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Abstract 
This article discusses a project-based learning and research curriculum implemented collaboratively 
by American and Russian universities. WPI has been organizing and sending groups of its students 
for 7-week projects in Russia. Students work on projects in teams of 3-5 students under the 
supervision of academic advisors, who travel with them to Russia from WPI. Each project answers a 
practice-inspired question that is formulated jointly with a Russian partner-organization.  Our 
experience shows that a successful global PBL program requires three major components: (i) 
champions among the faculty; (ii) support of university administrators; and (iii) a considerable 
infrastructure of professional staff who support on a daily basis the multitude of activities involved in 
PBL. As an example of an educational project completed in Russia, the team present a student study 
on career trends among Russian students. 
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1 INTRODUCTION 
Worcester Polytechnic Institute (WPI) is a mid-sized private technological university in central 
Massachusetts, USA. In collaboration with the Financial University in Moscow, WPI has been 
organizing and sending groups of its students for 7-week projects in Russia. Students work on projects 
in teams of 3-5 students under the supervision of academic advisors, who travel with them to Russia 
from WPI. Each project answers a practice-inspired question that is formulated jointly with a Russian 
partner-organization. Partner-organizations included a major hotel in Moscow, universities in Moscow 
and Astrakhan, the Big Four consulting firms and a rail car leasing company.  

The projects in Russia are part of a university-wide curriculum that uses the project-based learning 
(PBL) approach. About 60 percent of the undergraduate student population at WPI travels to nearly 40 
project centers located around the globe. The Moscow project center is one of such global centers. 
WPI has been following the project-based educational model since the mid-1970s. Every 
undergraduate student at WPI is required to complete three large projects before graduating. Each 
global project center hosts 3 to 8 teams at a time. All projects involve local partner-organizations.  

Our experience shows that a successful global PBL program requires three major components: (i) 
champions among the faculty; (ii) support of university administrators; and (iii) a considerable 
infrastructure of professional staff who support on a daily basis the multitude of activities involved in 
PBL. WPI maintains an entire academic division that prepares students and arranges their trips. 
Student teams get ready for seven weeks prior to their departure to Russia. They learn research 
methods, culture and language, and they start working on projects. The need for significant resource 
commitments from the sending and hosting universities might be a major challenge capable of 
derailing such a program.  

While PBL programs at WPI are self-sustaining, an infusion of funds from a benefactor or a 
foundation, especially in early stages, can boost administration’s commitment to the PBL program and 
to a particular geographic project center, such as in Russia.  The WPI project center in Moscow 
started with a generous financial contribution to the university by a donor. The donor wanted to create 
opportunities for students to travel to Russia as part of their regular academic work. The first student 
teams traveled to Russia in 2013; more WPI students have gone to Russia every year. In 2016, six 
teams consisting of American and Russian students work on projects in Moscow, Astrakhan and 
Tuapse.  

As an example of an educational project completed in Russia, we will present a student study on 
career trends among Russian students. The Financial University in Moscow and Deloitte CIS were 
partner-organizations. The project identified the career preferences of students at several elite 
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universities in Moscow. Through interviews and a survey, the study determined how Russian students 
choose their academic majors, career paths and places of employment. The report found that work 
environment, advancement opportunities, salary and benefits, travel opportunities, and company 
reputation were the most important factors for Moscow-based students in making decisions about the 
choice of the employer.  

In the following section, we explain the project-based education. The team then review the project 
performed by one of the student teams.  

2 METHODOLOGY: PROJECT-BASED EDUCATION 
Project-based learning is the pedagogical approach that relies on the project method (Helle et al. 
2006). The project method has the following components: (i) a project addresses a problem or a 
question; (ii) students are involved in a variety of activities; (iii) there is an end a product (e.g. a 
report); (iv) the project takes a considerable amount of time to complete; (v) students are supervised 
by academic advisors. Typical objectives of project-based learning are educational. Project-based 
curricula has been developed and used in a variety of courses.    

In his book, Stoecker (2013) argues that original research can be an outcome of a project performed 
by non-academics. Stoecker discusses how community practitioners can produce research as a result 
of their projects aimed at social change. Such research is applied and it is performed in the interests of 
local organizations and communities, with very practical issues applications as the goal. Project-based 
research is intensive in a sense that it strives for depth and exposes details by delving into few cases, 
by trying to uncover causality of a particular problem or issue in a specific situation. Project-based 
research is smaller scale. The project-based research emphasizes a practical objective.  

Steps in project-based research (Stoecker 2013: 35):  

1 Choose the question 

2 Design the method 
3 Collect data 

4 Analyze data 

5 Report the results 

These steps are identical with the project-based learning.  

