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H I G H E R 

EDUCATION

O
ne of the topics on many of our readers’ minds is education. they want to explore the benefits 
of an advanced degree for themselves or their employees. They want to know about the latest trends in 
MBAs and what is being studied. And they want to know what higher education institutions are doing to 
stand apart from the competition. 

This special supplement to the Los Angeles Business Journal takes a look at some of the programs that contribute 
to taking local professionals to the next level of excellence, while we also dig into some of the trends affecting 
the education landscape and how schools are preparing professionals to withstand and overcome challenges and 
unforeseen circumstances such as the global pandemic and economic hurdles.  
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By CHANDRA SUBRAMANIAM, PH.D. 
and ROBERT J. SHERIDAN

A few years ago, a cohort of undergraduate 
students returned from two weeks of class-
room study, company visits and cultural 

immersion in China. One student reported her 
biggest surprise: 

“When we visited the factory, I expected the 
automation and the robots. What I didn’t anticipate 
was the complex ways that humans would be inter-
acting with them. It was like watching a carefully 
choreographed dance between the machines and 
the people, being performed all over this massive 
facility.”

That insight offers an apt metaphor for 
the challenges we face at the David Nazarian 
College of Business and Economics at Cali-
fornia State University, Northridge (CSUN) 
in preparing our students for the workplace of 
the future. We must teach them how to dance 
– with technological partners “trained” by 
artificial intelligence, to music written in the 
“key of data,” played on new-age instruments 
such as machine learning and the Internet of 
Things (IoT), orchestrated through robotic 
process automation (RPA), to accompany 
intricate ballets for every corporate purpose, 
both strategic and tactical.

That student who was surprised by factory 
choreography in Guangzhou would be startled 
at what RPA is doing to transform the very 
nature of back-office and customer-facing 
operations. 

RPA provides systems with the authority to 
perform discretionary decision-making in an 
operational process. Within defined parame-
ters, RPA empowers machines to “decide and 
execute,” at a specific point in time, without 
any direct human agency. Effecting such 
authority requires troves of data, powerful 
and precise analytics, and indeed – the rich 
experience of human talent to define the deci-
sion-making task and to build the solution. 

RPA has advanced to the point where 
operational decision making can be automated 
for almost any repetitive process for which 
historical data is available, including those 
thought to be the sole province of human 
judgement. Big and emerging companies 
alike have developed products with expan-
sive capabilities for a broad array of business 
applications. These platforms have become 
extraordinarily sophisticated over the past five 
years – not the least for the increasing ease of 
their use. 

Frontline employees use built-in tools for 
“task mining” – testing the data sufficiency, 
viability and the ROI of specific automation 
opportunities. These same employees can 
“record” the task, design a process path toward 
the decision point, and test it – all with point-
and-click pull-down menus. 

RPA platforms can automate with inter-
nal applications as basic as Microsoft Office 
Suite, or as complex as legacy networks of 
cloud-based tools with API interoperability. 
Some of the more sophisticated platforms are 
now integrating smart contracts, enabled by 
blockchain. 

For those frontline workers, the dance has 
become less routine. They’ve changed partners 
from application-based systems to task-driven 
ones. Large companies have distributed these 
tools widely and encouraged experimentation. 
The service divisions of the giant accounting 
firms and consultants of every size have made 
RPA a mainstay of their practices – internally 
as well as for client engagement.

The extent to which work has been aug-
mented, rather than displaced, is illustrated by 
one RPA vendor’s pitch to prospective clients, 
a “personal assistant bot for every employee.” 
These would display dashboards, track metrics, 
log performance, and send alerts, triggers and 
queuing status so that the frontline workers 
can monitor the automated, low-error decision 
making in progress.

It’s a beautiful thing – except when it 
isn’t. It’s never fun to watch a dancer collapse 
on stage in full view of an audience, and the 
recent debacle of Zillow’s “flipping” business 
is ample testament to what happens when the 
dance of algorithms and human talent goes 
unrehearsed and out of sync.

And that’s where the Nazarian College at 
CSUN comes into play.

Four years ago, as the realities of digital 
transformation and its implications for the 
workforce of the future became apparent, we 
decided upon a very specific and focused strat-
egy – “Data First.” 

