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Abstract

In order to help Deloitte Moscow be able to recruit better-qualified university graduates, our
project team identified what Russian university students’ career preferences were. Through
interviews and an online survey, we determined how students choose their academic majors,
career paths and places of employment. We found that work environment, advancement
opportunities, salary and benefits, travel opportunities, and company reputation were most

important to Moscow-based students in making decisions about what employer to work for.
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Executive Summary

Effective staff recruitment is crucial for a company’s success. Just as knowing customers’
needs is important for salesmen to do their work, being familiar with students’ preferences in
choosing career paths is important for companies to improve recruitment. Every company
wants to obtain skilled and committed employees, which inevitably leads to a competition
among similar companies for the best employees. To improve their edge in hiring the best
employees, Deloitte Moscow would like to better understand how Russian students choose
their careers and majors and how they choose the company they want to work for after
graduation. By learning what motivates students in making their choices related to majors,
industries, and companies, Deloitte hopes to attract a greater number of qualified employees
and provide a more fulfilling work environment.

The goal of our project was to determine the main factors that influence university
students in Moscow when they choose a career path and eventually an employer. To achieve
our goal, we divided our research into two foci: career paths and majors, and specific company
choices. Information about these two foci should help Deloitte improve recruitment strategies
and become more attractive as an employer.

In order to gather the information we needed, we used a survey and interviews. Our
survey included demographic questions, as well as questions about career and major choices,
previous internship experience, university career center usage, and company preferences. We
sent our survey link to the career centers at six universities and asked them to distribute the
survey to students from the economics and finance faculties. We also interviewed the career

center representatives and students from several of these universities to ask in-depth
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guestions and obtain more qualitative data to support the quantitative data in our survey. In
addition, we interviewed Deloitte junior staff members in order to learn how they made their
actual career and company choices.

We divided our research results into three sections: demographic information, career
choices, and company choices. Our demographics section shows that the majority of our 520
responses came from students majoring in economics, finance and management. Although we
had a gender imbalance among survey respondents, with 61% of our responses from females,
our analysis showed no significant differences between males’ and females’ responses. The
career choices part of our survey showed that most students look for job opportunities on
career search websites, and that the most important factor for Moscow students when it comes
to choosing an employer is the opportunity for advancement. Deloitte junior staff interviewees
agreed that the opportunity to advance is very important to employees, since most of the
interviewees expressed their interest in becoming managers within their next five years in the
company. However, we found different priorities among students with different majors. For
instance, economics students consider advancement opportunities their main priority, while
finance students think salary and benefits are the most important factors when choosing
companies. Furthermore, from our student interviews, we found that students are generally
more interested in working in international companies or even working abroad, since they
believed that the salary would be higher and the employee appreciation and work environment
would be better. The company choices section of our survey suggested that the most popular

companies in each of these industries were: McKinsey & Company in consulting, Gazprom in
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oil/energy, Unilever in retail/product, Google in technology, Goldman Sachs in banking, and
BMW in transportation.

To summarize, this project attempted to find the most important factors that university
students in Moscow consider when making choices about their careers and employers. As part
of our data analysis we tried to determine the best method for informing students of job
opportunities. We have five suggestions based on our findings. First, since work environment is
so important to university-age students, and current Deloitte employees have such positive
feedback about the company’s work environment, we recommend that Deloitte continues to
emphasize their comfortable and supportive work environment to potential employees.
Second, Deloitte should also make sure to emphasize the advancement opportunities that are
offered in order to attract more students interested in consulting. Third, Deloitte may be able
to draw in more applicants by showing potential employees the prestige and reputation that
comes with working at Deloitte. In addition, Deloitte can emphasize travel opportunities that
they provide to employees, such as offering attendance at business conferences in other
countries. Finally, Deloitte should make sure that their web-based recruiting is very strong,
since this is how most students find out about jobs. They may be able to conduct research on
how a company’s online presence affects students’ career decisions. With this knowledge,
Deloitte may be able to improve some of its practices to become a more appealing employer to

students graduating from top Moscow universities.
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1. Introduction

Although effective recruitment is imperative to any company’s continued success,
obtaining skilled and committed employees can be a challenge for companies (Bersin, 2013). In
Russia, while many qualified students graduate from prestigious Russian universities each year,
competition in hiring these students is steep because the Russian population is aging and
emigrating (Vishnevsky, 2009). Therefore, there are not enough qualified graduates to fill all
positions. In order to improve recruitment of recent university graduates, some companies
want to understand more clearly how students in Russia choose their careers and how they
choose the companies they want to work for upon graduation.

In particular, the Deloitte Moscow office would like to know more about the factors that
motivate students in making choices related to their careers. Deloitte would like to understand
the process by which students decide what to study in university, and how they determine
which industry and company they would like to work for when they graduate. Deloitte believes
this will help them in their recruitment programs, but so far they have no way to know if this is
true.

Research has shown that, in general, some students choose careers based on their
interests, while others choose careers based on their skills and personality strengths (Saini,
2014). Motivations for career choices also vary greatly by gender; men are more likely to seek a
high salary, while women are more likely to choose a career related to their interests (Dick &
Rallis, 1991). Previous research informs us about the values that people around the world look

for in a company. Hubschmid (2013) found that Russian students value training and



development opportunities, flexible hours, and cash bonuses more than they value a high
salary when choosing an employer. According to research done by Worcester Polytechnic
Institute students, recruiting at universities in Moscow seems to be one of the best ways to
bring in applications for available jobs at companies like Deloitte (Foote et al., 2014). That same
report also determined the best practices for recruiting new employees in Moscow and the
factors that most often cause an employee to leave his/her company.

Despite the research that has been done on recruitment of students, none has been
carried out to determine how students in Moscow’s top universities make career decisions.
Despite having knowledge of best recruiting practices, some companies still have a difficult time
recruiting enough qualified employees. Consulting companies need more information about the
factors that students studying business fields consider to be the most important when choosing
the careers they want and the companies they want to work for. With more knowledge about
Moscow students’ motivations in their career choices, companies like Deloitte could more
effectively recruit top talent.

The goal of this project was to determine what factors influence Moscow university
students’ motivations in choosing their career paths. In order to achieve this goal, we needed to
identify how and why students choose their majors and companies. Our research provides
information about the career and employment trends in Russia from the primary perspective of
students studying business fields at some of the top Russian universities. To conduct this
research, we used an online student survey, which was sent out to six Moscow universities. We
also conducted in-person interviews with university students, Deloitte junior staff members,

and university career center employees. Based on our research, we were able to determine



students’ motivations for making career choices and provide recommendations for Deloitte
Moscow. We believe the results of this project will help Deloitte Moscow, our project sponsor,

in its recruiting efforts.



2. Background

One of the biggest decisions people make when entering adulthood is what career path
to pursue. Choosing a career path is important but difficult, and there are many options to
choose from. This background chapter explores previous research on how people in general,

and in Russia more specifically, choose career paths.

2.1. General Career Trends
Since there are so many options when making career decisions, many factors can

influence a person’s choices. Gaurav Saini (2014) explains that choosing a career is a deliberate
decision that can be made easier with planning and exploring options. Although many people
agree that choosing a career is a deliberate decision, others argue that people will “simply
follow a path of least resistance” (Stanford University News Service, 1991, para. 15). Regardless
of whether people choose a career or fall into it, the effects of people’s decisions are reflected

in the current job market trends.

2.1.1. Career Choices
As Ray Bradbury said in 2009, “Do what you love and love what you do” (Rogers, 2012,

p. 26). People want to be happy, so it makes sense to try to be happy at work, especially since
people spend so much time at work. According to the Bureau of Labor Statistics (2014),
American adults ages 24-54 with children spend, on average, 8.7 hours a day at work or doing
work-related activities.

Although hobbies and interests have the potential to grow into successful careers

(Smith, 2013), playing to one’s strengths is generally much more effective. Personality and skills



assessments are becoming increasingly popular. Perhaps the most well-known personality
assessment, the Myers Briggs Type Indicator (MBTI) (2015), asks participants questions about
how introverted/extroverted they are, how they take in information, how they make decisions,
and how they prefer to complete tasks. The assessment is available in twenty-one languages
and is administered to over 1.5 million individuals annually, including employees of most
Fortune 500 companies (CPP, 2009). The MBTI, as well as other personality assessments, are
useful tools for students to learn about themselves and help them decide which career path to
pursue. Some employees at one of Deloitte’s top competitors, EY, have determined their MBTI
type and been trained on using the MBTI to better collaborate (OPP, 2015) According to OPP,
the “MBTI process looks set to remain very much at the core of EY training for many years to
come,” (para. 12). Olga Beglova, Executive Director at EY and Tatiana Timoshina, Senior
Manager at EY both express the growing need for soft skills, which can be learned in part
through the MBTI.

According to social psychologist Dr. Heidi Grant Halvorson (2013), Associate Director of
the Motivation Science Center and Columbia Business School, career choices may be guided by
one’s motivation types. In her article The Key to Choosing a Successful Career, Halvorson
explains that people are generally prevention or promotion focused. Those who are prevention-
focused mostly want to avoid losing what they already have. They are doers. They excel at
planning, analysis, and accuracy. On the other hand, promotion-focused people are dreamers
and usually think of what could be. They excel at creativity, taking risks, and working quickly.

Prevention-focused people work best in careers that have stability and security, while



promotion-focused people work best in fast-growing careers. If people know their motivation
type, they may be better able to choose a well-fitting career for themselves.

People can reach a decision on their career path either by pursuing interests or learning
about careers that will best fit them. However, there are some distinct differences in
motivations among students. For example, men and women have different motivations in their
career choices. A study about American high school students’ career choices has found that
men are more motivated by money, while women are more motivated by genuine interest in a
career (Dick & Rallis, 1991). The study found that engineering and science fields are much more
popular among men, while other categories - business, medicine, law, education, and all others

- are more popular among women.

2.1.2. Companies
Benjamin (2001) has shown that, in the United States, employees work for more than

just a paycheck. They want to feel like they belong and can contribute and make a difference to
the organization. Though these non-monetary factors are important, being paid well and
receiving competitive benefits is also a major factor in deciding where to work. According to
Benjamin, employees are becoming savvier, now looking at the complete package instead of
just salary. An employee with a satisfactory benefits package who feels a sense of belonging
and contribution is unlikely to leave the company for just a small salary increase offered by
another employer.

One of the best benefits a company can offer to build employee loyalty is a retirement
savings plan (Benjamin, 2001). In 2001, only thirty-five percent of companies in the United

States with fewer than 500 employees offered such a plan, and the U.S. Department of



Commerce reported that more than ninety percent of companies had fewer than 500
employees. Employees with access to a retirement savings plan through their workplace are
less likely to leave the company, as the plan allows employees to put pre-tax income into their
savings, and many employers offer a match (up to a certain percentage or dollar amount) of the
money employees contribute.

Benjamin (2001) notes that benefits can include a variety of items, such as “dependent-
care reimbursement, a 401(k) plan, long-term disability coverage, life insurance, vision care and
Employee Assistance Programs” (para. 6). An Employee Assistance Program is a confidential
counseling service. This program gives employees a person to talk to about any problems they
face, from workplace stress to family problems. This program also benefits employers, giving
employees a way to deal with problems before they affect their ability to contribute to the
company and helping employees see that they are valued. “With human capital at a premium, a

comprehensive benefits program is a valuable tool in recruiting and retaining talent” (para. 13).

Management’s Role

A common phrase related to retention is “people don’t leave companies, they leave
managers” (Bersin, 2013, p. 11). This indicates that the people in management positions
contribute a great deal to the attractiveness of a job throughout all levels of management. As
Steve Olenski (2015) outlines in an article in Forbes magazine, management can help attract
and retain employees by providing a comfortable work environment and culture, offering
training, listening to employees, conducting quarterly reviews, and recognizing employee

accomplishments.



Work Life Balance and Appreciation

Having a positive work-life balance is key to retaining employees. According to Western
Australia’s Department of Health (2006), “the benefit in creating a workplace that openly and
honestly supports employees with family and personal responsibilities is an increased ability to
attract and retain skilled employees” (p. 1).

Employees need to feel like they belong and are cared for in order to work as effectively
as possible. Part of feeling cared for in the work environment includes employee appreciation.
As Heathfield (2015) explains, someone who feels appreciated is potentially one of the best
employees. When recognizing employee efforts, consistency, specificity, and timeliness are
essential for effective employee recognition. Also, when employees get proper recognition,

they are more likely to be happy staying with the company.

Advancement

The opportunity for advancement is one of the most important factors people will
consider when making job decisions (Yabut, 2014). First of all, employees want advancement,
which in some way recognizes the effort and contribution they make.

Advancement works the same as appreciation, which can inspire them and lead to a
positive working attitude and thus higher productivity because whoever works hard will be
rewarded with recognition and incentives (Chand, 2014). Therefore, more opportunities for
advancement can attract more applicants to apply to the company and also attract them to stay

for a longer period of time. In addition, a clearly defined career path or career development



plan is very important to employees (Palmer, 2012). According to a survey released by the
Society for Human Resource Management (SHRM) and CareerJournal.com, although half of the
employees said they cared about compensation the most, there were 32% who said they
wanted to gain new experience and opportunities for career development. Therefore, when

applying for jobs, the opportunity to advance is a significant factor for job-seekers.

Company Environment

Different employees have different perceptions about a suitable working environment
(Olenski, 2015). Some people would like to focus only on work when they are in the office,
while others like diversity and social interactions in their work environment. It is therefore an
important challenge for companies to provide their employees with a work environment
suitable for the majority of them. A positive work environment can lead to high productivity of
employees while a negative work environment will make them more likely to switch

companies.

2.1.3. Employment Trends
It is important to take into account the global trends when it comes to students’ major

and employer choices in order to spot the differences between these trends and those of
Russian students. This comparison will help identify the main differences between these two
groups and what Russian students’ specific characteristics are.

The distribution of the majors of the 1,791,000 degrees granted in the United States in
2011-12 according to the U.S. Department of Education (2015) is:

1. Fields of business (367,000)



2. Social sciences and history (179,000)
3. Health professions and related programs (163,000)
4. Psychology (109,000)
5. Education (106,000)
Masters degrees:
1. Fields of business (192,000)
2. Education (178,000)
Doctoral degrees:
1. Health professions and related programs (62,100)
2. Legal professions and studies (46,800)
3. Education (10,000)
4. Engineering (8,700)
5. Biological and biomedical sciences (7,900)
6. Psychology (5,900)
7. Science technologies (5,400)
According to Cline (2010), the employers that hired the most new college graduates in the
United States in 2010 were:
1. Verizon Wireless (telecommunications): 10,500
2. Enterprise rent-a-car (automobile rental): 8,000
3. Hewlett Packard (office equipment): 5,067
4. Teach for America (education): 4,500

5. Peace Corps (non-profit): 4,140
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6. Hertz (automobile rental): 3,500

7. Ernst & Young (consulting/audit): 1,977

8. KPMG (consulting/audit): 1,750

9. Target Corporation (general merchandiser): 1,700
2.2. Career Trends in Russia

While career trends are similar in many places, differences can be found in every

country. It is very helpful to know the differences in the university system, social
differences and popular companies in Russia because they all play a significant role in the

country’s current career trends.