The team extend the project-based research model by integrating research with project-based 
learning. Research is fit within the activities of a typical student project. Typical research takes a long 
time, costly and has unclear practical value (Stoecker 2013: 62). Here we had a sponsor, so the value 
was clear. The team had very limited time. The prohibitive cost of doing research in a foreign country 
was overcome by integrating the task with the learning program. Unlike in a typical academic project 
where deadlines are lax (Stoecker 2013), here the deadlines were very clear. Data can be collected by 
non-experts after appropriate training (Stoecker 2013: 17). Project-based research can give the 
opportunity for research to non-experts, such as students (Stoecker 2013: 21).    

This article originated as an 8-week undergraduate global project. One of the three projects that 
students complete during their tenure at WPI is an Interactive Qualifying Project (IQP).  Project based 
education started at WPI in the 1970 (Landry and Cruikshank 2015). An IQP requires WPI students to 
work with local organizations on real-life problems and challenges in order to develop an 
understanding of and appreciation for the social and humanistic contexts of their work. According to 
the learning outcomes stated for IQPs, students will:  

1 Demonstrate an understanding of the project's technical, social, and humanistic context.  
2 Define clear, achievable goals and objectives for the project. 

3 Critically identify, utilize, and properly cite information sources, and integrate information from 
multiple sources to identify appropriate approaches to addressing the project goals.  

4 Identify and implement a sound approach to solving an interdisciplinary problem. 

5 Demonstrate that students have analyzed and synthesized results from social, ethical, 
humanistic, technical or other perspectives, as appropriate.  
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6 Maintain effective working relationships within the project team and with the project advisor(s) 
and project sponsors, recognizing and resolving problems that may arise. 

7 Demonstrate the ability to write clearly, critically, and persuasively. 

8 Demonstrate strong oral communication skills, using appropriate, effective visual aids.  
9 Demonstrate an awareness of the ethical dimensions of their project work.  

An IQP is an opportunity for significant intellectual and professional development. Completing an IQP 
in 8 weeks at a project center is a full-time activity for student teams.  The expectation is that each 
WPI student puts in at least 50 hours per week toward the project.  On weekdays, students are 
expected to work a full day on projects, during standard business hours. This may take place at the 
sponsoring agency, or at a university, and it involves doing fieldwork and gathering data.  Students are 
also encouraged to enjoy their time in the project center through travel, cultural activities and by 
socializing with locals.   

At the end of the project, students submit a written report, which is a permanent, public record of the 
project. Therefore, a lot of emphasis is placed on how the thinking about the project and its outcomes 
are documented in the report.  During the term, advisors review drafts of the report with the purpose of 
improving the writing and advancing the critical thinking and argumentation.  

One of the most challenging and important skills that students develop during a project is that of 
effective teamwork. Students are expected to manage potential conflicts in teams and with sponsors in 
a constructive way. The goal of teamwork is to bring challenges out in the open to promote 
communication.  

There are typically many informal gatherings of the group, advisors, and liaisons throughout the 
course of the project, in most cases there are weekly scheduled project meetings. Students are 
expected to lead these in a professional manner and to be on time. Students help in arranging the 
meetings for a regular time each week, depending on the availability of advisors and liaisons. Students 
may also be responsible for finding a place to hold them, and to make sure everyone who needs to 
know about the meeting is informed. The project teams present to each other and to the advisors. 

This project was completed by four WPI students and one FU student. This team was part of a larger 
group of 19 WPI students and two WPI professors who traveled together to Moscow in Fall 2015. 
Deloitte CIS was the partner for this particular project. The student team for this project was formed at 
WPI in Spring 2015 when students took a seven-week preparation course prior to traveling to Russia. 
The course covered research methods as well as Russian culture and language. While in Moscow, the 
group stayed at the dorms of the Financial University. In the following sections, we describe an 
outcome of this project. 

3 RESULTS: A PROJECT ON CAREER ASPIRATIONS OF MOSCOW 
STUDENTS 

For the project, students distributed an online survey to students, interviewed university students, 
interviewed junior staff at a highly selective professional firm, and interviewed career center 
representatives at several top universities. The survey and interviews were conducted in Moscow in 
September and October 2015.  

3.1 Survey  
Student team collected survey data using a convenience sampling strategy (Berg 2004). Our partner 
organization in Moscow, Deloitte CIS, provided us with a list of universities that they have contacts 
with and recruit from each year. These universities included 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). These universities represent an 
elite group of Russian universities that prepare the workforce in business, economics, and finance. For 
example, the Finance Minister of Russia, Anton Siluanov, is a graduate of The Financial University, 
where he also teaches. Mikhail Prokhorov, an oligarch, is also a graduate of that university. All top 
companies in Russia and the government of Russia recruit from these universities. 