We’ve reflected that by introducing two 
new degree programs, both a BS and an MS 
in Business Analytics. We situated these new 
programs within our Department of Systems 
and Operations Management, and moved all 
of our Information Systems faculty and pro-
grams into this same alignment. We beefed 
up our engagement in the SAP Alliance, 
incorporating the firm’s outstanding content 
into specific courses so that our students earn 
academic credit and validate professional cre-
dentials simultaneously. 

At the same time we’ve reinvigorated our 

commitment to learning and career prepara-
tion objectives that emphasize critical think-
ing, teamwork, effective communication and 
ethical frameworks. We’ve invested heavily in 
classroom technology and faculty development 
to deliver hybrid excellence, while still insist-
ing on the centrality of in-person pedagogy 
and engagement as the best approach for pre-
paring human depth in a technological world.

We’ve also deployed some powerful RPA 
of our own. In fact, the website for our Career 
Education and Professional Development 
Center is powered by a dynamic engine that 
curates and targets opportunities and resources 
to our students based on major, career interest, 
developmental objective, and personal prefer-
ences. In effect, it’s a mass personalization bot. 

It is extraordinarily gratifying to see our 
students graduate ready to dance on day-one 
of their careers, and to know that employers 
are inviting them to the party.  

Chandra Subramaniam is the dean of the  
David Nazarian College of Business and  
Economics at CSUN. Bob Sheridan serves as 
executive director of its Center for Career  
Education and Professional Development.  
Learn more at csun.edu/busecon.

Dancing with Machines: Preparing Students  
for the Workforce of the Future

‘RPA has advanced to the point where operational decision making can be 
automated for almost any repetitive process for which historical data is available, 

including those thought to be the sole province of human judgement.’

Dancer, created in 2018 by sculptor 
Soraya Sarah Nazarian, graces the grove 
and courtyard at the Younes and Soraya 
Nazarian Center for the Performing Arts at 
CSUN. photo by bob sheridan.
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OUR
STUDENTS
ARE THE
WAY UP.
We trust our bank to manage our finances. 
But they go beyond that. City National® 
also shares our values when it comes to  
community. Seeing the next generation of 
talent succeed is important to both of us. 
Our bank makes an enormous commitment 
in Los Angeles, including enriching the 
lives of our students and their families.

Francisco C. Rodriguez, Ph.D.
Chancellor 
Los Angeles Community College District

City National Bank Member FDIC. City National Bank is a subsidiary of 
Royal Bank of Canada. ©2021 City National Bank. All Rights Reserved.

Business is personal, that’s why we
choose to bank at City National.
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A s per a recent detailed study by Future Mar-
ket Insights (FMI), the global executive 
education program market is expected to 

surpass $37.8 billion by the end of this year. 
Surging demand for professional courses and 
in-personal programs to up-skill professionals is 
driving the growth. The study analysis projects 
the market to total $109.6 billion by 2031, 
expanding at an impressive CAGR of 11.2% 
over the forecast period 2021-2031.

Rapid expansion of the corporate sector 
globally has resulted in competition among 
employees. This has bolstered the demand for 
executive education programs for acquiring new 
skillsets to tackle the dynamic challenges and 
keep up with dynamic changes in their respec-
tive fields. 

The corporate sector and schools are increas-
ingly focusing on offering flexible and online 
executive learning programs to capitalize on 
the rapidly changing working environment. For 

instance, The Wharton School offers over 45 
live online courses, programs, and asynchronous 
certifications for immediate business impact. A 
multiplicity of such developments are anticipat-
ed to propel the demand for executive education 
programs at 4% between 2020 and 2021.

According to FMI, online learning is pro-
jected to emerge as the most preferred mode of 
learning, exhibiting sales growth at a CAGR 
of 13.7% through 2031. Increasing adoption of 
online courses by employees and managers due 
to convenience is an attribute favoring the seg-
ment growth.

KEY TAKEAWAYS FROM EXECUTIVE  
EDUCATION PROGRAM MARKET STUDY

• The U.S., home to some of the world’s 
leading business schools, is estimated to account 
for more than 76.4% of the market share 
in North America through 2031.

• The U.K. is projected to emerge as one of 
the leading markets in Europe, accounting for 
over 26.2% of the total sales in the region by 
2031 end.

• Australia is anticipated to dominate the 
Oceania market, accounting for more than 52% 
of the overall regional revenue share in 2021.

