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Wisconsin MBA
2013 Annual Employment Summary

Dear Valued Partner,

Throughout the past year, we’ve seen an increase in demand from employers for high-quality MBA talent, 
both in the U.S. and globally. We continue to prepare our students for the challenges of global business through 
our specialized model that emphasizes a strong core curriculum and deep expertise in a particular subject area. 
We are excited and proud to share our students’ success through the 2013 Annual Employment Summary. 

The Wisconsin MBA class of 2013 graduates continued the tradition of success after graduation. 
More than 90% of our students secured job offers within three months of graduation, and 89% 
accepted those opportunities.

A few highlights from the class of 2013:

• Average starting salary rose to $95,066, an increase of more than $3,400 from last year.

• Median starting salary was $97,250, which continues to be competitive nationally. According to the 
  Graduate Management Admissions Council 2013 Corporate Recruiters Survey, the median starting 
  salary for MBA graduates was $95,000 in 2013.

• Of the first-year students who sought internship opportunities 99% secured offers, which is a critical step 
  toward a full-time position.

We use this report to celebrate the success of our students and help our corporate partners recognize the 
value of the specialized Wisconsin MBA model and our commitment to a diverse student body. By focusing 
on specific functional areas, our students have a leg up when it comes to providing value to employers. 
This report will help you explore the program, its students, and how to connect with our top MBA talent.

 
Blair Sanford 
Assistant Dean, MBA Program
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The difference begins from day one. Our students are admitted directly into one of our 
10 career specializations within the Wisconsin MBA program, allowing them to develop 
deep expertise in their chosen field from the moment they set foot in the Wisconsin 
School of Business.  

Each career specialization offers students:

►► An innovative curriculum that delves into their selected functional area

►► Extensive applied-learning opportunities to prepare them with hands-on experience

►► Faculty and staff dedicated to their specific area of expertise

►► Connections to an advisory board of top executives from relevant industries who act 
as mentors and share industry insights

The result: Wisconsin MBAs graduate with superior, in-depth knowledge and the ability to 
hit the ground running. 

But that’s only part of the story. They also can call upon a breadth of knowledge provided 
by our general management core curriculum (courses in accounting, finance, marketing, 
data analysis and decision-making, communications, operations management, 
and business ethics). They develop outstanding hard and soft skills. They are known 
for being team players and for working with others to achieve results. 

By hiring a Wisconsin MBA, you will gain someone who has the skills needed for 
an early edge and possesses the strong foundation needed to grow into a leader of 
your organization.

Specializations exist  
in the following areas:  

•• Applied Security Analysis

•• Arts Administration

•• Brand and Product 
Management

•• Corporate Finance and 
Investment Banking

•• Marketing Research

•• Operations and Technology 
Management

•• Real Estate

•• Risk Management and 
Insurance

•• Strategic Human Resource 
Management

•• Supply Chain Management

The Wisconsin School of Business at the University of Wisconsin-Madison has a long tradition of 

producing leaders. For more than a century, our graduates have made a difference in business...and 

the world. Year after year, employers continue to recruit our students because they know they will be 

hiring individuals with deep expertise. That stems from the program’s unique structure. Our highly 

focused career specializations shape the entire educational experience offered to our students. 

Producing the Next 
Generation of Leaders 
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Our Commitment to You
The Wisconsin MBA Career Management Center is committed to developing lasting 
relationships with employers, assisting with recruiting services, and providing customized 
strategies to provide you with the most efficient access possible to our Wisconsin MBA 
student talent.

Our dedicated staff works hand in hand with the faculty and staff associated with each of 
the career specializations that make up the Wisconsin MBA. Together, we are able to offer 
employers unique insights into our students’ strengths and their ability to meet critical 
needs of employers.

Class of 2014 Profile Adeola Emdin-Woolery

Class of 2008

Specialization: Brand Management

Background prior to MBA: Four 
years in retail management at Lord 
& Taylor in various roles from analyst 
to planner across several different 
business lines.