2.2.1. Career Choices
Russia has a different education system and degree structures from most European

countries and the United States. Gender difference also plays an important role in affecting

students’ career choices in Russia.

Russian Education System and Degree Structures

According to the Study Guide on Educations.com (2015), the university entrance
requirements in Russia are similar to those in many other countries and are based on students’
previous grades, experiences, leadership skills, entrance examination scores and interviews. But
they also vary depending on the university and the faculty, which is defined as the “major” in
many other countries.

The Russian education system has a similar structure to the European system, which is

split into four major parts: primary, secondary, higher and postgraduate education
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(Educations.com, 2015). Even though the names correspond to the same education types in
other countries, there are some differences.

Secondary education means 8th to 12th grades in many countries; however, secondary
education in Russia is completed in eleven years instead of twelve (Educations.com, 2015).
Years one to nine are obligatory. After the 9th grade, there are several ways for students to
pursue further education. For example, staying at secondary school for two more years can
earn students a certificate of Basic General Education, which will qualify them for entry into
higher education. Or alternatively, students can earn an associate degree at a tradesman school
and directly go to work afterwards.

There are three basic kinds of higher education institutions in Russia: universities,
academies and institutes (Educations.com, 2015). In the U.S., universities, colleges and
institutes have a lot in common but are different in size and specialty subjects. In Russia,
universities offer a wide spectrum of programs on all levels of education; academies provide
higher education and conduct a large amount of research in specialized areas such as science
and architecture. However, institutes offer professional education programs just like
community colleges in the U.S.

Four to six years of higher education can lead to a Bachelor’s degree (Educations.com,
2015). In Russia, a Master’s degree program does not count as postgraduate education as is the
case in other countries. Russian students usually complete both Bachelor’s and Master’s
degrees before they go to work. The postgraduate education has two levels. The first level will

result in a science degree called “Kandidatskaja” in Russian, which is equivalent to a Ph.D. or a
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Sc.D in the United States. Additional research activity may lead to the next level Doctoral

degree, which is typically required for professional advancement in academia in Russia.

Gender

According to this year’s “The Path to Leadership” report prepared annually by Isabel
Gorst (2015), two-fifths of senior management positions at Russian companies were filled by
women, which is a larger proportion than any other country in the world. It is also said that
Russian women generally do well in information technology (IT), retail, media, manufacturing,
transport and communications. However, oil, gas, metals and politics are usually male
dominated fields.

According to Tatiana Gvilava, the president of the “All Russian Organization for Women
in Business”, Russian women are performing well in business (Gorst, 2015). However, even
though female participation in the workforce is higher than in many developed countries, the
income gap in Russia is large. The statistics from the World Bank showed that, in general,
women were paid 30% less than men in Russia.

Gender differences also affect Russian students’ career choices (Gorst, 2015).
Benchmark salaries are the same for both genders, but women will accept lower paying jobs

since they care more about job security and work environment than salary.

Work Related Values of Russians
As would be expected, values and expectations regarding work vary among cultures,

generations, and individual people. It is important to understand the work values of Russians in
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relation to other countries in order to understand Russian students’ career paths. Lewis (2005),
a cross-cultural communications expert from Great Britain, assigns cultures to predefined
cultural categories. These categories divide cultures based on their feelings toward business life
and the reactions of employees to different cultural settings (Hubschmid, 2013). The categories
separate cultures by their attitudes toward time, communication, and information gathering.
The general attitude of a culture to each of these factors places them into one of three
categories: linear-active, multi-active, or reactive cultures (Lewis, 2005). Cultures can also be
assigned to more than one category. Lewis warns that to avoid stereotyping, the
characterization of cultures into a category should be taken as a general way of finding
differences among cultures, and users of the information should understand that there is a lot
of individual variation within each culture. The assignment of cultures to categories was done
after extensive observations and assessments.

According to Lewis’ (2005) description of linear-active cultures, individuals do one task
at a time, concentrating completely on that one task. They complete tasks within given
schedules, and schedules and punctuality are of high importance. People in these cultures
separate their social lives from their professional lives. They go about their business life in a
non-emotional way, using logic to negotiate. People from linear-active cultures do not use body
language to communicate their feelings as much as people in other cultural categories, and
they are patient and respectful while others are speaking, waiting until the person has finished
before offering their input. They rely on published information, which can come from statistics

or databases.
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The second of Lewis’ (2005) cultural categories is the multi-active culture, in which
people work on many tasks at once, not completing the tasks in a particular or planned order.
Schedules and punctuality are not as important as they are in linear-active cultures. People in
multi-active cultures tend to be extroverted. They are talkative and rely heavily on body
language. Unlike the separation of social and professional lives seen in linear-active cultures,
social and professional lives are closely tied in a multi-active culture. Rather than relying on
published information to make decisions, multi-active cultures often use oral information.
Lewis (2005) states that individuals in reactive cultures, a third category, are patient and listen
to all positions before reacting or forming their own position on a subject. They are generally
introverted and rely heavily on body language. They are known to observe and listen instead of
talking first. People in reactive cultures expect people to have a high level of knowledge, and
therefore do not give all relevant information, instead assuming that the people they are
communicating with will know the information or will look it up for themselves.

Russia tends toward a multi-active culture, though many Russians also have
characteristics of a linear-active culture (Hubschmid, 2013). By contrast, the cultures of
countries such as Germany, the United Kingdom, and the United States are almost exclusively
members of the linear-active group. The cultures of many Asian countries, such as Vietnam,
Japan, China, and Korea fit neatly into the reactive cultural classification. Several countries are
relatively evenly split between two categories. For example, Canada exhibits characteristics of
the linear-active and reactive cultures approximately evenly. Similarly, Indian culture exhibits
characteristics of both multi-active and reactive cultures, while Belgian and French cultures

have characteristics that put them into both the multi-active and linear-active categories.
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Having knowledge of different culture styles can be helpful for determining if work culture in

international companies affects Russian students’ career choices.

2.2.2. Companies
As in every country, Russian students consider salary, work environment, benefits,

travel hours, etc. before choosing companies to work for. Students are often recruited at their
universities (Foote et al., 2014). Salary is becoming the most important factor when choosing a
specific company to work for. In addition, more and more students tend to work in consulting

areas (HR-Portal, 2015).

How Students Find Out About Companies

Russian students are reported to prefer face-to-face recruitment strategies over web-
based applications for their job searching (Foote et al., 2014). For most companies, recruiting at
universities seems to be one of the most important strategies for bringing in job applications.
Therefore, involvement on campus can help companies in Russia recruit more graduates.
According to Foote et al., the Big Four professional service firms in Russia have a very high
presence on campuses, including doing company case study presentations and giving lectures.
Through teaching courses and holding career and resume workshops, companies can have a

strong presence on campus and build up a good reputation.

Salary and Company Preferences
According to a recent salary report, Russian people still consider salary as the most

important factor when choosing a job (HR-Portal, 2015). Compared with the year 2014, in 2015
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salary was more important than job outlook for those making a job choice, as was whether it
was an interesting job.

According to an article in HR-Portal (2015), there is a new study about the changed
career preferences of Russian students. It reports that the dream job of most Russian students
is in consulting firms, banks, and investment companies, while oil and gas companies are
becoming less popular. A study of the labor market conducted by the Community HR managers
revealed the career preferences of young professionals and gathered information about their
interests, salary expectations and work environment preferences in companies. The results of
this study showed that graduates with high potential would like to work for international
consulting companies, which was different from the previous aspirations they used to have of

working for domestic oil and gas companies.

2.3. Deloitte
There are 1,600 employees in Deloitte’s Moscow office. Deloitte hires approximately

200 new employees every year. According to Ekaterina Lebedeva and Daria Golubkova, Senior
Resourcing Specialists in the Talent Department at Deloitte Moscow, the recruitment process
at Deloitte is very similar to the process used by other companies (personal communication,
October 8, 2015). The first step is resume and cover letter screening. After candidates pass this
stage, they need to pass some tests, depending on the job position they have applied for. If a
candidate passes this step, he/she is interviewed by Human Resources staff. If they pass the

Human Resources interview, candidates move to the final stage of the process, an interview
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with a manager. The process is stopped for any candidate whom Deloitte no longer considers

to be motivated or qualified.

Deloitte usually hires students from business, economics, finance and accounting majors
(Golubkova & Lebedeva, personal communication, October 8, 2015). They are also increasing
their focus on hiring technical specialists, and mathematics and natural science majors. Hiring
employees with a variety of backgrounds, including technical fields, allows Deloitte to provide
better services to the companies it works for. For example, an employee with a background in
chemistry could help Deloitte to provide better consulting services to companies in the
chemical production and development industries. An employee who studied chemistry may
have a better understanding of the unique needs of a chemical company. Deloitte hires
approximately 70% economics and finance students and 30% students with other majors, such

as technical fields and the natural sciences.

Deloitte holds several events on university campuses each year in order to recruit
qualified applicants (Golubkova & Lebedeva, personal communication, October 8, 2015). They
also hold lectures at universities to introduce students to Deloitte and their opportunities for
employment there. In addition, Deloitte advertises its vacancies on the Internet and posts
vacancies and events for students in the university career centers. Deloitte thinks that most
students learn about job opportunities at the company through online resources (Deloitte’s

website, Headhunter, etc.), their universities’ career centers, and at career fairs.

According to our sponsors, Deloitte employees can move from an entrance level to a

management position in approximately five years (Golubkova & Lebedeva, personal
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communication, October 8, 2015). The time it takes to move up within the company is
dependent on the employee’s ACCA exam scores and performance within the company. In
order to become a manager, employees have to pass forty levels of accounting exams.
However, if they fail to pass one of the exams after three attempts, Deloitte decides whether

or not they want to continue employing the individual.

Furthermore, Deloitte has a reference program, which was launched two years ago
(Golubkova & Lebedeva, personal communication, October 8, 2015). Current employees can
refer new employees to the company, and receive a bonus if the referred person is hired.
References from employees are considered for a wide range of positions, from entry-level to
management-level. According to Deloitte, 15-20% of their new hires are obtained from
references given by current employees. People recruited in this way are considered to be part

of the Extended Internal Labor Market (EILM), discussed in detail in Appendix B.

More information about Deloitte can be found in Appendix A.
2.4. Summary

In this chapter we have reviewed several career trends, both worldwide and in Russia.
We have presented information on the processes commonly used by people when choosing
their career and the company they would like to work for, as well as information about
Deloitte’s recruitment process. We discussed the factors that are considered to be the most
important in making career and company choices - salary, work environment, and company
reputation, and how males and females make career choices differently. We learned that while

males generally value high salaries, females value a comfortable, welcoming work environment.
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In the next chapter we explain how we went about determining how Russian university
students make their career decisions, what motivates them and what kinds of jobs they are

looking for.
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3. Methodology

The goal of this project was to determine the main factors that influence university students in

Moscow when choosing a career path.

Our measurable objectives were to determine:
* How Russian students decide their career path.
* Trends related to students’ majors and career choices.
* How Russian students decide what company they want to work for.

* Trends related to students’ choices of companies.

The methods described in this chapter were designed to help us achieve these objectives.
3.1. Determine Trends in Students’ Career and Company Choices

In order to collect the basic information that would allow us to conduct our data
analysis and draw conclusions related to students’ career choices, we designed a 30-question
survey using Google Forms. The best method for gathering students’ opinions was to conduct
an online survey because we could achieve wider coverage, reaching out to several thousand
students at six universities.

We used Google Forms instead of other online survey tools because it allowed us to
easily create a Russian version of our survey questionnaire and create conditional questions.
For example, if a student answered “yes” to one of the questions, they were led to a different

page than the students who answered “no.” We were easily able to analyze the results because
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Google Forms allows responses to be automatically saved into a spreadsheet and later exported
into Microsoft Excel, a powerful spreadsheet program. Google Forms also makes it easy to
share and collaborate with other team members online. However, there were some
disadvantages to using Google Forms. The largest disadvantage is that, unlike other online
survey tools, respondents could not rank answers from a list. A ranking feature would have
been helpful when determining students’ company preferences.

The survey’s goal was to determine the main factors that can influence Russian students
in their selection of their college majors, future employers, and careers. With the help of our
Russian teammates, we wrote a Russian version of the survey so that we could get more
accurate responses from Russian students. We first conducted a trial survey, which was
distributed to a few friends of our teammates and to Russian students who were taking part in
a focus group held by another WPI project team. We received 19 responses to the trial survey.
This test run helped us adjust a few details that helped improve the clarity of our questions. A
copy of the trial survey can be found in Appendix C.

After revising the survey based on the results of the test run, we sent survey links to
thousands of students attending six universities in Moscow. Deloitte provided us with a list of
universities that they have contacts with and recruit from each year. These universities include:
The Financial University under the Government of the Russian Federation (FU), Moscow State
University (MSU), New Economic School (NES), Higher School of Economics (HSE), Bauman
State University, and the Russian Presidential Academy of National Economy and Public

Administration (RANEPA).
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We, with the assistance of our sponsor and Russian student partner, contacted the
career centers from these six universities and asked them to send out the survey link to as
many students as possible. At Moscow State University, the survey link was only sent to those
with majors related to Deloitte’s services, such as business, economics, and finance. We also
distributed slips of paper to passersby when we visited Moscow State University, RANEPA, and
Financial University in order to increase the number of responses. Thirty slips were distributed
at Moscow State University, 119 at RANEPA, and 46 at Financial University. Distribution of the
survey link on slips of paper was not feasible at the other universities. In order to provide an
incentive for Russian students to answer our survey, we offered a Starbucks gift card to a
randomly selected respondent. Students who wished to enter the gift card raffle used a
separate survey link to enter their contact information, allowing them to remain anonymous.

We are unsure of exactly how many students received our survey link, but we estimate that
the survey reached at least 9,800 students based on estimates by the university career center
staff. Although we cannot give a response rate for our survey, we believe the results are still
valid because we got over five hundred responses from various universities. The responses
represent a variety of majors, ages, class years, career and education goals, and previous work
experience, further validating the results.

3.2. Determine How Students Make Career and Company Choices

In order to gather more detailed information from a limited number of people to
supplement the survey data, we conducted interviews. This allowed us to ask open-ended
guestions and collect qualitative data, which was valuable to our understanding of students’

career choices. We interviewed twenty-six students, ten Deloitte junior staff members, and four
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university career center staff members. Copies of all interview protocols can be found in

Appendix D.

3.2.1. Student Interviews
During the same time period of our online survey, our group also interviewed twenty-six

undergraduate students at three universities. More in-depth questions were asked to gain a
better understanding of the thoughts of university students in Moscow when choosing a career.
The questions also helped us understand the results of our survey. A copy of the student
interview protocol can be found in Appendix D.