After the team tested the survey on 19 local students and made minor revisions to it, the team 
contacted the career centers from these six universities and asked them to send out the survey link to 
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as many students as possible. The team also distributed slips of paper to students when the team 
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, the team 
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.  

3.1.1 Participants 
After keeping the student survey open for seventeen days, the team received 524 responses. 
However, the team discarded four responses because they were either incomplete or the participant 
clearly did not answer the questions seriously. This gave us 520 valid responses. The responses 
represent a variety of majors, ages, class years, career and education goals, and previous work 
experience. Most of our responses came from students majoring in economics, finance and 
management. Although the team 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. 

3.1.2 Survey Implementation 

The team designed a 30-question survey using Google Forms (Appendix B). The best method for 
gathering students’ opinions was to conduct an online survey because the team could achieve wider 
coverage, reaching out to students at six universities.  

The team used Google Forms instead of other online survey tools because it allowed them to easily 
create a Russian version of the survey questionnaire and create conditional questions. The team used 
a Russian version of the survey so that the team could get more accurate responses from Russian 
students. If a student answered “yes” to one of the questions, they were led to a different page than 
the students who answered “no.” The team was easily able to analyze the results because 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. 

3.2 Interviews 
In order to gather information that is more detailed from a limited number of people to supplement the 
survey data, the team conducted interviews. This allowed the team to ask open-ended questions and 
collect qualitative data, which was valuable to our understanding of students’ career choices. The 
team interviewed 26 undergraduate students, 10 Deloitte junior staff members, and four university 
career center staff members.  

3.3 Findings from the student project 
This chapter explores the motivations of Russian students in business related fields of study when it 
comes to career decisions. The findings are divided into two sections: career choices and company 
choices. 

3.3.1 Career Choices 

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. 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 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. 
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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 the career choice. This 
was not surprising, as the team have learned that students must make career choices early in the 
university process and would have a very difficult time changing their course of study later 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, the team learned that Russian students might 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 the team does not know if survey respondents completed a short-term or a long-term internship, 
the team cannot draw useful conclusions about how useful those internships were in shaping students’ 
career choices. 

Only 59% of students thought that they were pursuing a different career path from their parents’ career 
paths. Thirty-eight percent thought they had a similar career path as their parents and only 3% thought 
they had the same career path as their parents. Team thinks that parents’ career paths may have 
some impact on their children’s career paths; however, they are not likely to be the same.  

3.3.2 Company Choices 

To determine how students choose which companies they would like to work for, the team 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 offers. The team 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. 
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 most important. 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. 

Only 7% of students have a job secured for after graduation (Table 1). Considering that only 21% of 
respondents would 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.  

Table 1.  Questions. 

Question 
Yes 
(%) 

No 
(%) 

Did not disclose 
(%) 

Do you have a job secured after graduation? 7 93 0 

Have you had a student Internship? 36 63 1 

Would you accept employment at same company as internship? 57 42 1 

Would you accept employment in the same industry as internship? 80 19 1 

Have you used the career center in the past year? 14 86 0 

From Table 1, the team could see that only 36% of students have had an internship. Internship 
information is very important for us to analyze students’ career paths. As shown in Table 1, 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 
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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 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 the team therefore could not draw 
any significant conclusions based on this data. 

The majority of students (80%) would work in the same industry as their internship (Table 1). This 
makes sense because many students try to have internships related to their majors, and their future 
careers should be related to their majors. For those 19% of students who did not want to work in the 
same industry, there were 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 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. 

Most students (63%) learned about job opportunities on a career search website, at least in part. 
Nearly equal numbers of people found out about job positions 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 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. 

Few Moscow students used the career centers at their universities. Only 14% of students had used 
the career center in the past year (Table 1). One student chose not to answer this question.  

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 useed the career center to learn about job search 
strategies, 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 were useful in finding a position. 

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 Table 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%). 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 looked for good salary and benefits because they wanted to achieve 
financial independence.  

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. 

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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However, students from the finance faculty showed somewhat different priorities.  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. Company 
reputation, work environment, and location were not the deciding factors for many respondents. 

Students from the management faculty consider advancement opportunities as well as salary and 
benefits to be equally important in their company decision. Company reputation, work environment, 
and location were not the deciding factors for many respondents. The opportunity to advance (51%), 
salary and benefits (27%), and company reputation (16%) were the most important factors for 
students going into consulting. 	  