Post-graduation: Brand manager of 
body wash innovation for Colgate 
Palmolive. Joined Colgate in 2008 in 
their Global Marketing Development 
Program as an assistant brand 
manager in oral pharmaceuticals 
and global mouthwash. Promoted to 
associate brand manager in power 
toothbrushes and then to brand 
manager of manual toothbrushes.

“The MBA program went a step beyond 

a typical MBA program by preparing me 

for the career I wanted. The Center for 

Brand and Product Management not 

only gave me the tools to be a successful 

brand manager, it also afforded me 

the most amazing network of industry 

leaders through its board partnerships. I 

would not be where I am today without 

the Wisconsin School of Business and 

the Center for Brand and Product 

Management. On, Wisconsin!”

Enrollment . . . . . . . . . . . . . . . . . . . . . . . . . . . .                            101
Average GMAT . . . . . . . . . . . . . . . . . . . . . . . . .                        676
Average Years of Professional Experience. . . 4.97
Average Age  . . . . . . . . . . . . . . . . . . . . . . . . . . .                           28
Women . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              33%
Minority . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              14%
International  . . . . . . . . . . . . . . . . . . . . . . . . .                          14%  

Undergraduate Majors
Business  . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             47%
Engineering/Science . . . . . . . . . . . . . . . . . . .                    17%
Social Science . . . . . . . . . . . . . . . . . . . . . . . .                         19%
Humanities  . . . . . . . . . . . . . . . . . . . . . . . . . .                           15%

Region		
Mid-Atlantic . . . . . . . . . . . . . . . . . . . . . . . . . . .                            7%
Midwest . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              57%
Northeast . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              2%
South . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 6%
Southwest . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             4%
West . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  9%

Asia  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 14%
Eastern/Central Europe and Central Asia . . . . . 1%

Enrollment . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             94
Average GMAT . . . . . . . . . . . . . . . . . . . . . . . . .                        675
Average Years of Professional Experience. . . 5.17
Average Age  . . . . . . . . . . . . . . . . . . . . . . . . . . .                           29
Women . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              31%
Minority . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              22%
International  . . . . . . . . . . . . . . . . . . . . . . . . .                          24%  

Undergraduate Majors
Business  . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             32%
Engineering/Science . . . . . . . . . . . . . . . . . . .                    23%
Social Science . . . . . . . . . . . . . . . . . . . . . . . .                         28%
Humanities  . . . . . . . . . . . . . . . . . . . . . . . . . .                           17%

Region		
Mid-Atlantic . . . . . . . . . . . . . . . . . . . . . . . . . .                           11%
Midwest . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              34%
Northeast . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             12%
South . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 3%
Southwest . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             5%
West . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  1%
U.S. Possessions and Territories	���������������������� 9%

Asia  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 19%
West Europe  . . . . . . . . . . . . . . . . . . . . . . . . . .                           1%
South America . . . . . . . . . . . . . . . . . . . . . . . . .                          1%
Canada  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                               1%
Africa . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 2%

Class of 2015 Profile
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Base Salary
Average . . . . . . . . . . . . . . . . . . . . . . . . .                          $95,066
Median  . . . . . . . . . . . . . . . . . . . . . . . . .                          $97,250
Minimum . . . . . . . . . . . . . . . . . . . . . . . .                         $45,000
Maximum  . . . . . . . . . . . . . . . . . . . . . .                       $135,000

Percentage Receiving
<$70,000 . . . . . . . . . . . . . . . . . . . . . . . . . . .                            6%
$70,000-$79,999 . . . . . . . . . . . . . . . . . . . . .                      9%
$80,000-$89,999 . . . . . . . . . . . . . . . . . . . .                     13%
$90,000-$99,999 . . . . . . . . . . . . . . . . . . . .                     26%
$100,000+ . . . . . . . . . . . . . . . . . . . . . . . . .                          47%