To get a sample of students to interview, our group visited busy spots at Moscow State
University and HSE and used a convenience sampling approach. There, we spoke to students as
they passed by and asked if they would be willing to participate in a ten-minute interview.
When we visited RANEPA, the career center representative gathered a group of students for us
to briefly interview in a classroom. The other universities in our study were unable to arrange
student interviews. Whenever possible, our Russian student partner attended the interviews
with us. While we conducted most interviews in English, our partner spoke to students in
Russian and translated their responses for us, helping to keep the sample from being only
English speaking students. Students who participated in our interviews were entered into the
same Starbucks gift card drawing, as an incentive to get more students to participate in an
interview.

During our time in Moscow, two interviews were conducted at the Higher School of
Economics, fourteen at The Russian Presidential Academy of National Economy and Public

Administration (RANEPA), and ten at Moscow State University.
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3.2.2. Deloitte Junior Staff Interviews
With the help of our sponsors, we got a list of Deloitte junior staff members that were

willing to be interviewed. We proposed a time and place to interviewees, and we typically met
at the Deloitte office. We tried to have two of our team members present for each interview,
one for asking interview questions, the other for recording audio and/or taking notes. We
interviewed ten junior staff members.

The first section of our interview included warm-up questions asking university majors,
industry experiences, positions and departments, and duration of employment at Deloitte.
Then, we asked questions that were similar to the student survey questions, except that we
also asked for their reasons for choosing to work for Deloitte, the advancement opportunities
available, and the work environment at Deloitte. Even though our main focus is on students,
experiences and opinions from Deloitte junior staff members gave us insight about how
employees in consulting companies make career choices. A copy of the Deloitte junior staff

interview protocol can be found in Appendix D.

3.2.3. Career Center Interviews
To gather information about career center usage, we visited the career centers at as

many universities as were available: Moscow State University, RANEPA, Bauman State
University, and HSE. We conducted thirty-minute interviews with career center representatives,
and we audio recorded all interviews, with the permission of the interviewees. We got the list
of career center representatives from Deloitte, who also helped us reach out to each
representative. Two team members attended each interview. If we were unable to record

audio, we brought an extra team member to take notes about the conversation. If the career
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center representative was not proficient with English, we arranged to bring our Russian student
partner with us to help us translate.

During the career center interviews, we asked questions about career center usage,
including how many students visit per year, and what type of services are offered. We also
asked about how companies use the career center to post jobs and market themselves to
students. A copy of the career center interview protocol can be found in Appendix D.

3.3. Summary

In this chapter, we have discussed how we would achieve the main goal of this project,
which was to determine Moscow university students’ motivations in making career choices. Our
methods included distributing an online survey to students, interviewing university students,
interviewing Deloitte junior staff members, and interviewing career center representatives.
After getting information from these approaches, we were able to analyze the responses, which
showed students’ career trends. The results of these methods will be discussed in the next

chapter.
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4. Results and Analysis

This chapter explores the motivations of Russian students in business related fields of
study when it comes to career decisions. This knowledge will allow Deloitte, our sponsor, to
become a more attractive employer for college graduates and therefore have a larger pool of
qualified applicants. Please refer to Appendices E and F for survey results and interview
summaries, respectively.

4.1. Demographics

As stated in Chapter 3, our methodology included four types of data collection: a

student survey, student interviews, career center interviews, and interviews with Deloitte

junior staff members. After keeping the student survey open for seventeen days, we received

524 responses. However, we discarded four responses because they were either incomplete or

the participant did not answer the questions seriously. This gave us 520 valid responses.
Twenty-six students from several universities were interviewed, as well as four career center

representatives. In addition, we interviewed ten Deloitte junior staff members.
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Figure 1. Distribution of Universities Attended by Survey Respondents

The distribution of the survey responses from all universities are as follows: 40% from
Financial University under the Government of the Russian Federation, 28% from Higher School
of Economics, 12% from New Economic School, 10% from Bauman State University, 7% from
Moscow State University, 2% from Russian Presidential Academy of National Economy and

Public Administration (RANEPA), and 1% attended Higher School of Economics and New
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Economic School in a dual-enrollment program. In addition, 0.4% of respondents did not

answer the question. These data are shown in Figure 1.
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Figure 2. Age Distribution of Survey Respondents

As is shown in Figure 2, the ages of survey respondents had a skewed distribution, with
a median age of 20.0, a mean age of 20.0, and a mode of 18. Most students enter university
between the ages of 17 and 18 and remain enrolled for four years, so it is reasonable that most

of the survey respondents aged between 18 and 22. In addition, several students outside this

age range answered the survey.
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Gender Distribution
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Figure 3. Gender Distribution of Survey Respondents

As shown in Figure 3, there was some imbalance in the number of males and females
answering the survey, with 61% females and 38% males. In addition, 1% of students chose not
to disclose their gender. While there are many possible reasons for the imbalance in number of
responses by gender, we think there are two reasons that most likely explain this imbalance.
First, our survey prize was a Starbucks gift card. After noticing the imbalance in responses from
each gender early in the survey (after about thirty responses had been submitted), we talked to
our student partner and others we knew in Russia and learned that females tend to frequent
Starbucks, while males do not go as often. To help remedy this potential cause for bias in
responses, we added an option of a second prize, an iTunes gift card, which would appeal to
both males and females. However, the situation remained and became even more pronounced
as time went on. This led us to our second hypothesis about the inequality of gender

representation in our survey. It seems that Russian females tend to be more open about their
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career thoughts and they are more willing to help with others’ research in general. This
hypothesis was supported when we interviewed students at several universities. When asking
students to conduct an interview with us, males declined more often. When they did accept our
request for an interview, they were more likely to give short answers about their career choices
while females tended to explain why they had chosen their career path and their goals for the
future in more detail. While we do not know if this is truly the reason for the inequality in

gender representation in our survey, it seems quite possible.
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Figure 4. Graduation Year Distribution of Survey Respondents

The largest graduation year sector in the survey was third-year students, comprising
36.3% of the survey population. Students who will graduate in 2017 have generally begun
thinking about the careers they want. In addition, by their third year many students have had

an internship or are deciding where they would like to have an internship. This provided useful
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information for us, as a student’s choices in their internship company may help them determine
the values they will consider when choosing a company to work for upon graduation. Data for

all class years is shown in Figure 4.
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Figure 5. Students’ Desired Highest Degree

Of all survey respondents, 10% plan to earn a Bachelor’s Degree, 67% of students plan
to earn a Master’s Degree, 22% a Doctoral Degree, and 1% a Specialist degree. The results
suggest that the vast majority of students plan to earn a graduate degree, which will give them
advantages in finding jobs, according to our student partner. In addition, these results show
that graduate education is highly valued in Russia. A limitation of the data is that we do not

know if students plan to earn their graduate degree immediately after finishing their
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undergraduate degree, or if they plan to join the workforce and return to university at a later

date. Data is shown in Figure 5.
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Figure 6. University Major Distribution

From all the responses we received, 53% of students were studying economics, 15%
finance, 14% management, 13% others, 2% audit, 1% mathematics (see Figure 6). Among the

13% studying majors not listed, engineering, law, politics, and social sciences were the most

popular choices, comprising 51% of the “other” category. Since our sponsor, Deloitte, is mainly

recruiting students from economics related majors, respondents from economics, finance,

management, and audit provided us with the most valuable information.
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Place of Residence of Survey Respondents
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Figure 7. Home Residence of Survey Respondents

Almost all survey respondents resided in Russia (97%), 2% in Europe and 1% in Asia.

Additionally, one respondent was from the United States and one chose not to disclose place of

residence. The distribution is shown in Figure 7.

4.2. Career Choices

One of the objectives of our project was to determine the main factors that students

consider when making career choices. The results of our research on this topic can be found in

this section.
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Top Reason for Choosing a Career
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Figure 8. Top Reason for Choosing a Career
The majority of students think that personal interest in the work and job outlook are the
most important factors when it comes to choosing a career, 43% and 24%, respectively (see
Figure 8). In addition, 7% chose their career based on what was offered at the university they

wanted to attend, 7% chose based on high salary prospects, 6% chose a career based on what
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they were good at, 4% chose their career based on recommendation from a relative, friend, or
professor, 3% chose their career based on the company they knew they wanted to work for, 2%
followed the career path of a relative, friend, or role model, and 1% chose their career for
another reason. Four percent of respondents did not know what career they wanted.

The high percentages of survey respondents who chose their career due to their interest
in the field and the job outlook are similar to the results found in student interviews. Almost all
students interviewed stated that they chose their career because they liked it, thought it would
be interesting, or knew that it was a lucrative field to get into (both because it was growing and
because salaries were high).

Only one respondent cited a previous internship experience as the reason for his or her
career choice. This was unsurprising, as we have learned that students must make career
choices early on in the university process and would have a very difficult time changing their
course of study later on in their university career. Few students have internships before their
junior year of university, making it unlikely that an internship experience would have a
profound impact on how students choose their careers. In addition, we learned that Russian
students may complete two different types of internships. The first type of internship is short-
term, and may only last 1-4 weeks. These internships are often part of a graduation
requirement and may not be directly related to the industry that the student wants to enter.
The other type of internship is long-term, where students may work at a company for 3-6
months. In this type of internship, students can gain more real-world and hands-on experience.
Long-term internships may have a more significant effect on students’ career choices. Since we

don’t know if survey respondents completed a short-term or a long-term internship, we cannot
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draw useful conclusions about how useful those internships were in shaping students’ career

choices.

Similarity of Respondents' Chosen Career to Career
of Parents

3%  <1%

= Completely different
= Similar
Same

= Did not disclose

Figure 9. Similarity of Students’ Chosen Careers to Their Parents’

We found that 59% of students think they are pursuing a totally different career path
from their parents’ career paths (see Figure 9). Thirty-eight percent think they have a similar
career path as their parents and only 3% think they have the same career path as their parents.
We think parents’ career paths may have some impact on their children’s career paths,
however, they are not likely to be exactly the same.

4.3. Company Choices

To determine how students choose which companies they would like to work for, we

asked several questions about students’ internships, career center usage, preferred industry,

and why they would choose to work for one company over another if they received two job
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offers. We also asked which industry a student would most like to work in. After students
indicated which industry they wanted to work in, another question was asked. This question
listed several companies within the industry, from which students could select as many
companies as they were interested in working for (see Figure 33 for results). The list of
companies that were offered as options for each industry was provided by Deloitte. The
companies given as options were the fifty most attractive employers in Russia, according to
Universum’s Student Survey (2015). The factors that students determined were important
when making their company choices, as well as the one factor that they considered to be most
important, can be seen in Figures 17 and 18. Overall, students felt that their ability to advance,
earn a desirable salary and have good benefits, as well as a company’s reputation were the

most important factors for them.

"Do you have a job secured after graduation?"

= No

" Yes

Figure 10. Job Secured Percentage
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Only 7% of students have a job secured for after graduation (see Figure 10). This data
was as we expected it to be. Considering that only 21% of respondents will be graduating in
2015 or 2016, it was unlikely that many students would have jobs lined up already. The
companies they are going to work for include KPMG, Sberbank, the Russian government, IBM,
FTS, PwC, Thomson Reuters, TMF-Group, JSC “Clean Water”, VIP International, RSC “Energia”,

MO, and businesses owned by their families.

Student Internships

1%

= No
" Yes

Did not disclose

Figure 11. Student Internships Percentage

From Figure 11, we can see that only 36% of students have had an internship. Internship
information is very important for us to analyze students’ career paths. The following two
questions about whether students will work at the same industry or company give us more

insights about how internship experiences affect students’ future careers.
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Would Accept Employment at Same Company as
Internship

1%

" Yes
= No

Did not disclose

Figure 12. Students Who Would Accept Employment at the Same Company as Internship

As shown in Figure 12, more than half (57%) of students would accept employment at
the same company as their internship. This means that internships give students a good work
experience and allow them to assess whether the company is suitable for them or not. As many
people say, an internship is a very long interview, both for the student and for the company.
The student gets to learn about the inner workings of the company, the management style, the
company atmosphere, and their potential future co-workers. At the same time, the company
can see the student’s work ethic, intelligence, personality, and ability to do the job, in much
more detail and with tangible evidence than what would be possible to learn from a job
interview. Both parties can use the internship experience to decide if they would like to work
together again. It is important to note that an internship can also be a great way for a student

to explore a new career path or industry. Although a student might report that they would not
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like to return to a company for full-time employment, it does not mean that they did not like
the experience they had at the company. They may have enjoyed many aspects of working at
the company, but found that they would prefer to work in a different location or for a company
that specializes in a different area. As mentioned before, there are two different types of

internships, and we therefore cannot draw any significant conclusions based on this data.

Would Accept Employment in Same Industry as
Internship

1%

" Yes
= No

Did not disclose

Figure 13. Students Who Would Accept Employment in the Same Industry as Internship

According to Figure 13, the majority of students (80%) would work in the same industry
as their internship. This makes sense because many students try to have internships related to
their majors, and their future careers should also be related to their majors. For those 19% of
students who do not want to work in the same industry, there are two possible reasons. First,
the internship may have had nothing to do with the student’s major. Second, after completing a

major-related internship, students might realize they do not like to work in this area. As stated
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earlier, this is one of the major benefits of internships. Internships provide students an
opportunity to change their minds about their career and company choices before they become
a full-time employee. Companies will experience a lower employee turnover rate and have
more satisfied employees if they hire graduating students who want to return to the company

after an internship.

How Students Learn About Job Opportunities

Career search website [ INENEGITININGEGEEEN 320
Company website [ INEGEEE 220
Social media (Linkedin, etc.) [ NG 216
Around campus (bulletin boards, posters, I 213
etc.)
Company Representative |GGG 158
Friends NN 157
Campus Career Center [IININEGN 113
Family [ 67

Does not learn about job opportunities | 4
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Figure 14. How Students Learn About Job Opportunities

Most students (63%) learned about job opportunities on a career search website, at

least in part (see Figure 14). Nearly equal numbers of people found out about job positions
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around campus (41%), on company websites (42%), and by social media (42%). Only 13% of
students learned about job opportunities through their families. Since the previous information
(see Figure 9) had shown that students most often pursue completely different careers from
their parents, the low percentage of students who find out about job opportunities from their
family may indicate that families are not able to provide information or connections related to

student’s industry and career preferences.

"Have you used the career center in the past year?"
<1%

" Yes
= No

Did not disclose

Figure 15. Portion of Students Who Have Used the Career Center in the Past Year

As shown in Figure 15, few students use the career centers at their universities. Only

14% of students had used the career center in the past year. One student chose not to answer

this question.
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Most Frequently Used Career Center
Services
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Figure 16. Career Center Services Most Often Used by Students

While few students utilize the services offered by their university career centers, it
appears that students who do use the career center find value in it. These students often use
multiple services offered by the career center. Most students use the career center to learn
about job search strategies (see Figure 16), with 67% of all students who used the career center
at their university taking advantage of this service. It is unknown, from a student’s perspective,
whether the job search strategies taught or used by the career center are useful in finding a

position.
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Factors that Influence Decision of Company
to Work For

Opportunity to advance I 456
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Figure 17. Distribution of the Factors That Influence a Student's Decision When Choosing a

Company to Work For

On the student survey, a question was asked to learn how students would decide which
company to work for, given two appealing job offers. Students were allowed to check as many
options as applied to them. As shown in Figure 17, most students (88%) consider the
opportunity for advancement within the company to be very important. The next most
important factors are salary and benefits (83%), company reputation (67%), and work
environment (46%). The factors that were least important to students were people they knew

who were employed by the company (4%) and charity work performed by the company (7%).
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These findings were expected. When a student is just beginning his or her career, it makes

sense that advancement opportunities, salary and benefits, and company reputation weigh

heavily in the decision to work at a company. A student who has just graduated from university

is looking to move up the ranks quickly, hoping to advance to better positions either within the

company or at a better company. Advancement was found to be important in our student and

junior staff interviews. Students look for good salary and benefits because they want to achieve

financial independence.