4 CONCLUSIONS 
This article discusses a project-based learning and research curriculum implemented collaboratively 
by two universities, one in the USA and one in Russia. WPI has been organizing and sending groups 
of its students for 7-week projects in Russia. Students work on projects in teams of 3-5 students under 
the supervision of academic advisors, who travel with them to Russia from WPI. Each project answers 
a practice-inspired question that is formulated jointly with a Russian partner-organization.  Our 
experience shows that a successful global PBL program requires three major components: (i) 
champions among the faculty; (ii) support of university administrators; and (iii) a considerable 
infrastructure of professional staff who support on a daily basis the multitude of activities involved in 
PBL.  

As an example of an educational project completed in Russia, we presented a student project on 
career trends among Russian students. The goal of the project was to determine the main factors that 
influence university students in Moscow when choosing a career path. This student team consisted of 
four WPI students and Russian students from the Financial University.  

After extensive analysis of the survey and interviews, the team drew several conclusions about how 
Moscow students choose their career paths and companies. 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 environment. Additionally, most Deloitte 
interviewees said that within five years, they would like to advance to a management position. 

REFERENCES 
[1] Berg, B. L. (2004). Qualitative Research Methods for the Social Sciences. Boston, MA, 

Pearson. 

[2] Chand, S. (2014, February 24). Promotion of an Employee: Definition, Scheme and Advantages 
of Promotion Schemes. Retrieved October 5, 2015, from 
http://www.yourarticlelibrary.com/employee-management/promotion-of-an-employee-definition-
scheme-and-advantages-of-promotion-schemes/27913/ 

[3] Cline, S. (2010, June 6). List: The Companies Hiring The Most New College Grads. Retrieved 
September 10, 2015, from http://www.forbes.com/2010/06/21/companies-hiring-college-
graduates-leadership-careers-jobs_slide_1.html 

[4] CPP (2009). History, Reliability and Validity of the Myers-Briggs Type Indicator (MBTI) 
Instrument. Retrieved September 16, 2015, from 
https://www.cpp.com/products/mbti/mbti_info.aspx 

[5] Deloitte. (2014). 2014 Deloitte CIS Transparency Report. Retrieved March 23, 2015, from 
http://www2.deloitte.com/content/dam/Deloitte/ru/Documents/about-deloitte/Transparency 
Report 2014.pdf 

3461



[6] Deloitte. (2015a). About Deloitte: Diversity and Inclusion. Retrieved April 5, 2015, from 
http://www2.deloitte.com/bg/en/pages/about-deloitte/topics/global-diversity-deloitte-is-
diversity.html 

[7] Deloitte. (2015b). About Deloitte in Russia. Retrieved March 23, 2015, from 
http://www2.deloitte.com/ru/en/pages/about-deloitte/articles/about-deloitte-russia.html 

[8] Dick, C.P. & Rallis, S. F. (1991). Factors and Influences on High School Students’ Career 
Choices. Journal for Research in Mathematics Education, 22 (4, 281-292). Retrieved 
September 18, 2015, from http://www.jstor.org/stable/749273 

[9] Domsch, M., and Lidokhover, T. (2007). Human Resource Management in Russia. Abingdon, 
Oxon, Great Britain: Ashgate Publishing Group. 

[10] Educations.com (2015). Study in Russia. Retrieved September 16, 2015, from 
http://www.educations.com/study-guides/europe/study-in-russia/ 

[11] Field, A. L. M., McGrath, C., & Nichols, E. (2007). Patent Examiner Recruitment 
(Undergraduate Interactive Qualifying Project). Retrieved from Worcester Polytechnic Institute 
Electronic Projects Collection: http://www.wpi.edu/Pubs/E-project/Available/E-project-121207-
102952/unrestricted/USPTOFINALREPORT.pdf 

[12] Foote, S., Goldsher, A., & Ozkan, S. (2014). Improving Recruitment and Retention Strategies 
for Deloitte, Moscow. (Undergraduate Interactive Qualifying Project). Retrieved from Worcester 
Polytechnic Institute Electronic Projects Collection: http://www.wpi.edu/Pubs/E-
project/Available/E-project-101414-
132425/unrestricted/Improving_Recruitment_and_Retention_Strategies_for_Deloitte,_Moscow.
pdf 

[13] Gawlewicz, A. (2016). "Language and translation strategies in researching migrant experience 
of difference from the position of migrant researcher." Qualitative Research 16(1): 27-42. 