Signing Bonus	

Average . . . . . . . . . . . . . . . . . . . . . . . . .                          $18,830
Median  . . . . . . . . . . . . . . . . . . . . . . . . .                          $20,000
Minimum . . . . . . . . . . . . . . . . . . . . . . . . .                          $1,000
Maximum  . . . . . . . . . . . . . . . . . . . . . . .                        $60,000
% Receiving  . . . . . . . . . . . . . . . . . . . . . . . .                         76%

Percentage Receiving	
<$10,000 . . . . . . . . . . . . . . . . . . . . . . . . . .                           28%
$10,000-$19,999 . . . . . . . . . . . . . . . . . . . .                     18%
$20,000-$29,999 . . . . . . . . . . . . . . . . . . . .                     34%
$30,000+ . . . . . . . . . . . . . . . . . . . . . . . . . .                           21%

Internship Salary Information	
Average Monthly Salary . . . . . . . . . . . . . .               $5,364 
Median Monthly Salary . . . . . . . . . . . . . .               $6,067 
% Receiving Other Compensation . . . . . . . 54%
Average Other Compensation 	���������������� $3,345
Median Other Compensation	������������������ $3,174

Salary and Placement Data

Students Accepted Jobs or Internships in the Blue States Below

Timing of Full-Time Acceptances
Received offer within three months of graduation  . . . . . . . . . . . . . . . . . . . .                    91% 
Accepted offer within three months of graduation  . . . . . . . . . . . . . . . . . . . .                    89% 
Received offer prior to or upon graduation  . . . . . . . . . . . . . . . . . . . . . . . . . .                          76% 
Accepted offer prior to or upon graduation . . . . . . . . . . . . . . . . . . . . . . . . . .                          75% 

Timing of Internship Acceptances (cumulative)

During first semester	��������������������������������������������������������������������������������������� 24%
Before spring break	����������������������������������������������������������������������������������������� 69%
By the end of spring semester	����������������������������������������������������������������������� 99%
During summer	����������������������������������������������������������������������������������������������� 99%

Overall Salary/Offer Data
Historic Average Base Salary (by class year)

$82,666 $83,484
$91,229 $91,625

2009

2010

2011

2012
Year Placement 

Percentage
Average 

Base Salary
Class of 2009 82.5% $82,666

Class of 2010 87.4% $83,484

Class of 2011 91.1% $91,229

Class of 2012 

Class of 2013

85.8%   

89%

$91,625 

$95,066



Specialization
Average 

Base Salary
Median Base 

Salary
Minimum Base 

Salary
Maximum 

Base Salary

Average  
Signing  
Bonus

Average Other 
Compensation

Average 
Internship 

Salary  
(class of 2014)

Applied Security Analysis Program (ASAP)  $91,750  $95,000  $75,000  $115,000  $15,625  $67,250  $4,022

Arts Administration  $78,333  $60,000  $45,000  $130,000  $4,250  $2,100  $2,153

Brand and Product Management  $100,042  $100,000  $85,000  $125,000  $25,765  $11,923  $6,311 

Corporate Finance and Investment Banking  $109,400  $106,000  $96,000  $135,000  $26,667  $8,000  $5,530

Marketing Research  $94,273  $95,000  $70,000  $108,000  $18,291  $8,100  $6,761 

Operations and Technology Management  $106,429  $105,000  $85,000  $135,000  $26,500  $14,100  $6,144 

Real Estate

Risk Management and Insurance†

 $80,571

$112,250

 $80,000

$112,250

 $60,000 

$97,500

 $95,000

$127,000

 $7,000

$10,000

 $17,200

$12,313

 $3,234 

$7,193

Strategic Human Resource Management  $83,132  $85,000  $73,658  $93,000  $11,400  $6,550  $5,599 

Supply Chain Management  $88,500  $94,000  $50,000  $108,000  $11,353  $9,853  $5,822 

Overall  $95,066  $97,250  $45,000  $135,000  $18,830  $14,377  $5,364 
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Salary and Placement Data

Internship Placement by Region

Class of 2013 Placement by Specialization

	 * Final salary data reported to MBA Career Services by September 30, 2013. Data gathered in accordance with MBA Career Services Council Standards.	

