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Key thought 

The ability to connect to local business 
and government leaders is paramount. 
The ideal candidate would combine 
excellent people skills, a strong drive to 
excel, the adaptability to look for a solu-
tion from multiple angles, some experi-
ence in leading a team, and a thorough 
understanding of the culture where he 
or she will work (including fluency in 
the local language). Because we are a 
research institution, we prefer a leader 
with a strong research portfolio. If the 
individual is not from the country where 
we wish to locate, he or she must be well 
connected in some way—preferably 
through collaborative research efforts in 
the proposed location. The candidate’s 
chances for success, as well as yours, 
increase to the extent that the individual 
already possesses strong relationships in 
your new locale.

Reputation. Reputational quality  
provides a competitive advantage in a  
new market.
Key questions

How strong is the reputation in the oo

United States of the program(s) being  
considered for delivery abroad?

How will delivering the program abroad oo

enhance its reputation at home?
Can the program be delivered overseas oo

without degrading the home program?
Key thought 

Georgia Tech’s graduates have a strong 
reputation in the corporate community 
for being highly skilled, hard-working, 
and innovative problem solvers as well as 
self-starters. We promote that reputation, 
along with our strengths in technology 
transfer and commercialization as well as 
interdisciplinary programs when we seek 
students and faculty, because employ-
ability is so critical to recruitment efforts. 
Government entities and academic part-
ners care about reputational rankings, 
not even allowing institutions below a 
certain perceived quality threshold to 
participate in the conversation. Since 
we deliver highly ranked programs over-
seas, we highlight their reputation in the 
United States as we recruit abroad.

Partnerships. A program delivery 
partnership may quickly assist you in 
understanding the complexity of the new 
market, although it may water down your 
brand name in the new setting.
Key questions

What are the advantages and disadvan-oo

tages for program delivery of partnering 
with an institution of similar or better 
quality in the new location?

Short of a formal partnership, are there oo

opportunities for faculty collaborations 
that will benefit your institution?
Key thought

If you are a newcomer to the market, 
collaboration might reduce potential 
threats and political undermining. We 
have a dual-degree program with the 
National University of Singapore (NUS) 
and our School of Industrial Engineer-
ing in logistics, with strong support from 
the government of Singapore through 
its Economic Development Board. NUS 
is a world-class institution, and Georgia 
Tech’s School of Industrial Engineering 

is the top program in the United States. 
NUS understands the student market in 
the region, Singapore serves as a logistics 
hub, and Georgia Tech extends its reach 
beyond the United States to Asia—a win 
for all involved.

Consistency. To invest the necessary 
resources in building a top-quality pro-
gram, your institution must adopt the 
mind-set that an overseas program will be 
permanent.
Key questions

Will you be able to develop a research oo

program or deliver an academic program 
equal to or better than the quality of the 
programs at your main campus?

If you have to build quality over time, oo

how many years will it take?
Key thought 

There is likely no advantage to a first-tier 
university delivering a second-tier pro-
gram overseas. In fact, it could negatively 
affect brand reputation at home if it can’t 
be sustained over time.

International Academic Program  
Decision Matrix
Clearly, either the academic program quality or program market potential 

should be high to merit serious discussion within your institution. Preferably, 

your self-assessment will determine that both variables in the matrix are high. 

With a high-quality program in a high-potential market, it is well worth your 

while to take the decision process to an operational level.
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