[14] Gorst, I. (2015, March 5). Gender and income equality in the Russian workplace. Retrieved 
September 16, 2015, from http://www.ft.com/cms/s/0/91be6ca0-b83b-11e4-86bb-
00144feab7de.html 

[15] Greenstein, R. (2015). "Top Job Destinations for College Graduates." Issue Brief by American 
Institute for Economic Research (7 May 2015). 

[16] Halvorson, H. (2013). The Key to Choosing the Right Career. Harvard Business Review. 
Retrieved September 16, 2015, from https://hbr.org/2013/04/the-key-to-choosing-the-right 

[17] Heathfield, S. (2015). The Power of Positive Employee Recognition. Retrieved April 13, 2015, 
from http://humanresources.about.com/od/rewardrecognition/a/recognition_ten.htm. 

[18] Helle, L., P. Tynjälä and E. Olkinuora (2006). "Project-Based Learning in Post-Secondary 
Education – Theory, Practice and Rubber Sling Shots." Higher Education 51(2): 287-314. 

[19] Hoovers, Inc. (2015). Deloitte LLP Competition. Retrieved from 
http://www.hoovers.com/company-
information/cs/competition.Deloitte_LLP.b9a9daa1a7ad525a.html 

[20] HR-Portal (2015). As in 2015, We Changed the Career Preferences of Russian Students. 
Retrieved September 16, 2015, from http://hr-portal.ru/article/kak-v-2015-godu-izmenilis-
karernye-predpochteniya-rossiyskih-studentov 

[21] Hubschmid, E. (2013). Shaping Efficient Employer Branding Strategies to Target Generation Y: 
A Cross-National Perspective on Recruitment Marketing. Bern, Switzerland: Peter Lang. 

[22] Landry, J. and J. Cruikshank (2015). True to Plan: Crafting an Educational Revolution Beneath 
the Two Towers. Worcester, MA, WPI. 

[23] Lewis, R. D. (2005). When Cultures Collide: Leading Across Cultures. Boston, MA: Nicholas 
Brealey International. 

[24] Mitchell, C., Szerlip, B., & Watson, T. (2001). Passport Russia: Your Pocket Guide to Russian 
Business, Customs & Etiquette. Novato, CA, USA: World Trade Press. 

3462



[25] Nikolaev, D. and D. Chugunov (2012). The Education System in the Russian Federation: 
Education Brief 2012. A World Bank Study 67864. Washington, DC, World Bank. 

[26] The Myers & Briggs Foundation (2015). MBTI Basics. Retrieved September 16, 2015, from 
http://www.myersbriggs.org/my-mbti-personality-type/mbti-basics/ 

[27] Olenski, S. (2015). 7 Tips To Better Employee Retention. Forbes. Retrieved April 5, 2015, from 
http://www.forbes.com/sites/steveolenski/2015/03/03/7-tips-to-better-employee-retention/1/ 

[28] OPP (2015). Find Out How the MBTI Assisted Leadership Development. Retrieved October 5, 
2015, from https://www.opp.com/en/About-OPP/Case-studies/EY-Academy-of-Business 

[29] Smith, F. M. (1996). "Problematising Language: Limitations and Possibilities in 'Foreign 
Language' Research." Area 28(2): 160-166. 

[30] Smith, F. M. (2010). Working in Different Cultures. Key Methods in Geography. N. Clifford, S. 
French and G. Valentine. London, Sage. 

[31] Stoecker, R. (2013). Research Methods for Community Change: A Project-Based Approach. 
Los Angeles, CA, Sage. 

[32] Universum (2015). Russia's Most Attractive Employers. Retrieved September 11, 2015, from: 
http://universumglobal.com/rankings/russia/student/2015/business-commerce/ 

[33] Vishnevsky, A. (2009). The Challenges of Russia’s Demographic Crisis. Paris, France: Institut 
français des relations internationales. 

[34] Vorotnikov, E. (2016). "Duma set to deter graduates from taking jobs abroad." The University 
World News. 396. 

[35] Western Australia Department of Health. (2006). Achieving work life balance: Retention and 
attraction strategies for WA health. Retrieved April 6, 2015, from 
http://www.health.wa.gov.au/worklifebalance/docs/Retention.pdf 

[36] World Bank (2015). Развитие Навыков для Инновационного Роста в России. Доклад № 
ACS 1549.  

[37] Yabut, J. (2014, October 15). The 5 Unspoken Rules to Getting Promoted. Retrieved April 13, 
2015, from https://www.linkedin.com/pulse/20141015025254-170244371-the-5-unspoken-rules-
to-getting-promoted 

3463