• One-week to one-month duration courses 
is expected to remain highly sought-after,  
holding nearly 46.3% of the global demand 

through 2021.
• On the basis of course type, finance & 

accounting courses are forecast to hold a notable 
revenue share, accounting for over 32.8% of 
sales in 2021.

KEY DRIVERS
• Increasing adoption of cutting-edge tech-

nology and rising penetration of e-commerce 
across numerous domains are compelling 
employees in the corporate and banking sector 
to upgrade their skills, which is in turn, driving 
the market.

• Rising adoption of smartphones, growing 
internet penetration, integration of novel tech-
nologies in teaching patterns, and accessibility 
to global content are collectively facilitating the 
growth of the online learning segment. 

KEY RESTRAINTS
• Lack of self-motivation and unavailability 

of time amongst managers and senior-level exec-
utives are hampering the market growth.

• High cost of individual and private courses 
is hindering the sales of executive education 
programs across individual and private learner 
segments.

COMPETITIVE LANDSCAPE
Key players are aiming at adopting strategies 

such as new product launch, strategic collabora-
tions, agreements, and partnerships with other 
companies to expand their product portfolio for 
addressing the demand of an expanding pool of 
consumers. For instance:

• In 2019, Stephen M. Ross School of Man-
agement, an educational institute based in the 
U.S., offers Executive MBA programs in two 
locations: Los Angeles and Ann Arbor. The 
institute was ranked 5th for its executive educa-
tion by Financial Times in 2019.

• In 2020, Harvard Business 
School announced introducing online pro-
gramming, including both modules – short 
duration programs, such as Leading Difference 
for High Performance, and longer topic-focused 
programs, such as the General Management 
Program.

FMI, in its new report, offers an unbiased 
analysis of the global executive education 
program market, analyzing forecast statistics 
through 2021 and beyond. The survey reveals 
growth projections in the executive education 
program market with detailed segmentation.

Future Market Insights (FMI) is a leading  
provider of market intelligence and consulting  
services, serving clients in over 150 countries.  
Learn more at futuremarketinsights.com.

Executive Education Program Market  
Continues to Grow

The US K-12 sector spent $35.8 billion 
in 2020 on all things EdTech, including 
hardware, major software systems, digital 

curriculum resources and networks, a healthy 
increase of $7.5 billion over 2019. This spike 
was largely due to the CARES Act and essen-
tial capital spending on EdTech to enable 
remote learning, especially in institutions that 
had to scramble to issue computing devices, 
software and urgent training for teachers 
and students. One computer manufacturer 
privately shared with the Learning Counsel 
that they sold over 18 million machines into 
U.S. schools in under three months. Many 
schools and districts in the survey cited diffi-
culties getting orders filled due to the surge in 
demand. 

Hardware sales, inclusive of most network-
ing products, stood at $16.6 billion, up by $4.5 
billion over 2019. Major software systems sales 
were $6.1 billion, up by $900 million over 
2019.

Digital curriculum spend in 2020 was $13.1 
billion, an increase of $2.1 billion over 2019.  
Paper resources spend dropped by $1 billion 
to $6.9 billion in 2020 (This spend does not 
include staffing). Digital curriculum spend 
includes digital textbooks, educational Apps, 
curriculum subscription sites, digital lesson 
plans, online video subscriptions, online news 
or library subscriptions, elearning curriculum 
also known as adaptive digital curriculum, 
courses or courseware, digital testing or assess-
ment products and services, and any other dig-
ital learning content materials except major 
systems.

In 2020, the average district spent $4.4 
million on digital curriculum resources, with a 
$154.69 spend per student. Additional expen-
diture from school budgets is equivalent to 

$210,000 per school and $87.50 per student. 
Schools in the survey listed many of their dig-
ital learning resources, which commonly cost 
between $2 - $7 per student per year. 

The Learning Counsel survey also 
reviewed the straight-to-consumer digital 
curriculum spending arena, which is estimated 
at $22.8 billion, easily $9.7 billion greater 
than all schools and district spending com-
bined. LeiLani Cauthen, CEO of the Learning 
Counsel noted, “Parents went on a shopping 
spree for digital learning during quarantine, 
increasing spend on the consumer-side of 
learning resources by over $1 billion in under 
six months. Prior to the pandemic, consumer 
growth had slowed, but is now roaring ahead 
again at 25 percent, year over year.”

