeadLines »RSS »AP

SARTAENUS MBABE T
AT L3 RS M RN 8
WREAMBAGRAKBE B HR
HLRTI2N L7122 BN RIS

O7-1SEMBMARTKFHRER
(AGSM) FEATS (L8)
O7-IITMAALREFRER
(AGSM) FEATR (LT
UGLA Anderson MBA InfoSession | 4
AET12 RYNT /18 L2
07-1245% Duke RIREMBAS £

?:1 = mﬂ?son ChaseDream GMATI& 18Ul {FEIGMATEE S0%
% | S ehnson College of Business [N T PO O NS

Comell Johnson MBA TfMastor RINZIN: MIFAEHE EFNER!
RNBIEARES GMAT#H¥FAQ [T41) GMATProp2008;24i 812
” == GMATHEAHATF GMATProp2008 BEEIE
- + BT ANUS MBALTFR & BETY FEAE
+ FRNAMBAGRAMBEBHE - L3 L M Rl
- TMALRE (AGSM) FEATR - ICHRN3) LA/TNS)
* UCLA MBA InfoSession £1£712 4117 L3818 16721
VEADTR ({EH)
06-30Darden MBARIEAA

DARDENSGHOOL|]| * HRDuko SHEMBAS ERIES TR - G38 (7112)
o/ BUSINESS,  Darden MBARID S BAS TR - JE37(630)
HER (R i * KULENAOY) (6

06:30NYU Shangnai -Nvusien | [BRIEOCINIV/ISTS
NABELEXUBER (LB)

06-29Comell Johnson MBA
RDEAADTR (LB)

06.29GMATATHR: {+ASGMAT
FRABNREL (GH)

- () Brandels Kra Interview R2 [2018.01
+ [RAFAQ) HAORER , N
- (FERIER] UMN MSB/ Melod

EERY
. ES
- GEFREF) HYMS
- RERHENBARIE
.+ RRPRWEREWER

« (AKIH0T) N Kira MSA Interview [2018.01.23]

BANE GEe
QLM NYU Shanghai - NYU Stern
. m PR st s temesmt

Events | & MORE. MBA |2 MORE Master | o NORE
* UCLA Anderson MBA Info Sessio 0528 + IIRAMBABINSH—MEME 0622 - SMUMSBA Interview win Hetii 0628
* HMRESHEMBAK ERAHFR- 0628 - CUHKInterview with Lawrence  06-20  » Brandeis Kira Interview R2 [2 0628
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Content is mostly in Chinese.

Forum

ChaseDream forums cover a variety of

topics related to business school programs.

The average page view per member is as high as
22 per day. Members post over 1,500 articles on

the forum daily.

While ChaseDream has accounts on various social media

channels, they are not active.

Promo Opportunities:

Paid ad placements available.
Intead can help.
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