Top Factor that Influences Decision to Work at a
Specific Company

= Opportunity to advance
® Salary and benefits

= Company reputation

® Location

= Work environment

® Internship

® |nterest in type of work

the company does

= Other

® Did not disclose

Figure 18. Top Factor in Decision to Work for a Specific Company
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Similar to Figure 17, which shows all the factors that are important to students when
choosing a company to work for, Figure 18 shows the factor that students chose as the most
important when choosing a company. In asking this question, we asked students how they
would decide which job offer to accept if they had offers from two companies that they were
interested in working for. The results mimic those seen in Figure 17, with 40% of respondents
citing the opportunity to advance as the top factor they would consider in choosing a company
to work for. After this, students would base their decisions on salary and benefits (35%),
company reputation (13%), and location (5%). Friends and family who worked at the company
were still not influential in decisions (0.2%) and charity work done by the company did not
affect any decisions (0%).

An interesting trend was seen when comparing Figure 18, the top factor in a student’s
decision to work for a specific company, to Figure 8, the top factor in a student’s career
decision. Only 7% of respondents indicated that salary was the top factor in their career
decision, while 35% of respondents indicated that salary was the top factor in their company
decision.

In comparing the data from Figure 18 to the data collected in Deloitte junior staff
interviews, a close relationship was seen. Almost every interviewee stated that they hoped or
planned to advance to a management position within five years, indicating opportunities for
advancement. Most interviewees also said that they liked the work environment and

reputation of Deloitte, two key factors in their choice to accept a job offer there.
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Economics Majors' Priorities

= Opportunity to advance
= Salary and benefits

= Company reputation
= Work environment

= Location

Figure 19. Economics Majors’ Priorities in Choosing Companies

Figure 19 shows that for economics majors, 45% of respondents think that the

opportunity to advance is the most important factor when choosing a specific company, while

34% choose salary and benefits as the deciding factor. Company reputation, work environment,

and location were chosen as top priorities by a small portion of students.
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Finance Majors' Priorities

2%

—\1%

= Opportunity to advance
= Salary and benefits

= Company reputation

= Work environment

= Location

Figure 20. Finance Majors’ Priorities in Choosing Companies

However, students from the finance faculty showed somewhat different priorities (see
Figure 20). Many students, 46%, think that salary and benefits is the most important factor
when it comes to choosing a career, while 37% of students chose opportunity to advance as the
most important factor. Again, as in Figure 19, company reputation, work environment, and

location were not the deciding factors for many respondents.
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Management Majors' Priorities

= Opportunity to advance
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Figure 21. Management Majors’ Priorities in Choosing Companies

Figure 21 shows that students from the management faculty consider advancement

opportunities as well as salary and benefits to be equally important in their company decision.

Again, as seen in Figures 19 and 20, company reputation, work environment, and location were

not the deciding factors for many respondents.
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Consulting Students' Priorities
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Figure 22. Consulting Majors’ Priorities in Choosing Companies

As can be seen in Figure 22, the opportunity to advance (51%), salary and benefits

(27%), and company reputation (16%) were the most important factors for students going into

consulting.
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Top Concern When Accepting Job Offer
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1% 1% ’
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Figure 23. Top Concerns of Survey Respondents When Accepting Job Offers

When accepting a job offer, most students (53%) are concerned about their

= Advancement
opportunities

= Salary

® Number of weekly hours

= Job stability

= Opportunity to travel

" Relationship with

manager

® Enjoyment of job

opportunities for advancement at the company they work for (see Figure 23). Many others are

concerned with salary (26%) and number of weekly hours (10%). Combining this data with that

found in Figure 18, advancement opportunities are both the top factor in a student’s decision

to work for a company and their top concern in accepting a job offer. This suggests that

students highly value career advancement.
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Students' Interested in Deloitte Main
Concerns
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Figure 24. Concerns of Students Who are Interested in Deloitte

According to Figure 24, 61% of students who are interested in working for Deloitte are
mainly concerned with advancement opportunities, 26% are concerned about salary, 11% are

concerned about long work hours, and only 2% are primarily concerned about job stability.
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How Long Students Plan to Stay at First Employer
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Figure 25. Length of Time Survey Respondents Plan to Work for Their First Employer After

Graduation

Nearly half (49%) of respondents thought that they would not stay at their first
employer for their entire career, instead starting at a new company when they were given a
better offer (see Figure 25). Another 17% planned to stay at their first employer until they felt
that their talents could be better used elsewhere. An additional 16% did not know why or when
they would leave their first employer, but thought that they would not work for their first

employer for their entire career. Only 4% of respondents thought that they would work at their
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first employer for their entire career. As shown by these results, most young employees plan to

change employers often, whenever there will be a personal gain by making the change.

Desirable Types of Employers
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Figure 26. Desired Types of Companies

In the student survey, respondents were asked which types of companies they would
work for in Russia. Respondents were asked to check all options that applied to them, resulting
in a total percentage of more than 100%. As shown in Figure 26, the majority (74%) of the
students want to work for Western-based companies in Russia. Some respondents want to
work for Russian companies (39%) and the Russian government (32%). Relatively few
respondents want to work for an Eastern-based company in Russia (17%). Of all respondents to
this question, only 30 (5.8%) indicated that they would work at any of the four types of
companies, implying that they are undecided about the type of company they want to work for,

or do not consider where a company is based when making a job decision.
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Ideal Location of Employment after Graduation
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Figure 27. Survey Respondents’ Ideal Locations of Employment

As shown in Figure 27, only 60% of survey respondents want to work in large Russian

cities (i.e. Moscow and St. Petersburg) and 3% want to work in other places in Russia. This is

low, considering that 97% of survey respondents are Russian citizens. This suggests that many

students wish to find employment outside of their home country. This data supports the

information about Russian emigration mentioned in Chapter 2, as well as the data collected in

student interviews. See Appendix F for a summary of the student interviews.

Among the students who would like to work outside Russia, 8% of respondents would

like to work in the United Kingdom, 15% in other European locations, 10% in the United States,
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1% in Asia, and 1% in other locations, including Australia, Africa, and Canada. Overall, 35% of

respondents would like to get a job outside Russia.

FU Students Workplace Preference

= Russia

= Abroad

Figure 28. Financial University Students’ Workplace Preferences

Figure 28 demonstrates that most of the Financial University students (71%) would like

to stay in Russia while 29% want to work abroad.
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HSE Students Workplace Preference

® Russia

= Abroad

Figure 29. Higher School of Economics Students’ Workplace Preferences

As shown by Figure 29, more than half (53%) of the HSE students want to work in Russia

after graduation. The remaining 47% want to work abroad.
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NES Students Workplace Preference

= Russia
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Figure 30. New Economics School Students’ Workplace Preferences

Figure 30 shows that 58% of NES students want to work abroad after graduation, while

42% want to stay in Russia.
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Desired Industries
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Figure 31. Desired Industries of Survey Respondents

We found that 31% of survey respondents would most like to work in the consulting
industry upon graduation from university (see Figure 31). Second, third, and fourth most
desired industries are banking (17%), government (13%), and technology (10%), respectively.
Least desired industries were transportation (2%) and law (3%). Of the responses categorized as
“other,” the most popular industries were audit, international relations, investments, research,
and marketing, which accounted for approximately one third of the responses in the “other”
category. These findings closely relate to the research discussed in Section 2.2.2., Companies.
According to research done by Changellenge in 2015, high-achieving students at the most
prestigious Russian universities often favor international consulting over other industries (HR-

Portal).
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When a student chose consulting, banking, technology, retail, oil & gas, or

transportation as their top industry choice, they were brought to another survey question,

which asked them to choose all the companies that they would like to work for. The companies

given as options were from a list of the most attractive employers in Russia as explained earlier

in this chapter. The results for each industry can be seen in Figures 32, 33, 34, 35, 36, and 37.

Overall, it was found that students would much rather work for an internationally based

company, especially a Western company, than for a Russian company. This finding matches the

findings from Figure 26. The only industry in which a Russian company was more popular than a

Western company was in oil & energy, where Gazprom was the most popular company.
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Figure 32. Desirable business and consulting companies.
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Oil and Energy Industry Company
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Figure 33. Desirable oil and energy companies.

Retail/Product Industry Company
Attractiveness

oo ooo oo \@0
OO T ® N —

Auedwo) 1e Iopp 0}
JUBAA PINOAA OUAA Sluapuodsay Jo %,

Figure 34. Desirable retail/product companies.
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Figure 35. Desirable technology companies.
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Figure 36. Desirable banking companies.
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Transportation Industry Company
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Figure 37. Desirable transportation companies.

Interest within industry

FU students' industry preference

Figure 38. Financial University Students’ Industries Preferences and Deloitte

As Figure 38 displays, 20% of the FU students want to go into consulting, and 23% of

them stated that they would likely accept a job offer from Deloitte.
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Interest within industry

HSE students' industry preference

Figure 39. Higher School Economics Students’ Industries Preferences and Deloitte

According to Figure 39, nearly half of the HSE students (49%) want to go into consulting.

Among these students, 37% would likely accept a job offer from Deloitte.

Interest within industry

NES students' industry preference

Figure 40. New Economics School Students’ Workplace Preferences
From the 51% students from NES who want to go into consulting, 29% of them would
likely accept a job offer from Deloitte (see Figure 40).
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Figure 41: Interest in Consulting Within Each Major and
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Figure 41 shows the progression from students’ majors to how likely they are to want to
work for Deloitte. This chart shows much of the same information presented in previous
figures, now connected to show relationships between major choice, industry preference, and
interest in working for Deloitte for the three most common majors of survey respondents.
4.4. Summary

As discussed throughout this chapter, the main factors that students consider when
determining their career paths and making choices about which companies to work for were
identified through our research. The main factors that students consider in choosing a career
are interest in the field and a positive job outlook. The main factors that students consider
when choosing a company are opportunities for advancement, salary and benefits, and
company reputation. Additionally, the majority of students want to work for a Western

company. With this information, Deloitte can evaluate their recruitment practices.
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5. Conclusions and Recommendations

In this chapter we summarize our key research findings, as well as identify possible
areas for improvement at Deloitte. We first review motivations behind students’ decision-
making about their careers. We follow with suggestions for additional research we believe
would be helpful for Deloitte to complete as well as the implications for Deloitte’s recruitment

strategies that our findings have brought to light.

5.1. Moscow Students’ Motivations in Their Career Choices
The goal of this project was to determine the main factors that influence university

students in Moscow when choosing a career path. After extensive analysis of our survey and
interviews, we have drawn several conclusions about how students choose their career paths
and the companies they want to work for.

Through our research, we found that the top five factors students considered when
choosing a major were — in order of decreasing importance — personal interest in the field, a
good job outlook, the availability of the field of study at a student’s desired university, high
average salaries, and a student’s talent in the field.

The five top factors that students considered when deciding which company to work for
upon graduation from their university — in order of decreasing importance — are opportunity to
advance, salary and benefits, company reputation, location of employment, and work
environment. Overall, Deloitte junior staff members agreed that these factors were most
important when choosing a company. Almost every interviewee at Deloitte mentioned that

they chose to work at Deloitte in part due to the positive company reputation and friendly work
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environment. Additionally, most Deloitte interviewees said that within five years, they would
like to advance to a management position.

Based on all of the information we collected, we found that very few students have used
their campus’ career center each year. Many students felt that they could find everything they
needed to get a job or internship online and therefore did not use the career center.

5.2. Further Steps
Although this project was overall a successful one, we believe that more research can be

done to help Deloitte in Moscow recruit students more effectively.

Research

If this project were to be repeated, several changes could be made to improve the
validity of the results. In addition, deeper questions should be asked of students and junior
employees to better understand why students really make career decisions. For example, more
follow-up questions could be used. If a student said that they chose a major because it was
interesting to them, further questions could be asked to find out why they felt that this field
was particularly interesting and what experience originally got them interested in the field.
Additionally, further questions could be asked to find out what type of internship students had
(short- or long-term), and if they have any ideas for improving the internship program in order
for internships to be more applicable to a student’s field of study and desired future career.

A number of things could also be done to expand the research being done. For example,
the scope of the project could be increased to include additional faculties, particularly natural

sciences, mathematics, and technical fields. According to Ekaterina Lebedeva and Daria
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Golubkova, Senior Resourcing Specialists at Deloitte, approximately 30% of new hires studied
fields not directly related to consulting, such as natural sciences, mathematics, and technical
fields (personal communication, October 2015). It is possible that these students make career
and company choices differently than students studying business fields such as economics and
finance. Additionally, since students start making career choices before entering university, a
future study could also include research on Russian high school students’ motivations in their
university and career choices. Lastly, this project could be expanded by exploring how a
company’s Internet presence —including the company website and social media pages — can

affect potential employees’ career decisions.

Recruitment at Deloitte

After conducting several weeks of research on the career and company choices of
university students and recent university graduates in Moscow, our group has determined
several steps that Deloitte could consider to improve its recruitment of this target population.
General information about recruitment can be found in Appendix B.

As mentioned in Chapter 4, all interviewees at Deloitte expressed that they enjoyed
Deloitte’s work environment, calling it comfortable and friendly, and said that everyone was
always willing to help each other, even senior managers helping junior staff. We recommend
that Deloitte continue to emphasize its strong work environment to appeal to its target
applicants, especially since work environment was found to be very important for students

making career and company job decisions.
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In our interviews with Deloitte junior staff, we found that almost all new employees
plan to advance to management positions within the next five years. A large portion of
students surveyed (40%) claimed that advancement opportunities were the most
important factor that would influence their decision to work for a specific company.
Deloitte could leverage this desire for advancement by emphasizing the opportunities
that junior staff have to move up quickly within the company.

While none of the Deloitte junior staff interviewed cited salary and benefits as their
top reason for choosing to work at Deloitte, 35% of student survey respondents claimed
that salary and benefits was the most important factor that influenced their decision to
work for a specific company. This percentage was even higher, 46%, for students majoring
in finance. While we have no information on Deloitte’s average salaries or salary
potential, we recommend that they ensure that their salaries are competitive with that of
other top consulting companies, particularly the Big Four companies, in order to continue
to attract top applicants.

Through our interviews with students and Deloitte junior staff members, we
learned that many potential employees are attracted to a company’s reputation and size
when searching for a job. Deloitte has an advantage in this area as it is part of the Big Four
companies. Deloitte’s reputation as a large and well-known company draws job applicants
in, so we recommend that Deloitte continues to emphasize its reputation throughout the
world during recruitment.