Other metrics from the survey – out of 
32,827 school and district participating 
respondents:

• 87 percent of schools and districts now 
issue individual students a personal computing 
device

• 58 percent expect purchase of devices  
to increase

• 25 percent expect purchase of devices  
to remain the same

• 75 percent expect purchase of digital 
curriculum to increase, up from 70% in 2019

• 13.46 percent cite achieving a 100 per-
cent full coverage model of core curriculum 
(main subjects of math, language, science, 
social studies/history) with digital resources

• 33.5 percent are considering purchase of 
eSports related equipment and software

• 31 percent are considering social  
emotional software systems

• 33 percent are considering live tutoring 
systems

• 39 percent cite that 80-100 percent of 

teachers now use digital curriculum
• 23 percent cite that 60-80 percent of 

teachers now use digital curriculum
•18 percent cite that 40-60 percent of 

teachers now use digital curriculum
• The largest portion of respondents, 39.3 

percent, cited that they have a ratio of 50 
percent free versus 50 percent paid digital 
learning resources

• The largest portion of respondents, 34.55 
percent, cited that the use of digital curricu-
lum and content comprises 50-75 percent of 
the school day

• From 2019 to 2020, the percentage of 
teachers spending 4-10 hours a week just 
searching around for digital lesson plan mate-
rials increased from 32 percent to 45 percent. 

• While zero percent of respondents 
answered that teachers were spending above 
10 hours a week just searching around for dig-
ital lesson plan materials in 2019, in 2020 it 
was 7 percent of teachers. 

• From 2019 to 2020, the percentage of 
teachers spending 4-10 hours a week building 
their own digital learning content increased 
from 22 percent to 47 percent. 

• The top type of professional develop-
ment offered for teachers was tied at 86 per-
cent of respondents citing these two types:   
1) device training and 2) digital communica-
tions (Google, Microsoft, other communica-
tions & video conferencing apps.)  Third at 
84 percent was training on teaching practice 
and academic standards. 

• An obvious weakness during the pan-
demic was the fact that most schools still rely 
on learning as  62 percent or more whole-
group oriented rather than personalized work-
flow learning, core academics screen learning, 
small group learning, supplemental screen 

learning or project-based learning. Synchro-
nous learning is still the predominant mode.   

• 28 percent of schools and districts still 
have decentralized planning for all digital 
resources, meaning the teacher does all the 
selection and sequencing of content or app for 
lessons. 

• 43 percent of schools and districts issue 
academic pacing guides in a non-automated 
way (some with minimal digital content refer-
ences), and schools and teachers do decentral-
ized lesson planning against those.

• 29 percent of schools and districts have 
centralized their plans with all digital resourc-
es and lessons by subject and by grade.  These 
are mostly the all-online schools. 

• Similar to every other year of this survey, 
in its 7th year, tight budgets were cited as the 
number one pressure point by 47 percent.  
The second highest pressure points were social 
and emotional needs of students and too much 
testing – tied at 41 percent. 

• Teacher shortages were cited as the high-
est pressure point by 25 percent. 

• Interestingly, 19 percent cited that 
“overall disequilibrium” was a major point of 
pressure. 

• Both administrators and teachers cite 
“using data to enhance teaching” as the num-
ber one way they characterize digital transfor-
mation.  Second for teachers was using inter-
active whiteboards and/or video conferencing 
technologies.  Second for administrators was 
creating reports and analytics. 

32,827 educators engaged with the survey 
online, with 1,234 completions of this most 
comprehensive survey.  

Learn more at thelearningcounsel.com.

Just How Large is the Ed-Tech Market?

A study on the executive education 
program market by FMI provides 
insights into the drivers and 
opportunities augmenting the growth 
trajectory of the market through 2031 
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Learn more at
saybrook.edu

Change systems.
Build a better world.
Doing the work
since 1971.

By MATTHEW WELLER

1. The environment can be used to focus the 
student’s attention on what needs to be learned. 

Teachers who create warm and accepting 
yet business-like atmospheres will promote 
persistent effort and favorable attitudes toward 
learning. This strategy will be successful in 
children and in adults. Interesting visual aids, 
such as booklets, posters, or practice equipment, 
motivate learners by capturing their attention 
and curiosity. 
2. Incentives motivate learning. 