	 † Data is drawn from a 3-year combined report

“How could we go wrong in recruiting at an organization that is 
tied with Harvard Business School for producing the most CEOs?”

-Best Buy

Job Placement by Region

Midwest

Midwest

Northeast West
55%

60%

14%

Northeast
9%

13%

West
13%

South
2%

Southwest
15%

Southwest
11%

Mid-Atlantic
1%

Mid-Atlantic
1%

Outside U.S.
2%

South
3%
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Other Guaranteed Compensation		
Percentage receiving	�������������������������������������������������������������������������������������������������������������36%
Average amount 	�������������������������������������������������������������������������������������������������������������$14,377
Median amount	���������������������������������������������������������������������������������������������������������������$10,000
 
Source of other guaranteed compensation:
Performance bonus 	�������������������������������������������������������������������������������������������������������������49%
Relocation allowance 	�����������������������������������������������������������������������������������������������������������34%    

			 

Average Base Salary by Years of Pre-MBA Work Experience
One year or less 	�������������������������������������������������������������������������������������������������������������$80,000
1-3 years	�������������������������������������������������������������������������������������������������������������������������$97,811
3-5 years	�������������������������������������������������������������������������������������������������������������������������$94,184
5-7 years	�������������������������������������������������������������������������������������������������������������������������$94,632
More than 7 years	�����������������������������������������������������������������������������������������������������������$97,250

Average Base Salary by Undergraduate Degree
Business 	�������������������������������������������������������������������������������������������������������������������������$94,856
Technical 	�������������������������������������������������������������������������������������������������������������������������$92,833
Other	�������������������������������������������������������������������������������������������������������������������������������$96,093

Additional Salary Breakdown

Demonstrating a Commitment 
to Diversity

A guiding principle at the University of 
Wisconsin-Madison is our commitment to 
diversity. We believe in the value of 
working with and learning from those 
whose backgrounds and views differ from 
our own. At the Wisconsin School of 
Business, we believe the participation of 
individuals from all walks of life enhance 
our learning and interactions. We believe 
our commitment to diversity is a valuable 
advantage to all who work and learn here.

Our goal at the Wisconsin School of 
Business is to diversify all program areas 
through recruitment and retention of 
students, faculty, and staff of varied 
experience, beliefs, and upbringing. Such 
diversity not only makes for an enriching 
experience both in and out of the 
classroom, but also encourages the 
creation of a befitting culture reflective of 
the world at large. Furthermore, it prepares 
our students to work in a global world with 
a very diverse workforce.

The school is a founding member of the 
Consortium for Graduate Studies in 
Management, a program that connects 
universities and corporations to reduce the 
underrepresentation of African Americans, 
Native Americans, and Hispanic Americans 
in education and business. 

In addition, the Wisconsin School of 
Business has a diversity advisory board 
that helps guide the development and 
implementation of strategies to attract a 
diverse student body, retain top talent, 
and promote an inclusive environment 
within the school.

“The depth of quality students at Wisconsin continues to increase 
every year and makes our decisions on candidate selection more 
difficult. I wish we could hire them all!”

-General Mills

“Wisconsin’s commitment to 
diversity is something we value and 
a key reason that we continue to 
recruit at Wisconsin.”

-Procter & Gamble



Company                                           Full time          Intern               Total
DISH Network	 5	 3	   8
Procter & Gamble	 4	 4	   8
State of Wisconsin Investment Board	 0	 8	   8
General Mills	 4	 3	   7
Kimberly-Clark Corporation	 3	 4	   7
Cisco Systems, Inc.	 2	 3	   5
3M	 2	 2	   4
Johnson & Johnson	 2	 2	   4
SC Johnson	 2	 2	   4
Starbucks Corporation	 1	 3	   4
Intuit	 1	 2	   3
Johnson Controls	 2	 1	   3
Nestlé USA	 1	 2	   3
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Top Employers

Tips for Recruiting Success
For successful recruiting, many organizations take advantage of the following tips:

►► Engage alumni even if they’re not an MBA graduate. Including alumni from the 
University of Wisconsin-Madison in the recruiting process helps build an instant 
connection.

