4) METOJHMKH TUATHOCTHKHU COITUATBHO-TICH-
XOJIOTHYECKOTO KJIMMaTa KOJUICKTHBA, OICHKH
crioco6oB pearuposanus B KoHmukre (K.H. To-
Mac).

JIst OIIEHKM CTaTUCTUYECKOW 3HAYMMOCTH
c(OpMUPOBAHHOCTH TPO(HECCHOHATEHO-KOMMY-
HUKATUBHBIX KOMHeTeHLlI/lﬁ CTYACHTOB B 3KCIIC-
PUMEHTAJIBHBIX TPYIIAxX HNPUMEHSUICS KPUTEpUi
ITupcona ( )(2 ).

[Ipu BBIOOpE CTATUCTHUECKHX METOJOB 00-
pabOTKM JaHHBIX MBI OTJIABAIN IPEANOYTCHHUE
MPAaKTUIECKOH JOCTYMHOCTH, YTOOBI ©e3 0co-
OBIX yCUIIMI BHEIPUTH MX B YUeOHYIO NPAKTUKY
arpapHOTO YHHBEPCUTETA, BATMJHOCTH U HAJICK-
HOCTH HUTOTOBBIX MOKazareneld. MeToau4ecKyro
0a3y cocraBuia CHCTEMa pa3HOOOPa3HbIX TECTOB,
JIarolasi BO3MOYKHOCTh BEIYJICHUTH YPOBHH cop-
MHUPOBaHHOCTH NMPO(ecCHOHANBHON KOMMYHHUKa-
THUBHON KOMIIETEHTHOCTH 1A IPEEMCTBECHHOT'O
YIIPABJICHUS €€ NaJbHEHIINM Pa3BUTUEM.
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Necessity of monitoring of empiric work
results in formation of professional and
communicative competence of agrarian
higher schoolstudents

The article deals with the monitoring of professional
and communicative training of agrarian higher
school students that gives the reliable and prompt
information  concerning the future agrarian
specialist’s  professional —and  communicative
competence and allowing the corrections in didactic
conditions of its formation.

Key words: monitoring, types of control, starting
diagnostics,  express  diagnostics,  finishing
diagnostics, diagnostic materials.
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DESIGNING A SPECIALIZED
MASTER’S DEGREE PROGRAM IN
MANAGEMENT AND LEADERSHIP:
BENEFITS TO INDIVIDUALS AND
ORGANIZATIONS*

Historically business schools have contributed to
the profitability and sustainability of universities
due to ongoing success. Recently, even business
schools have experienced challenges as a result
of financial pressures, budget cuts, increased
competition, and changing student needs and
expectations. For many years, the most popular
graduate business degree was the Master of
Business Administration (MBA), and while its
name recognition and prestige continues to hold,
there is a growing need for specialized business
master’s degree programs in management
and leadership. Specialized master’s degrees
in management and leadership bring value to
individuals through career development, and
students who participate in these programs have
a positive impact on the organizations where
they are employed. When business schools
strategically choose a value creation approach
rather than a value appropriation strategy,
greater opportunities for individual learning and
organizational learning emerge. As students,
their employers, university faculty, and program

* Pabota BBINOJIHEHA MO WUTOTaM Hay4HOH KOH(e-
pennuu (npoekt «HenpepbiBHOE 00pa3oBaHHE YUUTEIS:
Teopuss u npakTuka» Ne 16-06-14101), mogmepxanHOR
PTHO.
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administrators interact, communicative patterns
of relating create synergies that bring advantages
to the entire learning community including primary
and secondary stakeholders. Specialized business
master’s degree programs hold great potential
to change the way business schools innovate and
provide value to the greater community.
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Key words: business schools, MBA, business
master’s degree programs, master students,
career.

Historically business schools have positive-
ly contributed to the profit margins of colleges
and universities and have been considered impor-
tant income generators [5]. Various scholars re-
port university administrators have traditional-
ly viewedbusiness schools as “cash cows” [20;
21], which has resulted in the adoption of mar-
ket-based performance measurements such as ac-
creditation and ranking, thus increasing risk with-
out appropriate risk management [9] and adding
pressure for value appropriation rather than val-
ue creation. Business schools have been consid-
ered big business [17; 22]. At the same time, there
is increased competition, financial pressures, and
budget cuts, so that now even business schools
are facing challenging times [11]. Muff (2012)
explains, “the current difficult economic situa-
tion triggered a need for crisis management and
the need for innovation” (p. 656). Noorda (2011)
reports not only are business worlds changing but
“student populations are changing, and so should
schools” [16]. To cope with these challenges,
many business schools have taken a value appro-
priation approach in an attempt to defend market
share and differentiate program offerings rather
than taking a value creation approach, which fo-
cuses on innovation.