Another recommendation is to make sure that all travel opportunities Deloitte

offers to employees be well advertised since a lot of students want to experience
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different cultures and work with people from different countries, according to our
interviews. For example, Deloitte may already offer the opportunity to travel to a
business conference abroad, to join a rotational program with Deloitte branches in other
countries, or hold a company sponsored retreat for a select group of employees, but
potential employees may not be aware of these benefits and would be favorably
impressed if they knew about them.

A final recommendation is to continue to maintain a strong online presence. Most
students learned about job opportunities through career search websites (63%), on
company websites (42%), and through social media (42%). A strong, modern online
presence with an up-to-date career website and job position listings is clearly something
students want and thus would make Deloitte even more attractive to soon-to-be and
recent university graduates if their web presence continues to be very strong.

With further study into the best way to apply these recommendations and use the
survey and interview findings effectively, this project could help to improve Deloitte’s
recruitment practices.

We found that many students consider Deloitte to be a desirable employer, and
Deloitte can use this to their advantage. After completing this project, we were able to
develop some recommendations for Deloitte. However, further research into each of our
recommendations is suggested to find specific ways for the company to improve
recruitment. We hope that our research will be useful to Deloitte in their future

recruitment efforts.
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Appendix A: Sponsor Description

Founded in 1845, Deloitte (2015b) is a very large, international, private company that
provides many services including audit, consulting, financial advisory, risk management, and tax
services to people all around the world. Deloitte is represented in more than 150 countries and
territories, with headquarters located in New York, New York. This company has over 200,000
employees and in 2014, had a total revenue of $32.4 billion. In addition to being such a
successful company, Deloitte is very up-to-date and is connected to several social media sites
including, but not limited to, LinkedIn, Twitter, YouTube, Facebook, and Google+.

Deloitte in Russia is part of a larger group known as Deloitte CIS Holdings Limited,
usually abbreviated to Deloitte CIS (Deloitte, 2015a). Deloitte CIS is a member of Deloitte
Touche Tohmatsu Limited (DTTL). Deloitte CIS has offices in Russia, Ukraine, Belarus, Georgia,
Armenia, Azerbaijan, Kazakhstan, Kyrgyzstan, Uzbekistan, Tajikistan, and Turkmenistan. In
Russia, the firm is known as ZAO Deloitte & Touche CIS, and is comprised of five offices, located
in Moscow, St. Petersburg, Ufa, Ekaterinburg and Yuzhno-Sakhalinsk. Deloitte CIS employs more
than 2,500 people.

As can be seen in the Deloitte (2014) organizational structure diagram (Figure A-1),
Deloitte CIS is led by a Chief Executive Officer (CEO), who oversees the Executive Committee.
The Executive Committee is responsible for day-to-day operations and management. Under the
leadership of the CEQ, the Executive Committee plans for the firm’s future. The CEO appoints
the Executive Committee. In 2013 and 2014, the Executive Committee included the CEO, the
Chief Operating Officer (COQ), the Managing Partners of the Audit, Consulting, Financial

Advisory and Tax & Legal departments, the Clients & Markets Leader, the Talent Leader, the
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Risk and Reputation Leader, and the Managing Partners of the Caspian Region (Kazakhstan) and

the West Region (Ukraine).

‘ Chairman of Deloitte CIS ‘

y
‘ CIS Board of Directors ‘

{Chief Executive Officer }

Chief Audit Consulting ;Z‘?”C‘ra' [ax 8|‘ Clients & | [ ]| Riskand g:g%ﬁ” \F/{VegS,t

Operating | | Managing Managing VISOry: egal Markets Reputation ) egion

Officer Partner Partner Managing Managing Leader Leader ||| cader Managing Managing
Partner Partner Partner Partner

Figure A-1: Deloitte CIS Organizational Structure (Deloitte, 2014).

The Executive Committee is responsible for implementing the policies of the CIS Board
of Directors, which is led by the Chairman of Deloitte CIS (Deloitte, 2014). The Board of
Directors creates policies for operations and long-term strategy for the firm and reviews
matters of importance to the company, including governance and administration.

The Russian firm, ZAO Deloitte & Touche CIS, is led by a General Director (Deloitte,
2014). The General Director is appointed by shareholders or a Board of Directors. Below the
General Director are the senior partners, whose roles include ensuring that ethical practices are
followed, that independence is maintained, and that work performed for clients is of sufficient
guality; they also monitor the company’s reputation and assess risks.
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Deloitte faces competition from similar firms, such as Ernst & Young,
PricewaterhouseCoopers, and KPMG (Hoovers, Inc., 2015). All of these firms have offices in

Moscow.
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Appendix B: Recruitment Information

Although recruitment is not the direct focus of this project, understanding students’
motivations in their career choices is important for companies during recruitment. This
appendix provides more information about the recruitment process, types of recruitment,

social media in recruitment, recruitment in Russia, and private recruitment agencies.

Recruitment Process

According to the Human Resources webpage of the University of California, Riverside
(UCR) (2015), there are nine key steps in the hiring process. First, the company must identify
the vacancy, which can come from two sources, a newly created position, in which case the
company must first make sure to identify the main skills that are missing from the department
in question, or the replacement of a previous employee, in which case the company must
carefully evaluate the previous employee’s behavior, personality and responsibility and try to
adjust these to a person who can be more suitable for the job.

The second step is to develop a position description, which according to UCR’s web-
page (2015) “is the core of a successful recruitment process” (para. 6). This description should
clearly describe the responsibilities and qualifications related to the job in order to only attract
people who may be of interest to the company. It should also contain objectives for the
position in question so all potential employees are aware of what is expected from them in case

they get the job.
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Third, the company must develop a recruitment plan, which will map out the strategy
used to attract the best possible candidates for the position (UCR, 2015). This plan can include
resources such as webpages, newspaper advertisements, career fairs, etc. The recruitment plan
must include a position description that is available to all potential candidates.

The fourth step is to select the search committee, who is the group that will be in charge
of applying the recruitment plan and searching for qualified candidates (UCR, 2015). The fifth
step is for the company to post the position (this requires the review and approval of the
company’s HR department) and implement the previously designed recruitment plan.

The sixth step is to review the applicants and develop a list of those whose applications
are appealing to the company (a phone screen may be needed in order to get more or clarify
the given information on the applicant, which will help the search committee with their review)
(UCR, 2015).

The seventh step is to conduct an interview with the selected applicants (UCR, 2015).
This is a vital part of the hiring process since it can help both parties — company and applicant —
to learn more about one another and decide whether they are interested in carrying on with
the negotiation.

The eighth step is for the search committee to meet and discuss about the reviewed
applicants and finally make a decision towards selecting their hire (UCR, 2015). The search
committee must also document the reasons that led to that hiring, in order to ensure that

these are objective and approved by the company.
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The ninth and final step is to finalize the recruitment by making an offer to the selected
applicant (UCR, 2015). The HR department must review this offer and approve it before it is

sent. With the applicant’s acceptance of the offer, the hiring process will be completed.

Types of Recruitment

Recruitment methods can fall in two categories, indirect and direct recruitment. Indirect
recruitment means the company recruiters get information from candidates through online
applications. (Field, 2007). Web-based recruitment is often completed through advertisements
on social media or other popular websites. After someone sees the advertisement, they can
apply through the company’s official website. There, the company has a job description,
qualifications needed, and other necessary details. The other type of recruitment, direct
recruitment, means recruiters and applicants have a face-to-face interaction. For example,
career fairs allow company representatives to directly interact with applicants. In a career fair,
recruiters can more easily recognize potential employees, since they can evaluate applicants on
several characteristics such as appearance, interest, behavior, and academic qualifications.
However, career fairs also have some down sides. For example, applicants can be judged

unfairly by their race, gender and/or age.

Social Media in Recruiting

Research shows that companies can increase their appeal to recent university graduates

through the use of social media (Broughton, 2013). Social media can be used in many ways —
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positive publicity for the company, a way for potential employees to connect with recruitment
managers, and a high-visibility place for recruiters to post job listings.

Using the Internet to aid recruitment processes has many advantages — shortened
selection processes, reduced recruiting costs, and access to potential employees all over the
world (Broughton, 2013). Recently, social media has become an important tool in the
recruitment process of many companies. Social media serves two main purposes in
recruitment: a marketing tool and a screening mechanism. Potential employees can market
themselves to a company, or a company can market their job openings to potential employees
through social media. Employers can use social media to quickly get a broader view of
applicants than they can get from the information extracted from an application. This allows a
company to narrow the field of candidates without spending the money or time to interview all
of them. Though social media can be a useful tool in learning more about candidates for a job,
there are several drawbacks of relying too heavily on social media. For example, some
information published on social media and networking sites is inaccurate, some applicants will
not be able to be located on social media, privacy can be compromised, and using social media
to screen applicants can reveal an applicant’s race, religion, age, and other protected

information, which could lead to unfair disqualification of some candidates.

Recruitment in Russia
Typically, Russian firms consider each candidate for a job to fit into one of three
concentric circles (Domsch & Lidokhover, 2007). This concept can be seen in Figure B-1. When

hiring, the firm starts looking for candidates by considering the people comprising the center
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circle and then works outward. The innermost circle represents the internal labor market (ILM)
—the company’s current workers. The second circle represents the extended internal labor
market (EILM) — people who have connections with the innermost circle, such as family, friends,
and professional contacts of the company’s current employees. The outer circle represents the
external labor market (ELM) — people who have no connection to the company. Russian firms
show a strong preference for hiring from the EILM over the ELM, and for hiring from the ILM
over the EILM. This pattern has been seen since the early 1990s, surviving through many major

changes and turmoil in Russia.

Figure B-1. Three concentric circle model of hiring. (Domsch and Lidokhover, 2007)

Employers start looking for qualified candidates for job openings in the innermost circle
and work outward until a suitable candidate is found (Domsch and Lidokhover, 2007). ILM is the
internal labor market, EILM is the extended internal labor market, and ELM is the external labor
market.
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When a company has a vacant position to fill, they will first look for a current employee
who would be suitable for the position (Domsch & Lidokhover, 2007). This has several benefits
for the company — reduced hiring costs and knowledge of the worker’s skills, personality, and
potential. This type of hiring also benefits the company’s employees, as they already
understand the requirements of the employer and are likely to know about the job.

If the company cannot find a suitable candidate within the ILM, they then extend their
search to the EILM (Domsch and Lidokhover, 2007). Job candidates learn about companies, and
vice versa, through personal contacts (i.e. employees of the company). This method helps to
improve the fit between employers and job candidates, increasing the likelihood that a
candidate, if hired, will remain at the company for a long time. Since most Russian companies
do not specify job requirements when hiring, it makes it more difficult for them to know what
skills and qualifications they need in a new employee. Current employees often know which
skills the employer values, providing the opportunity to recommend someone for the position.
In addition, hiring a person who already knows one of the employees ensures that the new
employee will be quickly socialized into the firm. This proves to be important in acquiring
implied knowledge from the other employees and the culture of the workplace. This process
also ensures that the new employee will be loyal to the manager. In Russia, loyalty to the boss
is sometimes valued more than skills. Job candidates referred by company employees are
generally at least somewhat similar to their referrer. If a firm is happy with its workforce, it can
fill positions while keeping the culture of the workforce the same by hiring from personal
networks. It is estimated that in the 1990s, between 60% and 75% of all job vacancies in Russia

were filled through personal networks — the EILM.
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When a firm cannot find a suitable candidate internally or through personal contacts of
the internal network, it turns to the external labor market (Domsch & Lidokhover, 2007). This is
done as a last resort because it is thought to be ineffective and expensive. For an attractive job
advertised in the mass media, 90% of applicants are unqualified and 99% of applicants are not a
good fit for the company. While mass media advertisements are cheap, the high cost of
screening so many unfit candidates makes finding candidates through the external labor market
expensive. The tedious and time-consuming process of finding a suitable candidate through the

ELM makes the process ineffective.

Private Recruitment Agencies

In Russia (and especially Moscow), private recruitment agencies find candidates for both
skilled and unskilled jobs, doing the work of attracting suitable candidates for large companies
(Domsch & Lidokhover, 2007). These agencies first appeared in the early 1990s and have grown
ever since. In 2004, there were about one thousand such agencies operating in Russia, with 350
of those agencies located in Moscow. According to Domsch and Lidokhover’s report such

agencies are quite successful in Moscow in terms of revenue.
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Appendix C: Survey Questions

English Version of Trial Student Survey

Researching Career Choices Among University Students in Moscow

This survey was designed by a group of university students who are exploring how students

choose their majors/careers. All information collected is anonymous and will be used for

research purposes only. Thank you for taking the time to complete this survey.

1. Which university do you attend?

©)

©)

©)

The Financial University under the Government of the Russian Federation

High School of Economics (HSE)

Plekhanov Russian University of Economics (PRUE)

Bauman State University

New Economic School

The Moscow Institute of Physics and Technology (MIPT)

Moscow State Institute of International Relations (MGIMO)

The Russian Presidential Academy of National Economy and Public Administration
(RANEPA)

Other:

2. How old are you?

©)

©)

17
18
19
20
21
22
23
Other:
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3. What year will you graduate?

©)

©)

4. What is the highest level of education you plan on earning?

©)

©)

©)

©)

2015
2016
2017
2018
2019
Other:

Bachelor’s
Master’s
PhD
Other:

5. What is your university major?

©)

©)

©)

©)

Economics
Finance
Management

Other:

6. What industry do you want to work in?

©)

©)

Government
Law
Consulting
Oil

Other:
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7. Do you already have a job secured for after you graduate?

©)

©)

Yes

No

8. If yes to previous question, what company are you going to work for after graduation?

9. Have you had an internship in the past related to your major?

©)

©)

Yes

No

10. How did you choose which career you want when you graduate? Check all that apply.

O

o o o o o o o o

It is a field | am very interested in

It is a field | am good at

Job outlook is good

Average salaries are high

Previous internship experience

Recommendation from a relative/friend/professor, etc

| am following the path of my relative/friend/other role model

| want to work for a specific company that requires a certain career choice
| chose the university | wanted to attend first and then chose a career based on what
was offered there

| don’t know what career | want

Other:

11. How similar is your chosen career to the chosen careers of your parents?

©)

©)

©)

Completely different career
Similar career

Same career
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12. How do you usually learn about job opportunities? Check all that apply.
[0 Friends
Family
Professional contact
Company representative

Around campus (e.g. bulletin boards)

]

]

]

]

[0 Campus career center
O Company website

[0 Career search website

O Social media (e.g. LinkedIn)
]

Other:

13. Have you used the career center at your university in the past year?
o Yes

o No

14. If yes, what did you use the career center for? Check all that apply.
0 Resume Critique

Cover Letter Critique

Job Search Strategies

Career Fair

Networking/LinkedIn

Interview Skills

o o o o o d

Other:



15. What factors influence your desire to work for a certain company? Check all that apply.
0 Location

Size (how many people)

Company reputation

Opportunity to advance

Opportunity to travel

Internship

Salary and benefits

Work environment

Charity work done by company

Friends/family who already work at company

o o o oo o oo o dg

Other:

16. What is the TOP factor that influences your desire to work for a certain company?
If you had two attractive job offers from two companies, which factor would be the most
important in choosing one to accept?

o Location

o Size (how many people)

o Company reputation

o Opportunity to advance

o Opportunity to travel

o Internship

o Salary and benefits

o Work environment

o Charity work done by company

o Friends/family who already work at company

o Other:



17. When considering a job offer, what are you most concerned about?

©)

©)

Number of weekly hours
Salary

Relationship with manager
Job stability

Advancement opportunities
Travel opportunities

Other:

18. How long do you plan to stay at your first employer (first place you work after graduating

university)?