►► Communicate clearly and regularly. Once you initiate contact with students (on 
campus, phone, or onsite), maintain regular communication, including anticipated 
decision timelines and status of the candidate.

►► Build from your internship. Many of our students return from their internships with 
job offers, and some students never interview during their second year. If you don’t 
currently have an internship program, consider creating one to make sure you have 
access to all possible talent.

►► Participate in school activities. Each of our centers coordinates applied learning 
sessions, maintains an advisory board, and otherwise seeks to connect students with 
industry leaders. Seek out opportunities related to the students you are recruiting to 
build your visibility.

►► Be fair with your offer. The information in this report can help you make sure you 
are competitive with your offer. Please also respect our students by adhering to the 
job and internship offer guidelines set out by the MBA Career Management Center in 
terms of the time given to students to consider offers.

Ross Bogenschneider 

Class of 2010

Specialization: Corporate Finance 

and Investment Banking

Background prior to MBA: Two 
years as treasury associate with 
Marshall and Ilsley Corporation

Currently: Finance manager at 
Johnson Controls

“The finance specialization at Wisconsin 

allowed me to work with companies on 

real projects; I was able to apply what 

I learned in the classroom daily, which 

made the finance specialization unique 

and extremely appealing to me.”
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Applied Security Analysis
American Century Investments
Barclays Capital
BlackRock
Citigroup
Columbia Management
Columbia Wanger Asset Management
Fidelity Investments
Furey Research Partners
Heartland Advisors
Invesco AIM
Los Angeles Capital Management
Manning & Napier Advisors
Northwestern Mutual
Probys
Robert W. Baird
Scout Investments
State of Wisconsin Investment Board
T Rowe Price
Thornburg Investment Management
UBS
Voyageur Asset Management
Waddell & Reed Investment Management
Wellington Management

Arts Administration
AMS Planning & Research
AT&T Performing Arts Center
Bravo! Vail Valley Music Festival
Chicago Humanities Festival
Deloitte Consulting
Influencer Institute
John F. Kennedy Center for the Performing 

Arts
League of American Orchestras
Milwaukee Public Museum
Minnesota Philanthropy Partners
National Center for Media Engagement
National Endowment for the Arts
New York Foundation for the Arts
Nonprofit Financial Fund
Overture Center for the Arts
Saint Paul Chamber Orchestra
Santa Fe Opera
Seattle Opera
The Guthrie Theatre
The Johnson Foundation at Wingspread
University of Wisconsin 
University of Wisconsin Foundation
Whitney Museum

Brand and Product Management
3M
Abbott Laboratories
American Express
Anheuser-Busch
Boston Scientific
Broan-NuTone
Campbell's Soup Company
Clorox
Colgate-Palmolive
ConAgra Foods
Dish Network
General Electric
General Mills
Hewlett-Packard
Intuit
Johnson & Johnson
Kimberly-Clark
Kraft Foods
Lands' End
MillerCoors
Nestle
Nestle Purina Pet Care Company
Procter & Gamble
SC Johnson
Sears Holding Corporation
Sony Electronics
Target Corporation
Unilever
WhiteWave Foods

Corporate Finance and Investment 
Banking
3M
Accenture
Amazon
Antares International
AT&T
Best Buy
Briggs & Stratton
Dell
Dish Network
Ecolab
Ernst & Young
Forsythe Technology
General Mills
GPS
Hewlett-Packard
IBM
Johnson Controls, Inc.
JP Morgan
Lands' End
Liberty Mutual
Medtronic
Northwestern Mutual
Procter & Gamble
Robert W. Baird
SC Johnson
Starbucks
State of Wisconsin Investment Board
Supervalu
Target
Trek Bicycles
UBS
United Continental Holdings
Western Reserve Partners
Xolve