Another complexity in today’s colleges and
universitiesis the tension between managing like
a business while simultaneously teaching and re-
searching like an academic institution [22]. These
paradoxes are typically well managed in business
schools where the integration of scholarship and
practice is a standard operating procedureand also
second nature to business professors. It is impor-
tant that business school faculty and administra-
tors do not rely on past performance too heavi-
ly, though, or they may find it difficult to achieve
success in the future. Noorda (2011) states, “suc-
cess breeds success, but not indefinitely, and not
by inbreeding. Do not copy yourselves endlessly”
(p- 522). One way to add variety and innovation
into business schools is to expand graduate school
program offerings and the way they are offered.
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In this paper, a rationale for the specialized
business master’s degree in management and
leadership is presented along with the benefits of
the curriculum to individual career development
as well as the benefits to organizations. Rapert,
Smith, Velliquette, and Garretson (2004) explain,
“Providing a quality graduate program is a diffi-
cult and ever-changing tasks” (p. 18). Karathanos
(1999) argues, “Today, demand for educational
institutions to be accountable to students; parents;
communities; faculty and staff; local, state, and
federal governments; the business sector; alumni;
and donors are louder than ever” (p. 231). Special-
ized master’s degrees in management and leader-
ship bring value to individuals through career de-
velopment, and students who participate in these
programs have a positive impact on the organiza-
tions where they are employed; thus, creating val-
ue for the academic institution and its members.

Benefits to Individuals

According to Muff (2012), “Every serious
business school seeks to prepare future leaders to
deal with the complex and far-reaching decisions
that businesses face” (p. 648). Many business
schools provide graduate school education by of-
fering Master of Business Administration (MBA)
programs, with curriculum focused on the func-
tional areas of business, profit maximization, and
operations management through monitoring, con-
trolling, and measuring performance against stan-
dards. Interestingly, “Only 27 percent of CEO’s
and 0 percent of HR directors consider functional
knowledge (i.e., marketing, finance, etc.) as criti-
cal when evaluating how one adds value to an or-
ganization” [15, p. 655]. For this reason, the spe-
cialized master’s degree in management and lead-
ership is a degree program that offers value to or-
ganizational professionals.

To better understand the demand for a spe-
cialized master’s degree, the Graduate Manage-
ment Admission Council (GMAC) conducted the
2015 Global Management Education Graduate
Survey. The survey was administered with 3, 329
subjects from the class of 2015 graduating busi-
ness students. The results show “prospective stu-
dents are motivated to pursue a graduate manage-
ment education to increase their job opportuni-
ties” (p. 18). The factors that influence a student’s
choice of programs include knowledge, skills, and
abilities obtained through the curriculum, course
delivery options, as well as support and resources
available to students. “Prospective graduate man-
agement students are primarily outcomes-focused
seeking to increase their job opportunities, devel-
op their knowledge, skills, and abilities, and in-
crease their salary potential” [23, p. 19].



The survey results also show that 51% of em-
ployers surveyed plan to hire an individual with a
master degree in management in 2015, which is
up from 41% from 2014.

The majority of the students surveyed report
they believe their graduate education improves
their chances of finding a job that meets their ex-
pectations (86%), gives them a competitive ad-
vantage in the job market (85%), and prepares
them to meet the challenges of today’s job mar-
ket (85%). Most graduates also agree their grad-
uate management education gives them control
over their employment outcomes (82%) and ex-
pose them to new career opportunities (78%) (see
page 5). The 2015 Global Management Educa-
tion Survey reports individuals obtaining gradu-
ate management degrees anticipate salary increas-
es (47% of graduates), increase in job responsibil-
ities (46%), promotion (39%), and change in job
title (33%) (see p. 11).

In terms of ecarly job search success, the
GMAC reports the class of 2015 graduates from
the masters of management specialized business
master’s program “experienced a high degree of
early job search success” (p. 6) with 59% of job
seckers receiving early job offers, which was up
from 30% in 2014. Early job offers to the class of
2015 with a specialized master’s in management
degree were offered by companies within a broad
range of industries including consulting, energy/
utilities, finance/accounting, healthcare, technol-
ogy, manufacturing, government/nonprofit, and
products/services (GMAC, see p. 8). In terms of
job function, 2015 GMAC reports, “more than half
(55%) of this year’s graduates accepted a position
in a different functional role than the one in which
they were previously employed” (p. 9). Over half
(52%) of the jobs that were offered were mid-lev-
el positions with one-fifth at the senior level and
one-fourth at the entry level. Many class of 2015
masters of management graduates planned to re-
main with their current employer but anticipated
post-degree job benefits such as salary increases,
increases in job responsibilities, promotion, and/
or change of job title (see [23]).