19.

O

Indefinitely (until retirement)

Until | get a better offer from another company

Until | can get a job closer to my “dream” job or a job in the industry | would like to work
in

Until | feel that my talents are not being utilized

| don’t plan to stay at my first job for my entire career, but | don’t yet know why or
when | would leave.

Other:

Which companies would you most likely want to work for? Check all that apply.

4
4
4
4
4
4
4
4

Deloitte
KPMG

EY

PwC
Gazprom
Rosneft
Sberbank
Lukoil
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O

20. What kind of company would you most likely want to work for? Check all that apply.

O

o o o od

Other:

Russian company
Russian government
Western company
Eastern company

Other:

21. Where are you from?

©)

©)

©)

©)

Russia
Europe
United States

Asia

22. Where do you most want to work after graduation?

©)

©)

Moscow or St. Petersburg
Other Russian city

United Kingdom

Other European country
United States

Asia

Other:

23. Do you have any other comments about this topic?

24. Do you have any feedback about the questions that were asked? Were any of the questions

confusing to you?
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English Version of Final Student Survey

Researching Career Choices Among University Students in Moscow

This survey was designed by a group of university students who are exploring how students

choose their majors/careers. All information collected is anonymous and will be used for

research purposes only. Thank you for taking the time to complete this survey.

1. Which university do you attend?

©)

©)

©)

The Financial University under the Government of the Russian Federation

High School of Economics (HSE)

Plekhanov Russian University of Economics (PRUE)

Bauman State University

New Economic School

The Moscow Institute of Physics and Technology (MIPT)

Moscow State Institute of International Relations (MGIMO)

The Russian Presidential Academy of National Economy and Public Administration
(RANEPA)

Moscow State University

Other:

2. How old are you?

©)

©)

17
18
19
20
21
22
23
Other:
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3. What is your sex?
o Male

o Female

4. What year will you graduate?

o 2015
o 2016
o 2017
o 2018
o 2019
o Other:

5. What is the highest level of education you plan on earning?

o Bachelor's

o Master's
o PhD
o Other:

6. What is your university major?
o Economics
o Finance
o Management
o Audit
o Mathematics

o Other:



7. Where are you from?

©)

©)

Russia
Europe
United States
Asia

Other:

Page 2: Career Choices

8. Do you already have a job secured for after you graduate?

©)

©)

Yes

No

9. If yes to previous question, what company are you going to work for after graduation?

10. Have you had an internship in the past related to your major?

©)

©)

Yes

No

11. What is the most important factor for you when choosing a career?

©)

©)

It is a field | am very interested in

It is a field | am good at

Job outlook is good

Average salaries are high

Previous internship experience

Recommendation from a relative/friend/professor, etc.

| am following the path of my relative/friend/other role model

| want to work for a specific company that requires a certain career choice
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o | chose the university | wanted to attend first and then chose a career based on what
was offered there
o ldon't know what career | want

o Other:

12. How similar is your chosen career to the chosen careers of your parents?
o Completely different career
o Similar career

o Same career

13. How do you usually learn about job opportunities? Check all that apply.

[0 Friends

O Family

O Company representative

O Around campus (e.g. bulletin boards)
[0 Campus career center

O Company website

[0 Career search website

O Social media (e.g. LinkedIn)

0 Other:

14. Have you used the career center at your university in the past year?
o Yes

o No

15. If yes, what did you use the career center for? Check all that apply.
0 Resume Critique
O Cover Letter Critique

O Job Search Strategies
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O Career Fair
O Interview Skills

O Other:

16. What factors influence your desire to work for a certain company? Check all that apply.
0 Location

Size (how many people)

Company reputation

Opportunity to advance

Opportunity to travel

Internship

Salary and benefits

Work environment

Charity work done by company

Friends/family who already work at company

o o o o oo oo o dg

Other:

17. What is the TOP factor that influences your desire to work for a certain company? If you had
attractive job offers from two companies, which factor would be the most important in
choosing one to accept?

o Location

o Size (how many people)

o Company reputation

o Opportunity to advance

o Internship

o Salary and benefits

o Work environment

o Charity work done by company

o Friends/family who already work at company
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©)

Other:

18. When considering a job offer, what are you most concerned about?

©)

©)

Number of weekly hours
Salary

Relationship with manager
Job stability

Advancement opportunities
Travel opportunities

Other:

19. How long do you plan to stay at your first employer (first place you work after graduating

university)?

20.

©)

©)

Indefinitely (until retirement)

Until | get a better offer from another company

Until | can get a job closer to my "dream" job or a job in the industry | would like to work
in

Until | feel that my talents are not being utilized

| don't plan to stay at my first job for my entire career, but | don't yet know why or when
| would leave

Other:

What kind of company would you most likely want to work for? Check all that apply.

O

o o o od

Russian Company

Russian Government
Western Company in Russia
Eastern Company in Russia

Other:
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21. Where do you most want to work after graduation?
o Moscow or St. Petersburg
o Other Russian city
o United Kingdom
o Other European country
o United States
o Asia

o Other:

Page 3: Internship Questions

Participants are only directed here if they answered, “yes” to number 10.

22. Would you work at the same company as your internship after graduation?
o Yes

o No

23. Would you work in the same industry as your internship after graduation?
o Yes

o No

Page 4: Industry

24. What industry do you most want to work in?
o Government
o Law
o Business (including finance and consulting)
o Oil/Energy
o Retail/Products
o Technology

o Banking
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o Transportation

o Other:

Page 5: Business Companies
Participants are only directed here if they answered, “Business (including finance and

consulting)” to number 24.

25. Which companies would you most want to work for? Check all that apply.
O EY (Ernst & Young)

Deloitte

KPMG

PwC (PricewaterhouseCoopers)

The Boston Consulting Group (BCG)

McKinsey & Company

Moscow Exchange MICEX-RTS

Bain & Company

VTB Capital

Rusnano

Other:

Page 6: Oil/Energy Companies

Participants are only directed here if they answered, “Oil/Energy” to number 24.

26. Which companies would you most want to work for? Check all that apply.
O Gazprom

Rosneft

Lukoil

Transneft

O O o O

Tatneft
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O Surgutneftegas
O General Electric

O Other:

Page 7: Retail/Product Companies

Participants are only directed here if they answered, “Retail/Products” to number 24.

27. Which companies would you most want to work for? Check all that apply.
O L'Oréal Group
Unilever
Proctor & Gamble (P&G)
Nestlé
Coca-Cola Hellenic

Mars

O

O

O

O

O

O IKEA
0 Johnson & Johnson
0 PepsiCo

O Adidas Group

O Danone

O

Other:

Page 8: Technology Companies

Participants are only directed here if they answered, “Technology” to number 24.

28. Which companies would you most want to work for? Check all that apply.
O Google

[0 Microsoft

[0 Yandex

O IBM
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0 Samsung
O General Electric

O Other:

Page 9: Banking Companies

Participants are only directed here if they answered, “Banking” to number 24.

29. Which companies would you most want to work for? Check all that apply.
[0 Goldman Sachs

Sberbank

Alfabank

J.P. Morgan

VTB24

Deutsche Bank

Bank of Moscow

Morgan Stanley

o o o o o o o o

Other:

Page 10: Transportation

Participants are only directed here if they answered, “Transportation” to number 24.

30. Which companies would you most want to work for? Check all that apply.
0 BMW

Volkswagen

Toyota

Russian Railways

Daimler/Mercedes-Benz

Nissan

Other:
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Page 11: Final Comments

31. Do you have any other comments about this topic?

Confirmation Page
Your response has been recorded. Thank you for your time. If you are interested in winning a

first prize of a 2000 Ruble Starbucks gift card, please follow this link.
http://goo.gl/forms/bNswMoN3QC.
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Russian Version of Final Student Survey

UccnepaoBaHMe KapbepHbIX NPeAnoYTeHU CTyAeHTOB yHuBepcutetoB MoOCKBbDI

370 uccnefoBaHME NPOBOAMTCA FPYNMNON CTYAEHTOB, U3YYalOLWMX KapbepHbIe NPeAnoYTEHNS

CTyAeHTOB. Bca cobpaHHasa MHGopMaLma aHOHUMHaA U ByaeT NCNoNb30BaTbCA TONbKO NpU

nposeaeHnn nccneaosaHmns. Cnacnbo 3a yyactve B onpoce.

1. B Kakom BbicLLIemM y4yebHOM 3aBefieHumn Bbl yunTech?

©)

©)

2. Baw

®urHaHcoBbIN YHUBepcuTeT npu MpasuTtenbctee Poccuinckon Gepepaumm (DY)
HauuoHanbHbI UccnepoBatenbckuii Yansepcutet «Bbicwias LLIkona SkoHomuku» (HUY
BLL3)

Poccuiickuin dkoHoMuYecknin YHusepcuteT umenn I. B. MnexaHosa (P3Y um. I. B.
MnexaHoBsa)

MockoBcKui focyaapcTBeHHbI TexHuyecknin YuusepcuteT um. H. 3. BaymaHa (MITY
um. H.3. bBaymaHa)

Poccuiickan dkoHomumyeckasn LLikona (P3LU)

MockoBcKuit ®rsnko-TexHmndeckmin MHCTUTYT (rocyaapcTBeHHbi yHuBepcuteT) (MPTHU)
MockoBcKui MocyaapctBeHHbIi MHCTUTYT MexayHapoaHbix OTHoweHun (MITMMO)
Poccuiickan Akagemua HapoaHoro Xo3aiictea u NocyaapcteseHHon Cayx6bbi npu
Mpe3uaenTe Poccuinckon depepaumm (PAHXUIC)

MOCKOBCKUI rocyaapcTBeHHbI yHuBepcuteT (MIY)

Opyron:

BO3pacT?
17
18
19
20
21
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o 22

o 23

o [Opyroi:
3. Baw non:

o HeHckuin

o MyKcKoi

4. B Kakom roay Bbi 3akaHYMBaeTe obyyeHmne?

©)

©)

5. Kakol camblii BbICOKWUI ypoBeHb 06pa3soBaHme Bbl nnaHMpyeTe nosyyaTb?

©)

©)

©)

©)

2015
2016
2017
2018
2019

Opyron:

bakanasp
Maructp
Kangmnaat HayK

Opyron:

6. Kakana Bawa cneumanmnsayms?

©)

©)

JKOHOMMKA
®unHaHchbl
MeHeaXMeHT
Ayaut
MaTemaTuka

Opyron:
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7. OTkyaa BbI?
o Poccua
o Espona
o CLWA

o Asusa

o [Opyroi:

CtpaHuua 2: KapbepHblii Bbibop

8. ¥ et nm Bac mecTto B Kakol-HMBYAb KoMNaHuKM nocne Bawero obydyeHna? Hanpumep B
ceMenHOoM KOMMNaHUM UK NpU LiesieBom Habope

o [Qa

o Her

9. Ecnv Bbl 0TBETMAM A3 Ha NpeapblayLwmii BONPOC, B KaKo KomnaHuu Bbl byaeTe paboTaTh?

10. Bbin n y Bac onbIT CTaXXMPOBOK Mo Baled cneunanbHOCTU?

o [Qa

o Hert

11. Yto nerno B ocHoBy Bbibopa Baluen cneunanusaumm?
o ITa cdepa MHe O4EHb MHTEpECHa.
o MHe ynaetca paboTa B 31Ol chepe.
o ITa chepa MMeeT XopoLUne NepcnekTUBbl AN TPYAOYCTPOMCTBA.
o BbIcoKuMi ypoBeHb cpeaHelt 3apaboTHOM NaaThl.
o MMpeablaywmnii ONbIT CTAXKMPOBKMU
o PekomeHpaums poacTBEHHMKOB/Apy3el/yunTenen.

O JIN4YHbIN ONbIT POACTBEHHMKOB/APY3€eli/3HaKOMbIX
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O

A xouy paboTaTb B onpeaeNeHHON KOMMNaHUK1, KoTopasa TPebyeT HaIMUYKnA TaKoro
obpa3oBaHuA.

o CHayana s NoCTyNuA B YHUBEPCUTET, KOTOPbIM XOTEN, a y¥Ke 3aTeM Bblbpan HanpasBaeHne
o0by4yeHus, KOTopoe npeanaranoch.

o fl He 3Halo, KEM A Xo4y bbITb

Opyron:

O

12. Ha ckonbKo coBnaget Baw Bbibop npodeccum co chepoit aeatenbHOCTU Balumnx poantenein?
o A6contoTHO pasHble chepbl
o Cxoxue HanpaBneHun

o Ta xe camana npodeccun

13. OTKyAa Bbl 06bI4HO y3HAeTe 0 BakaHcUAX? OTMeTbTe BCe, YTO NOAXOAMT.
Ot gpyseit

OT poaHbIX

OT npeactaBuTeneit KomnaHuim

B cTeHax yHMBepcuTeTa

B ueHTpe TPy[0yCTPOMNCTBA B MOEM YHUBEPCUTETE

Ha caitte KomnaHum

Ha cneumnannsnmpoBaHHbIX KapbepHbIX NOpTanax

B coumanbHbIx ceTax

o o o o oo o o dg

Opyron:

14. Nonb3oBanucb 1 Bbl LEHTPOM TPYAOYCTPONCTBA B Ballem yHMBepcuTeTe B TeYeHme

npowsioro roaa?

o [Qa

o Hert
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15. Ecam Bbl oTBETUAM Aa, KaK Bam nomor LeHTp TpyaoycTponctea? OTMeTbTE BCe, YTO
noaxoaut
O [omouib € 3ano0NHEHMEM pe3tome
MomoLb € conpoBoAUTENBbHBIM MMCBMOM
MomoLb B MOUCKe BaKaHCUM
OpraHu13auma ApMapoK BaKaHCUM

CoseTbl NO NPOXOXAEHUKO UHTEPBbLIO

o o o o O

Opyron:

16. Kakune dpaKktopbl BAKAIOT Ha Balue kenaHue paboTtatb B KaKoM-1Mb60 KomnaHumM? OTmeTbTe
BCE, YTO NOAXOANT
[0 YpobHoe pacnonoxeHue
Pasmep KomnaHuu
PenyTauma KomnaHum
B0O3MOKHOCTb KapbePHOro POCTa
Hannune KomaHanpoBOK
CraxkKuposKa
3apaboTHas nnaTta M NpUBUAETNN
L py*KHbIN KONNEKTUB
bnaroTBopuTenbHan AeATENbHOCTb, NPOBOAUMAA KOMMNAHUEN