Marketing Research
Beam Inc.
Boston Scientific
Burke
Clorox
Colgate-Palmolive
CUNA Mutual Group
CVS Caremark
General Mills
Johnson & Johnson
Kimberly-Clark
Kraft Foods
McKinsey
Mike's Hard Lemonade
MillerCoors
Murphy Research
Nestlé USA
PepsiCo
Procter & Gamble
Takeda Pharmaceuticals
Target Corporation
The Nielsen Company
The Wm. Wrigley Jr. Company
Walmart

Recruiting Partners by Specialization 
Our recruiting success relies on the support from our corporate partners, who have recognized 
Wisconsin talent. Below you will find a select list of companies who have hired or recruited our 
students for various roles within their organizations.
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Operations and Technology 
Management
Asthmapolis
AT&T
Best Buy
Boston Scientific
Castop Matrix Co.
Celerant Consulting
Deloitte Consulting
Direct Supply
Dish Network
ECG Management Consultants
Ecolab
Ernst & Young
GE Healthcare
W. W. Grainger, Inc.
Harley-Davidson
Intuit
Johnson & Johnson
Johnson Controls
Joy Global
Lands' End
Lenovo
Los Alamos National Laboratory
Medtronic
Nordic Consulting Partners
Oracle
PricewaterhouseCoopers
Rockwell Automation
SC Johnson
Sears Holding Corporation
Shure, Inc.
Stoughton Trailers
Target

Real Estate
Allianz Real Estate of America
Bentall Kennedy
CB Richard Ellis
Credit Suisse
Crow Holdings Capital Partners 
Goldman, Sachs & Co.
Greco Properties
Grubb Properties
Hammes Company
Health Care REIT
Hines Interests
Holliday Fenoglio Fowler, L.P.
Jones Lang LaSalle
Lancaster Pollard
Lorenge S/A
MB Real Estate
MetLife

MSP Real Estate
NAREIM
Northwestern Mutual
Pearlmark Real Estate Capital  

Partners
Prudential
Rushmore Properties
Shaddock Caldwell Builders & 

Development
Simon Property Group
Spirit Realty
Starbucks
The John Buck Company
Tishman Speyer
US Bank
USAA Real Estate Company
Wakestorm Capital
Wangard Partners
Weber Holdings
Wells Fargo
Wisconsin Housing & Economic 

Development Authority
WRK, LLC

Risk Management and 
Insurance
Aon plc
American Family Insurance
CUNA Mutual Group
Deloitte Consulting
Liberty Mutual Group
Marsh, Inc.
Munich Re
Northwestern Mutual
Piper Jaffray & Co.
Swiss Re
Towers Watson
United Airlines
Zurich Insurance Co.

Strategic Human Resource 
Management 
3M
Bank of America
Chevron Corporation
Cisco Systems
CUNA
Eli Lilly
ExxonMobil
General Electric
General Mills
IBM
Johnson & Johnson
MIK Fund Solutions
QBE Insurance Group

Supply Chain Management
3M
American Eagle
Boston Scientific
Chevron
Chrysler Group
Cisco
DDN Doman
Delta Airlines
DISH Network
Dover Corporation
E&J Gallo Winery
Eaton Corp.
Ecolab
Emerson
Evosys
Gas Station TV
GE Healthcare
W. W. Grainger, Inc.
Intel Corporation
Johnson Controls
Lands' End
Logitech
Malt-O-Meal
Manitou Americas
Maxim Integrated Products
Medtronic
Oclaro
Oshkosh Corporation
Pack-Ryt
Raytheon
Rexnord Industries
Sears Holdings
Shure, Inc.
Sigma-Aldrich
Spectrum Brands
Starbucks
Syngenta
Target Corporation
US Cellular
Volkswagen

Business Badger Learning 
Outcomes: KDBIN

Knowing. Doing. Being. Inspiring. 
Networking. KDBIN (pronounced 
“KayDeeBin”) is a framework that the 
Wisconsin School of Business has 
implemented to help define learning 
objectives for all business students. 
Knowing, doing, and being are not new 
concepts; they are often used in leadership 
development programs, including those in 
the U.S. military. Knowing refers to gaining 
and retaining knowledge; doing is 
developing skills through applied learning; 
and being refers to developing and 
strengthening character. As a school within 
a large research institution, the Wisconsin 
School of Business has a rich tradition of 
providing these skills to its students.  