The Bureau of Labor Statistics provides data
on the management of companies and enterprises
by occupation code title including total employ-
ment and wages. Included in general management
occupations are positions such as top executives,
chief executives, and general and operations man-
agers, advertising and promotions managers, mar-
keting managers, sales managers, public relations
and fundraising managers, administrative servic-
es managers, computer and information systems
managers, financial managers, industrial produc-
tion managers, purchasing managers, transpor-
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tation, storage, and distribution managers, com-
pensation and benefits managers, human resourc-
es managers, training and development manag-
ers. The Bureau of Labor Statistics defined gen-
eral and operations managers as individuals who
plan, direct, or coordinate the operations of pub-
lic or private sector organizations. This category
excludes first-line supervisors. The mean hour-
ly wage in May 2014 (the latest data available)
is $56.35 or $117,200 annually. At the 50™ per-
centile (or median), the average hourly wage is
$46.77 or $97,270 annually (see [24]).

Benefits to Organizations

Abraham (2009) stated, “It is clear that one of
the goals of business schools and business school
education is to prepare graduates for employment
after graduation” (p. 350). Muff (2012) conduct-
ed in-depth interviews with 34 executives in 8 in-
dustries and concluded, “technical skills are con-
sidered to be less important than people skills and
personal attitude in the workplace” (p. 653). Tech-
nical skills are typically associated with the func-
tional areas of business such as marketing, ac-
counting, and finance. Interestingly, in this study,
“business leaders across all industries pointed out
that teamwork, soft skills, leadership, honesty,
communication skills, flexibility, creativity, moti-
vation, being a team-player, and managerial skills
are key factors enabling an individual to succeed
in business today” [15, p. 654]. Brill, Gilfoil, and
Doll (2014) identified soft skills as leadership,
teamwork, critical thinking, logical reasoning,
communication, and holistic thinking. Soft skills
have also been described as social graces, friend-
liness, and optimism [8; 18]. Pop, 2014). Pop
(2014) argues, ”Soft skills are important because
teams of employees that work well together pro-
duce better and more effective solutions” (p. 9).

In order for business schools to remain fo-
cused on the benefits of graduate business pro-
grams to organizations, it is important to keep the
focus on value creation more so than on value ap-
propriation. Khalifa (2010) explains, “overem-
phasis on competition and profitability has shift-
ed the focus of a typical business firm from cus-
tomers to competitors, and, as a result, raised the
priority of value appropriation over value cre-
ation” (p. 595). Various scholars have empha-
sized the unintended consequences that can oc-
cur when there is an overemphasis on value ap-
propriation over value creation (e.g. [2; 6; 7; 11]).
When an organization focuses on value appropri-
ation, the executives are primarily focused on de-
fending the organization’s position through strat-
egies such as brand-based marketing to differenti-
ate their products from competitors; an institution
that is focused on value creation focuses on inno-
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vating, producing, and investing in research and
development [14].

Chung and McLarney (2000) argue, “teach-
ing is a service encounter” (p. 485). When stu-
dents and their organizations are viewed as key
stakeholders in the educational process, facul-
ty and program administrators will focus efforts
on adding value to their primary (students) and
secondary (organizations) stakeholders. By tak-
ing this approach, the learning outcomes are fo-
cused on the benefit students in their career and
professional development, and learning objectives
can be expanded to include the positive influence
students will have on their organizations. One ap-
proach for this type of learning is to model the
development of the programs after corporate uni-
versities. Corporate universities have been tradi-
tionally focused on the personal development of
employees, but more and more the focus is ex-
panding to include organizational development
[13]. By focusing learning objectives on student
learning and organizational learning, a powerful
professional network is developed that adds val-
ue to the students, their employers, as well as the
higher learning institution. Meer and van der Pool
(2014) recommend following Kolb’s (1984) mod-
el of learning to focus learning activities on doing,
reflecting, thinking, and planning.

The types of graduate management and lead-
ership activities recommended to add value to in-
dividuals and organizations are service learning
projects. For examples, when students are en-
gaged with a real organization, learning occurs
among multiple stakeholders. For example, the
curriculum is first and foremost designed to facil-
itate the learning of the students. As students en-
gage with real organizations, problems are identi-
fied and examined, which brings value to the en-
tire learning community, including the profes-
sors, who through these encounters remain cur-
rent in the business field of practice. As the stu-
dents identify solutions and make suggestions for
improvement, the organization has the opportuni-
ty to learn. In order to continually maintain high
quality through educational assessment, improve-
ments are made to the curriculum in order to en-
sure the service learning projects remain practical
and relevant to students and their organizations. In
this way, service learning projects bring benefits
to the entire learning community.