[py3bs/poAcTBEHHMKN, KOTOPbIE cornacununck 6ol paboTaTb B 3TOM KOMNAHUW.

o o o oo o oo o dg

Opyron:

17. Ecnm 661 Bam npeaoctasmam 2 npepnoxeHunsa o pabote, 4To 6bl CTaNOo peLlatoLmm
dakTopom?

o YpobHoe mecTo pacnofioXKeHus.

o Pasmep kKomnaHuu.

o Penytauuma komnaHum

o Bo3MOXHOCTb KapbepHOro pocrta
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o CrarkuposKa

o 3apaboTHas nnaTta M NpMBUNETUM

0  [py*KHbIN KONNEKTHUB.

o bnaroTtBopuTenbHaa feATeNbHOCTb, COBEPLUEHHAA KOMNAHMEN.

o [Opy3ba/poacTBEHHUKMU, KOTOPbIE COFNACKUANCL Bbl paboTaTb B 3TOM KOMMAHUM.

o [Opyroi:

18. Y1o Bbl yunTbIiBaETE NPM NOUCKE BaKaHCUM BonbLie BCEro?
o KonnuectBo 4acos B Hegento
o 3apaboTHas nnata
o OTHOWEHMA B KONIEKTUBE
o CtabunbHOCTb KOMMNAHUK
o MepcnekTuBbl Ha paboyem mecTe

o Hanuune KomaHAMPOBOK

o [Opyroi:

19. Kak gonro Bbl nnaHupyete paboTaTb Ha Bawwelt nepsoi paboTe no cneyumanbHoCTU?
o o KoHua. (Moka He yBonAT)
o [Moka He nony4yy 6onee BbIrOAHOE NPEANIOKEHUE OT APYro KOMNaHUM.
o [Moka He nony4yy npeanoXKeHue o paboTe Moel MeyTbl
o [oka He nolimy, YTo MOM TaNaHTbl MPONaAAtoT 3pA.
O fl He NNIaHUPYIO CTPOUTb Kapbepy Ha NepBom paboyem mecTe. ELle He 3Hato noyemy 1

Korga A CMeHK0 MecCTo pa6OTbI.

o [Opyroi:

20. B kKaKoW KomnaHum Bam 6bl xoTenock paboTtatb 60blue Bcero? OTMeTbTE BCE, UTO
noaxoguT
[0 Poccuiickaa KomnaHua

O Poccuitckoe MNpaBUTENLCTBO
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[0 3anagHoi KomnaHuu B Poccum

0 BocToyHOM KOoMmnaHuKU B Poccum

O Odpyron:

21. Fpe Bam 6onble Bcero xotenoch 6bi paboTaTb nocne 3aBeplueHna obyyeHna?
o Poccusa (Mocksa, CaHkT-lMeTepbypr).
o Poccus (B apyrmux ropoaax)
o BenunkobputanHua
o [Opyrne ropoga Esponel
o CLWA

o Asusa

o [Opyroi:

CrpaHuuya 3: Bonpocbl 0 CTaXKMPOBKe

Participants are only directed here if they answered, “yes” to number 10.

22. Bbl 661 XOTeNn paboTaTb B TOM e KOMNaHUM B KOTOPOW Bbl MPOXOANIN CTaXKUPOBKY?

o [Qa

o Hert

23. Bbl 6b1 XOTeNU paboTaTb B TOM e 061aCT B KOTOPOW Bbl MPOXOANIN CTaXKUPOBKY?

o [Qa

o Het

CrpaHuuya 4: Otpacnb

24. Kakana oTpacnb ana Bac caman npusnekaTenbHas?

o TlocypapcTBeHHas ciyba

o [paso
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o KoHcantuHr

o Hedrerasosasas oTpacib

o [Mpopaxu

o Bblcokne TexHoNOrUM

o baHKoBCKaA oeATenbHOCTb

o AsTomobunu/TpaHcnopT

o [Opyroi:

CrpaHuuya 5: BusHec-komnaHuu
Participants are only directed here if they answered, “Business (including finance and

consulting)” to number 24.

25. B Kakow 13 npeAcTaBAeHHbIX KOMMNaHUAX Bbl 6b1 ckopee Bcero cornacmanco paboratb?
OTmeTbTe BCe, YTO NOAXOAUT
O KPMG
EY
Deloitte
PwC
The Boston Consulting Group (BCG)
McKinsey & Company
Moscow Exchange MICEX-RTS (MocKkoBckasn Bupska)
Bain & Company
VTB Capital

Rusnano

o o o o oo oo o dg

Opyron:

CtpaHuua 6: HedTera3oBbiii CEKTOP U 3HEpPreTUKa

Participants are only directed here if they answered, “Oil/Energy” to number 24.
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26. B KaKoW M3 npeacTaBAeHHbIX KOMNAHUAX Bbl 6bl CKOpee Bcero cornacununcb pabotatb?
OTmeTbTe BCe, YTO NOAXOAMUT
O Tlasnpom
PocHedTb
Nykoinl
TpaHcHedTb
TaTHedTb
CypryTHedTeras

General Electric (GE)

o o o o o o O

Opyron:

CtpaHuua 7: NMpon3BoAacTBO U NOTPebUTeNbCKUN CEKTOP

Participants are only directed here if they answered, “Retail/Products” to number 24.

27. B KakoW 13 npeAcTaBAeHHbIX KOMMNaHUAX Bbl 6bl ckopee Bcero cornacmanco paboratb?
OTmeTbTe BCe, YTO NOAXOAUT
O L'Oreal Group
Unilever
Proctor & Gamble (P&G)
Nestle
Coca-Cola Hellenic
Mars
IKEA
LVMH Moét Hennessy - Louis Vuitton
Johnson & Johnson
PepsiCo
Adidas Group

Danone

o o oo oo oo oogo o ™

Opyron:
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CtpaHuua 8: BbiCOKMe TexHonorum

Participants are only directed here if they answered, “Technology” to number 24.

28. B KaKoW M3 nNpeAcTaB/ieHHbIX KOMNaHuMAX Bbl 6bl CKopee Bcero cornacuamcb pabortaTs?

OTmeTbTe BCE, UTO nogaxogunTt

O

o o o o o d

CtpaHuua 9: BaHKOBCKUIA CeKTop

Participants are only directed here if they answered, “Banking” to number 24.

29. B KaKoW 13 npeAcTaB/ieHHbIX KOMNaHuMAX Bbl 6bl CKopee Bcero cornacuamcb pabortaTs?

OTmeTbTe BCE, UTO nogaxogunTt

O

o o o o o o o g

Google
Microsoft
Yandex
IBM
Samsung

General Electric

Opyron:

Goldman Sachs
CbepbaHnk
AnbdpabaHK
J.P. Morgan
VTB24
Deutsche Bank
baHK MokKcsbl

Morgan Stanley

Opyron:
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CrpaHuuya 10: AeBTomob6unun/TpaHcnopT

Participants are only directed here if they answered, “Transportation” to number 24.

30. B KaKoW 13 npeacTaBAeHHbIX KOMNAHUAX Bbl 6bl CKOpee BCcero cornacuauncb pabotatb?
OTmeTbTe BCe, YTO NOAXOANT
O BMW
Volkswagen
Toyota
Poccuitckue enesHble Aoporu
Daimler/Mercedes-Benz

Nissan

Opyron:

CrpaHuuya 11: Bawum KommeHTapum

31. Bawu KommeHTapum

Confirmation Page

Bawwwu oTBeTbI 6bIM 3anucaHbl. Cnacnbo Bam 3a noTpayeHHoe Bpems. If you are interested in
winning a first prize of a 2000 Ruble Starbucks gift card, please follow this link.
http://goo.gl/forms/TovhHPGOMW.
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Appendix D: Interview Protocols

Student Interview Protocol

Introduction:

Hello, mynameis  andthisis . We are students from Worcester Polytechnic
Institute, an American University. We are conducting a research project. We are currently trying
to identify Moscow-based students’ motivations in choosing their career paths. Your responses
in this interview will be very valuable to us, so we really appreciate your help. Would it be
alright if we recorded this conversation for our own use? Please know that all information you

give us will be kept anonymous. We do not need to know your name.

1. When will you be graduating from your university?

2. What is your major?

3. Why did you pick this major? What influenced your decision?

4. Have you ever had an internship? If so, where was it? what did you like about it? What
did you dislike? What impact did your internship have on your future career choices?

5. Which industry attracts you the most as a career path? Why?

6. Is there a specific company in which you are especially interested? If so, why?

7. What would be your dream job? Why? What are the most significant factors that would

make this a dream job?
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Deloitte Junior Staff Interview Protocol

Introduction/Warm-Up

Hello, my name is and thisis . We are students from Worcester Polytechnic
Institute, an American University. We are conducting research in conjunction with Deloitte and
as a for-credit course for our university. We are currently trying to identify Moscow students’
motivations in choosing their career paths. Your responses in this interview will be very

valuable to us, and we really appreciate your help.

1. What is your name?

2. What is your job title and your department?

3. What does your job entail?

4. How long have you worked for Deloitte? This includes all positions you may have held in
your time with the company.

5. Which university did you attend?

Core Questions

1. What was your university faculty? How did you choose it?

2. What is your highest academic degree? Do you plan on going back to school for
additional education?

3. What process did you go through to find a job position?

4. What factors influenced your desire to work for a certain company?
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5. Did you have an internship as a university student? If so, where? What did you like
about it? What did you dislike? What impact did your internship have on your future
career choices?

6. What is your top concern before accepting a job offer?

7. What companies, if any, did you work for before coming to Deloitte?

8. Why did you decide to work for Deloitte?

9. What was your perception of Deloitte’s work environment before you were hired? How
has your perception changed since then?

10. Do you hope that Deloitte will sponsor CFA or similar tests for you?

11. How would you like to advance your career in the next 5 years?

12. Do you feel like you have the opportunity to advance here? Why or why not?

Wrap-U
1. Do you have any questions for us?
2. If we have any additional questions later on, would it be all right to contact you again?
3. Please email us at deloitte15@wpi.edu with any further questions or relevant
information.

4. Thank you! Have a great day!
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Career Center Representative Interview Protocol

Introduction/Warm-Up

Hello, mynameis _ andthisis . We are students from Worcester Polytechnic
Institute, an American University near Boston, Massachusetts. We are conducting research in
conjunction with Deloitte and as a for-credit course for our university. We are currently trying
to identify Moscow students’ motivations in choosing their career paths. Your responses will be

kept anonymous, and we really appreciate your help.

Questions About Project

1. How long have you been working at this university?

2. What does your job entail?

3. What services does your career center provide?

4. What is the career center most used for?

5. How many students visit the career center every year?

6. How do companies recruit students through the career center? What kinds of events are
held by your career center? What are the major companies you work with?

7. How do you help students find jobs with appropriate companies?

Wrap-U
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Do you have any information that we can take with us to read later that can tell us more
about the career center? For example, pamphlets or statistical reports? If we have any
additional questions later on, would it be all right to contact you again?

Do you have any questions for us?

Please email us at deloitte15@wpi.edu with any further questions or relevant
information.

Thank you! Have a great day!
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Appendix E: Survey Results

Responses per Day

Number of Daily Responses
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==Moscow State Univeristy

The Russian Presidential Academy of National Economy and Public Administration (RANEPA).
====The Financial University under the Government of the Russian Federation
====High School of Economics (HSE)

New Economic School

==Bauman State University

Figure E-1: Line graph of the number of daily responses from each university

Demographics

As stated in Chapter 3, our methodology included four types of data collection: a

student survey, student interviews, career center interviews, and interviews with Deloitte

junior staff members. After keeping the student survey open for seventeen days, we received

520 valid responses. Over the course of fifteen days, 26 students from several universities were
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interviewed, as well as 4 career center representatives. In addition, we interviewed 10 Deloitte

junior staff members.

Universities Attended by Survey Respondents

® Financial University

1% . ® Higher School of
<1% Economics
2% ||

&

= New Economic School

= Bauman State University

® Moscow State University

® Russian Presidential
Academy of National
Economy and Public
Administration

= HSE and NES

® Did not disclose

Figure E-2. This image shows the distribution of universities attended by survey respondents.

The distribution of the survey responses from all universities are as follows: 40% (205)

from Financial University under the Government of the Russian Federation, 28% (144) from
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Higher School of Economics, 12% (60) from New Economic School, 10% (54) from Bauman State
University, 7% (38) from Moscow State University, 2% (11) from Russian Presidential Academy
of National Economy and Public Administration (RANEPA), and 1% (6) attended both Higher
School of Economics and New Economic School. In addition, 0.4% (2) of respondents did not

answer the question. This data is shown in Figure E-2.
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Figure E-3. Age Distribution of Survey Respondents

As is shown in Figure E-3, the ages of survey respondents had a skewed distribution,

with a median age of 20.0, a mean age of 20.0, and a mode of 18.
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Gender Distribution

1%

= Male
" Female

= Did not disclose

Figure E-4. Gender Distribution of Survey Respondents

As shown in Figure E-4, there was some inequality in the number of males and females

answering the survey, with 61% (317) females and 38% (199) males. In addition, 1% (4) of

students chose not to disclose their gender.
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Figure E-5. Graduation Year Distribution of Survey Respondents

The largest graduation year sector in the survey was third-year students, comprising

36.3% (189) of the survey population.

Degree Aspirations of Respondents
<1%

‘|<1%

= Bachelor's Degree
= Master's Degree

* Doctoral Degree

= Specialty

" Did not disclose

Figure E-6. Students’ Desired Highest Degree

Of all survey respondents, 10% (52) of students plan to earn a Bachelor’s Degree, 67%

348) plan to earn a Bachelor’s Degree, 22% (114) a Doctoral Degree, and 1% (3) a Specialty.
(348) p gree, gree, p y

Three respondents did not answer the question.
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Major Distribution of Survey Respondents
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Figure E-7. University Major Distribution

From all the responses we received, 53% (273) of students were studying Economics,
15% (80) Finance, 14% (75) Management, 13% (67) others, 2% (10) Audit, 1% (7) Mathematics
(See Figure E-7). Among the 13% studying majors not listed, engineering, law, politics, and
social sciences were the most popular choices, comprising 51% of the “other” category. Eight

respondents did not disclose.
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Place of Residence of Survey Respondents

1% <1%
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Figure E-8. Home Residence of Survey Respondents

Almost all survey respondents, 504, resided in Russia (97%), 2% (7) in Europe and 1% (7)

in Asia. Additionally, one respondent was from the United States and one chose not to disclose

their residency. The distribution is shown in Figure E-8.
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Core Questions

"Do you have a job secured after graduation?"

= No

" Yes

Figure E-9. Job Secured Percentage

The majority of respondents, 484, did not have a job secured after graduation. Only 7%
(36) students have a job secured for after graduation (Figure E-9). The companies they are
going to work for include KPMG, Sberbank, the Russian government, IBM, FTS, PwC, Thomson
Reuters, TMF-Group, JSC “Clean Water”, VIP International, RSC “Energia”, MO, and businesses

owned by their families.
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Student Internships

1%

= No
" Yes

= Did not disclose

Figure E-10. Student Internships Percentage

From Figure E-10 above, we can see that only 36% (189) students have had an

internship, while 63% (329) did not. Two students did not disclose.