Incentives include privileges and receiving 
praise from the instructor. The instructor deter-
mines an incentive that is likely to motivate 
an individual at a particular time. In a general 
learning situation, self-motivation without 
rewards will not succeed. Students must find 
satisfaction in learning based on the under-
standing that the goals are useful to them or, 
less commonly, based on the pure enjoyment of 
exploring new things. 
3. Internal motivation is longer lasting and 
more self-directive than is external motivation, 
which must be repeatedly reinforced by praise 
or concrete rewards. 

Some individuals – particularly children of 
certain ages and some adults – have little capac-
ity for internal motivation and must be guided 

and reinforced constantly. The use of incentives 
is based on the principle that learning occurs 
more effectively when the student experiences 
feelings of satisfaction. Caution should be exer-
cised in using external rewards when they are 
not absolutely necessary. Their use may be fol-
lowed by a decline in internal motivation. 
4. Learning is most effective when an individ-
ual is ready to learn, that is, when one wants 
to know something. 

Sometimes the student’s readiness to learn 
comes with time, and the instructor’s role is to 
encourage its development. If a desired change 
in behavior is urgent, the instructor may need 
to supervised directly to ensure that the desired 
behavior occurs. If a student is not ready to learn, 
he or she may not be reliable in following instruc-
tions and therefore must be supervised and have 
the instructions repeated again and again. 
5. Motivation is enhanced by the way in 
which the instructional material is organized. 

In general, the best organized material makes 
the information meaningful to the individual. 
One method of organization includes relating 
new tasks to those already known. Other ways 
to relay meaning are to determine whether the 
persons being taught understand the final out-
come desired and instruct them to compare and 
contrast ideas. 

None of the techniques will produce sus-
tained motivation unless the goals are realistic 
for the learner. The basic learning principle 
involved is that success is more predictably 
motivating than is failure. Ordinarily, people 
will choose activities of intermediate uncer-

tainty rather than those that are difficult (little 
likelihood of success) or easy (high probability 
of success). For goals of high value there is less 
tendency to choose more difficult conditions. 
Having learners assist in defining goals increases 
the probability that they will understand them 
and want to reach them. However, students 
sometimes have unrealistic notions about what 
they can accomplish. Possibly they do not under-
stand the precision with which a skill must be 
carried out or have the depth of knowledge to 
master some material. To identify realistic goals, 
instructors must be skilled in assessing a student’s 
readiness or a student’s progress toward goals. 

1. Because learning requires changed in beliefs 
and behavior, it normally produces a mild level 
of anxiety. 

This is useful in motivating the individual. 
However, severe anxiety is incapacitating. A 
high degree of stress is inherent in some educa-
tional situations. If anxiety is severe, the indi-
vidual’s perception of what is going on around 
him or her is limited. Instructors must be able 
to identify anxiety and understand its effect on 
learning. They also have a responsibility to avoid 
causing severe anxiety in learners by setting 
ambiguous of unrealistically high goals for them. 

2. It is important to help each student set 
goals and to provide informative feedback 
regarding progress toward the goals. 

Setting a goal demonstrates an intention to 
achieve and activates learning from one day to 
the next. It also directs the student’s activities 
toward the goal and offers an opportunity to 
experience success. 
3. Both affiliation and approval are strong 
motivators. 

People seek others with whom to compare 
their abilities, opinions, and emotions. Affilia-
tion can also result in direct anxiety reduction 
by the social acceptance and the mere presence 
of others. However, these motivators can also 
lead to conformity, competition, and other 
behaviors that may seem as negative. 
4. Many behaviors result from a combination 
of motives. 

It is recognized that no grand theory of 
motivation exists. However, motivation is so 
necessary for learning that strategies should be 
planned to organize a continuous and interac-
tive motivational dynamic for maximum effec-
tiveness. The general principles of motivation 
are interrelated. A single teaching action can 
use many of them simultaneously. 

Finally, it should be said that an enormous 
gap exists between knowing that learning 
must be motivated and identifying the specific 
motivational components of any particular act. 
Instructors must focus on learning patterns of 
motivation for an individual or group, with the 
realization that errors will be common.  

Matthew Weller is a freelance writer.

‘Some individuals have little capacity 
for internal motivation and must be 
guided and reinforced constantly.’

Harnessing the Principles of Motivation in Education
Basic principles of motivation exist 
that are applicable to learning in any 
education situation
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