Conclusion

Specialized master’s degrees in management
and leadership bring value to individuals through
career development, and students who participate
in these programs have a positive impact on the or-
ganizations where they are employed. When busi-
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ness schools strategically choose a value creation
approach rather than a value appropriation strat-
egy, greater opportunities for individual learning
and organizational learning emerge. As students,
their employers, university faculty, and program
administrators interact, communicative patterns
of relating create synergies that bring advantages
to the entire learning community including prima-
ry and secondary stakeholders. Specialized busi-
ness master’s degree programs hold great poten-
tial to change the way business schools innovate
and provide value to the greater community.
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Cneyuanuzuposannas mMacucmepcKas
npOZPaAMMA NOO20MOBKU MeHedIHcepos
u udepos ona cghepvl dusneca:
npeumyniecmea 0 4enogexka

U opzanuzayuu

Hcemopuuecku  Ousnec-ukonvl 6  YHUGEPCUMEMAx
CIIIA 6HoCUU OUEeHb BANCHBIL BKIAO 8 PA3GUMUE
U QuHancogoe Onazononyuue CEOUX YHuepcume-
moe. OOHAKO 6 nociedHue 200bl 8 C6s3U C yCuje-
HUem KOHKYpeHyuu Ha o0paz0oeamenvbHOM pulHKe U

U3BECTHUSA BI'IlY. HEJAT'OT'HYECKUE HAYKHA

ypesanuem PuHancuposanus OGU3Hec-uKoIbl CMoJ-
KHYIUCH ¢ NPOOIEMOl NpusiiedeHus CImyo0eHmos max
Jce, Kax u muoeue opyeue @axyromemvl. Haps-
0y ¢ npoepammoii Maeucmp busnec Aomunucmpu-
posanusa (MBA), komopas ocmaemcsi NONYISAPHOU,
BO3HUKNIA HEOOXOOUMOCHIL NPEON0ANCUMb  Ceyua-
TUUPOBAHHYIO MASUCTNEPCKYIO NPOSPAMMY NOO20-
MOBKU MeHedHcepos U 1udepos 0 chepvl busne-
ca. Jlannas npoepamma npeodocmasniem wupoxKue
B03MOJCHOCU 011 MPYOOYCIMPOUCIBA U KAPbePbl
BbINYCKHUKOG-MAUCTIPAHINOE, NOMOMY 4o KOMne-
meHyuY, 3HAHUs U HABIKU, POPMUPYEMbBLE @ PAMKAX
OaHHOU NPOSPAMMbL, HECYm 6 cebe 0SPOMHbIL No-
menyuan Ons NO3UMUGHBIX USMEHEHULl 6 Op2anu3a-
yusx u mecmuom coobwecmge. Cneyuaruzuposam-
HAsL NPO2PAMMA MOACEN USMEHUMb MPAOUYUOHHBIL
n00X00 8 NOO20MOBKe CNEYUATUCTO8 8 WKOJLAX OU3-
Heca.

Kntouesble croa: Ousnec-ukonvl, MBA, npoepam-
Mbl NOO20MOBKU MEHeOAHCEePO8, MASUCTNPANMbL, Ka-

povepa.

FETWI ADGOY GILIA
(Volgograd)

THE IMPORTANCE OF DISTANCE
EDUCATION IN PROMOTING
TEACHERS' PROFESSIONAL
COMPETENCE IN ERITREA*

The article shades light on the importance of
distance education, as it is practiced both in
the developing and developed countries all over
the world. After independence, the Ministry of
Education of the State Eritrea, faced with an acute
shortage of teachers, both in terms of quality and
quantity. And hence, Open Distance Learning
Program (ODLP) was launched to upgrade the
under-qualified elementary and middle school
teachers.

Key words: open distance learning, correspon-
dence, Education, UNISA, University of Asmara.
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1. Review of literature.

According to the Encyclopedia of Education,
the term distance education and/or correspon-
dence education is defined as a "system in which
universities, schools, educational agencies offer

* Pabota BBINOJIHEHA MO WUTOTaM Hay4HOH KOH(e-
pennuu (npoekt «HenpepbiBHOE 00pa3oBaHHE YUUTEIS:
Teopuss u npakTuka» Ne 16-06-14101), mogmepxanHOR
PTHO.
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