Would Accept Employment at Same Company as
Internship

1%
\

" Yes
= No

" Did not disclose

Figure E-11. Accept Employment at the Same Company Percentage
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As we can see in Figure E-11, more than half (57%) 108 of students would like to work at
the same company as their internship, while 42% (80) would not work at the same company.

One student did not disclose.

Would Accept Employment in Same Industry as
Internship

1%
\

" Yes
= No

" Did not disclose

Figure E-12. Accept Employment in the Same Industry Percentage

According to Figure E-12, the majority of students (80% or 152) want to work in the

same industry as their internship. Conversely, 19% (36) would not work in the same industry as

their internship.
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Top Reason for Choosing a Career
" |t is a field | am very interested in

<1% 19, = Job outlook is good
0

3% 2% /;— <1% = Average salaries are high

® | chose my career based on what was
offered at the university | wanted to

= ﬂthe%dfield | am good at

* Recommendation from a relative/
friend/professor, etc.

® | don't know what career | want

® | want to work for a specific company
that requires a certain career choice

= | am following the path of my relative/
friend/role model

® Previous internship experience

= Other

= Did not disclose

Figure E-13. Top Reason for Choosing a Career

The majority of students think that personal interest in the work and job outlook are the
most important factors when it comes to choosing a career, 43% (225) and 24% (125),
respectively (see Figure E-13). In addition, 7% (34) chose career based on what was offered at
the university they wanted to attend, 6% (34) based on high salary prospects, 4% (21) based on
recommendation from a relative/friend/professor, 3% (14) based on the company they knew

they wanted to work for, 6% (30) chose their major because they were good at that field, 2%
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(12) followed the career path of relative/friend/role model and 1% (3) chose their career for
another reason. 4% (20) of respondents did not know what career they wanted. Only one
respondent cited a previous internship experience as the reason for their career choice. One

respondent did not disclose.

Similarity of Respondents' Chosen Career to Career
of Parents

3%  <1%

= Completely different
= Similar
Same

= Did not disclose

Figure E-14. Similarity of Students’ Chosen Careers to Their Parents

Over 59% (307) of students think they are pursuing a totally different career path from

their parents’ career paths (Figure E-14). Around 38% (197) think they have similar career pa
as their parents and only 3% (15) think they have the same career path as their parents. One

person did not disclose.

th
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How Students Learn About Job Opportunities

Career search website [INNEGEGEEEN 329
Company website [ INEGTNEN 220
Social media (LinkedIn, etc.) NG 216
Around campus (bulletin boards, posters, I 213
etc.)
Company Representative [N 153
Friends NN 157
Campus Career Center NG 113
Family [N 67

Does not learn about job opportunities | 4

0 10 20 30 40 50 60 70
% Who Use This Method

Figure E-15. How Students Learn About Job Opportunities

Most students (63.3%) learned about job opportunities on a career search website, at

least in part (Figure E-15). Nearly equal amounts of people found out about job positions

around campus (41.0%), on company websites (42.3%), and by social media (41.5%). One

person did not disclose.
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"Have you used the career center in the past year?"
<1%

" Yes
= No

= Did not disclose

Figure E-16. Portion of Students Who Have Used the Career Center in the Last Year

As shown in Figure E-16, few students use the career centers at their universities. Only
14% (449) of students had used the career center in the past year, while 14% (70) said they did

not. One student chose not to answer this question.

Most Frequently Used Career Center
Services
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Critique Critique  Strategies Skills in Internship
Applications

% of Students Who Used Service
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Figure E-17. Career Center Services Most Often Used by Students

Most students use the career center to learn about job search strategies (Figure E-17),
with 67.1% (47) of all students who used the career center at their university taking advantage

of this service. Two people did not disclose.

Factors that Influence Decision of Company to
Work For
Opportunity to advance NG 456
Sdary and benefits I 229
Company reputation IIEEEEGEGEGEGEEEEE 350
Work envircnment NG 240
Internship G 185
Location NN 161
Sze NN 127
Opportunity totravel I 86

Charity work doneby company Il 37

Friends/family who aready work at

company W18

0 20 40 60 80 100

% of Respondents Who Consider Factor

Figure E-18. Distribution of the Factors that Influence a Student's Decision When Choosing a

Company to Work For
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As shown in Figure E-18, most students (87.7% or 456) consider opportunity for
advancement within the company. The next most important factors are salary and benefits
(82.5% or 429), company reputation (67.3% or 350), and work environment (46.2% or 240).
Internship programs were a factor for 36% (185) of respondents, while location was a factor for
31% (161). Size was a factor for 24% (127) of respondents, and the opportunity to travel was a
factor for 17% (86) of respondents. The factors that were least important to students were
people they knew who were employed by the company (3.5%) (18) and charity work performed

by the company (7.1%) (37).
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Top Factor that Influences Decision to Work at a Specific
Company

= Opportunity to advance

19 1%
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\
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® Internship
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company does

= Other
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Figure E-19. Top Factor in Decision to Work for a Specific Company

Similarly to Figure E-19, which showed all the factors that are important to students
when choosing a company to work for, Figure E-19 shows the factor that students chose as the
most important when choosing a company. In asking this question, we asked students how they
would decide which job offer to accept if they had offers from two companies that they were

interested in working for. The results mimic those seen in Figure E-19, with 40% (208) of
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respondents citing the opportunity to advance as the top factor they would consider in
choosing a company to work for. After this, students would base their decisions on salary and
benefits (35% or 180), company reputation (13% or 69), location (5% or 24), work environment
(3% or 14), and internship (2% or 12). Interest in the work of the company accounted for 1% (5)
of the responses to this question. Friends and family who worked at the company were still
uninfluential in decisions (0.2%), and charity work done by the company, did not affect any

decisions (0%). Other reasons account for 1% (5) of the responses. Two people did not disclose.

Top Concern When Accepting Job Offer
<1%

1% 1%

1% = Advancement
opportunities
= Salary
Number of weekly hours
= Job stability

= Opportunity to travel

Relationship with
manager

® Enjoyment of job

Figure E-20. Top Concerns of Survey Respondents when Accepting Job Offers

When accepting a job offer, most students (53% or 275) are concerned about their
opportunities for advancement at the company they work for (Figure E-20). Many others are

concerned with salary (26% or 135), number of weekly hours (10% or 54), job stability (8% or
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42), travel opportunities (1% or 4), relationship with manager (1% or 3), and enjoyment of job

(<1% or 1).

How Long Students Plan to Stay at First Employer

= Until | get a better offer from
1% 1% another company

= Until | feel that my talents are not
being utilized

= | don't plan to stay at my first job
for my entire career, but | don't
yet know why or when | would

= l?r%[ﬁ can get a job closer to my
"dream" job
®= Indefinitely (until retirement)

" Don't know

® Did not disclose

Figure E-21. Length of Time Survey Respondents Plan to Work for Their First Employer after

Graduating University.

Nearly half (49% or 256) of respondents thought that they would not stay at their first
employer for their entire career, instead starting at a new company when they were given a
better offer (Figure E-21). Another 17% (89) planned to stay at their first employer until they

felt that their talents could be better used elsewhere. An additional 16% (84) did not know why
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or when they would leave their first employer, but thought that they would not for their first
employer for their entire career. Several people, 59 (12%) said they would work at a company
until they got closer to their dream job. Only 4% (21) of respondents thought that they would
work at their first employer for their entire career. Four respondents did not know what they

want. Six respondents did not answer the question.
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Figure E-22. Desired Types of Companies

As shown in Figure E-22, the majority (73.8%) of the students want to work for Western-
based companies in Russia. Some want to work for Russian companies (38.7%) and the Russian
government (32.3%). Relatively few want to work for an Eastern-based company in Russia
(17.1%). Western companies in Russia are more attractive because they offer high salary and

they have more comfortable atmosphere and friendly work environment according to Russian

140



students and Deloitte junior staff. Eleven respondents did not disclose. Three respondents did

not answer.

Ideal Location of Employment after Graduation
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Figure E-23. Survey Respondents’ Ideal Locations of Employment
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As shown in Figure E-23, only 60% (313) of survey respondents want to work in large
Russian cities (Moscow and St. Petersburg) and 3% (17) want to work in other places in Russia.
This is low, considering that 97% of survey respondents are Russian citizens. This suggests that
many students wish to find employment outside of their home country. This data supports the
information about Russian emigration found in Chapter 2, Background. Among the students

who would like to work outside Russia, 8% (40) of respondents would like to work in the United
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Kingdom, 15% (79) in other European locations, 10% (51) in the United States, 1% (6) in Asia,
and 1% (4) in other locations, including Australia, Africa, and Canada. Eight respondents did not

know where they wanted to work. Two respondents did not answer the question.

Ideal Location of Employment by Region
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Figure E-24. Survey Respondents’ Ideal Location of Employment by Region.

Similar to the data shown in Figure E-23, Figure E-24 shows ideal employment locations
by regions of the world. It was found that only 64% (330) of respondents want to stay in Russia
for employment, while 23% (119) would like to work in Europe, 10% (53) would like to work in
North America, 1% (6) in Asia, and less than 1% (2) in both Australia and Africa. Overall, 34.6%

(180) of respondents would like to get a job outside Russia.
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FU Students Workplace Preference

" Russia

= Abroad

Figure E-25. Financial University Students’ Workplace Preferences

Figure E-25 shows us that most of the Financial University students would like to stay in

Russia (71% or 145) and only 29% (59) want to work abroad.
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HSE Students Workplace
Preference

" Russia

= Abroad

Figure E-26. HSE Students’ Workplace Preferences

Figure E-26 shows us that most of the NES students would like to stay in Russia (53% or

76) and only 47% (68) want to work abroad.
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NES Students Workplace
Preference

" Russia

= Abroad

Figure E-27. NES Students’ Workplace Preferences

Figure E-27 shows us that 58% (35) of NES students want to work abroad after

graduation, while 42% (25) wish to stay in Russia.
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Desired Industries
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Figure E-28. Desired Industries of Survey Respondents
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It was found that 31% (162) of survey respondents would most like to work in the
consulting industry upon graduation from university (Figure E-28). Second, third, and fourth
most desired industries are banking (17% or 90), government (13% or 69), and technology (10%
or 52), respectively. Least desired industries were retail (8% or 41), oil/gas (7% or 37),
transportation (2% or 8), and law (3% or 15). Of the responses categorized as “other”, the most
popular industries were audit, international relations, investments, research, and marketing,
accounting for approximately one third of the responses in the “other” category. When a
student chose Consulting, Banking, Technology, Retail, Oil & Gas, or Transportation as their top
industry choice, they were brought to another survey question which asked them to choose all

the companies that they would like to work for, from a list of the top companies within their
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chosen industry. The results for each industry can be seen in Figures E-28, E-29, E-30, E-31, E-

32, and E-33.
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Figure E-28. Desirable Business and Consulting Companies

147



Oil and Energy Industry Company

Attractiveness

13

-
™

[oNe]
O oo

[ololololoNeNe]
OO <FTON—

o
N~
Auedwo9 ayj 1e YIopA O}
p

JUBAA PINOAA OYAA SIuspuodsay Jo

Figure E-29. Desirable Oil and Energy Companies
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Figure E-30. Desirable Retail/Product Companies
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Technology Industry Company Attractiveness
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Figure E-31. Desirable Technology Companies
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Figure E-32. Desirable Banking Companies
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Figure E-33. Desirable Transportation Companies
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Appendix F: Interview Summaries

Student Interviews

As stated in our methods, we conducted student interviews with students from Moscow
State University, RANEPA, and HSE. During these interviews, some common themes were
apparent. When asked why they chose their majors, the majority of students said that they
thought their fields of study were interesting. Another common reason for choosing a major
was the job outlook for that field. After asking students about their future plans, many students
were very unsure of what they wanted, both in a career and in a company. They did indicate,
however, that company reputation was important to them, as well as the opportunity to travel.
Several students also expressed their desire to one day be a CEO of a company or to start their

own business.

Deloitte Junior Staff Interviews

After conducting ten interviews with Deloitte junior staff members, we analyzed the
results to determine certain patterns and draw conclusions. Here are the summary and key
findings of these interviews.

All interviewees had worked at Deloitte for a year or less, and were either at an entry-
level position or just one position higher. Half of the interviewees attended university in
Moscow, and six of them specialized in a field directly related to positions at Deloitte. Four

employees were recruited at their university campuses, and five of them found a vacancy at
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Deloitte online, either through Headhunter or the Deloitte website. The other interviewee did
not disclose where he or she found the vacancy.

Common reasons for choosing a faculty were interest in the field, recommendation from
parents, and job outlook. When choosing a company to work for, company size/reputation, the
opportunity to advance, and work environment were very important to the interviewees. Five
interviewees completed an internship prior to coming to work for Deloitte, but their internships
generally did not have a large impact on their career decisions since their internships were not
closely related to their work at Deloitte.

When asked about why the interviewees chose Deloitte over other companies, many
expressed that Deloitte was their favorite of the Big Four. Every interviewee had a positive
attitude toward Deloitte’s work environment, stressing the ability to grow and form positive
relationships with coworkers and managers. Several interviewees also had friends who worked
in the company and gave the interviewees positive feedback about the company. Every
interviewee wanted to advance to be a manager or senior manager, and many plan to pass the
ACCA exam or equivalent exam within the next year. When asked about long work hours, the
majority of interviewees agreed that hours can be very long, but none of the employees were

concerned because they are still very young.
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Career Center Interviews

To gain more information about the role university career centers play in students’
career decisions, we interviewed representatives from four different universities: Moscow State
University, RANEPA, HSE, and Bauman State University. All career centers provided similar
services to students including, but not limited to, resume critiques, cover letter critiques, job
search advice, and interview advice. Resume critiques and interview advice were the most
popular uses for the university career centers. Although more students use their university
career centers every year, popularity varies from university to university. At Moscow State
University, it is estimated that around 50% of the total student body utilizes the career center
for help. Contrastingly, one career center representative we interviewed stated that many
students are not even aware that the career center exists. RANEPA estimates that 11% of
students use the career center. However, it is important to note that the career center at
RANEPA was not established until about three years ago. HSE did not know how many students
visit per year, but they said that two or three students visit the career center every day.
Bauman State University estimated that 1,000-1,500 students utilize the career center every
year.

Although university career centers in Moscow spend a lot of time counseling students,
they spend most of their time and energy organizing networking and recruiting events with
various companies. Not only do career centers organize job fairs, they also invite companies to
hold events such as information sessions and guest lectures. In addition, companies often come

to universities and hold contests. During these contests, employers watch students solve
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certain business cases to see who came up with the best solution. Not only is this type of event
good practice for students, but it also shows the employer which students have the necessary
skills to solve problems within that company.

In general, our interviews revealed that popular companies on university campuses
include the Big Four, Unilever, Procter & Gamble, General Electric, Yandex, Gazprom, and other
oil companies. It is also common for students to be interested in working in the military or the

government, for example at the Ministry of Finance or Ministry of Economy.
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