The school has built upon the foundation 
of knowing, doing, and being to further 
differentiate its students through inspiring 
and networking. Inspiring refers to efforts 
by faculty, alumni, and industry leaders to 
motivate students to choose a profession 
they are passionate about. Lastly, the 
school has created more networking 
opportunities for students to build 
professional relationships prior to 
graduation. 

These five learning objectives ensure our 
students are well-rounded, passionate, and 
ambitious individuals who will make an 
immediate impact wherever they choose 
to go after graduation. 

For more information on KDBIN, visit 
futures.bus.wisc.edu.
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Jara Kern

Class of 2008

Specialization: Arts Administration

Background prior to MBA: 
Professional flutist in New York, 
manager of education and 
outreach, Chamber Music Society 
of Lincoln Center in New York

Currently/Post-MBA: 
Director of marketing and 
communications for the 
Chicago Humanities Festival

"The skills I gained in the Wisconsin 

MBA program prepared me to make 

solid strategic choices and decisions for 

my organization, increasing our earned 

revenue and expanding our audience 

in the four years I've been here. The 

blend of business fundamentals and arts 

administration perspective has made me 

adept at communicating those changes 

at all levels of the organization, from 

patrons to the board."

Internship Placement by Function
% Accepts

Mean
Monthly Salary

Consulting 4% $4,407

Finance/Accounting 35% $4,697

General Management 6% $4,692

Human Resources 6% $5,599

Marketing/Sales 34% $6,205

Operations/Logistics 13% $5,696

Other 1% $2,600

Grand Total $5,364

Internship Placement by Industry
% Accepts

Mean
Monthly Salary

Consulting 1% $9,620

Consumer Products 34% $6,372

Financial Services 20% $4,420

Manufacturing 6% $5,752

Media/Entertainment 5% $4,983

Non-Profit 5% $2,265

Other 4% $5,298

Petroleum/Energy 1% $3,466

Pharma/Biotech/Healthcare 2% $6,500

Real Estate

Technology

Grand Total

10%

12%

$3,776

$6,079

$5,364

Job Placement by Function

Job Placement by Industry % Accepts Mean Salary

Consulting 3% $133,333

Consumer Products 35% $95,452

Financial Services 16% $94,250

Manufacturing 16% $92,068

Media/Entertainment 6% $100,00

Non-Profit 2% $52,000

Petrolum/Energy 2% $82,000

Pharma/Biotech/Healthcare 8% $102,000

Real Estate 6% $77,800

Technology

Grand Total

6% $99,700

$95,066

% Accepts Mean Salary

Consulting 4% $131,750

Finance/Accounting 32% $94,672

General Management 4% $101,250

Human Resources 6% $83,132

Marketing/Sales 37% $94,176

MIS 2% $93,000

Operations/Logistics 14% $89,923

Grand Total $95,066



									         bus.wisc.edu/mba/employers n 13

The Wisconsin MBA Career Management Center coordinates the recruitment activities 
for MBA students at the Wisconsin School of Business. Among the services we provide 
to employers are:

►► On-Campus Recruiting—Companies who visit campus to interview are able to 
raise the visibility of their organization while demonstrating a commitment to hiring. 
On-campus recruiting usually takes place in the fall for full-time opportunities, and 
throughout the year for internships, depending on the specialization timelines.

►► Information Sessions—Company presentations can take many forms, depending 
upon the time of year, target audience, and nature of the organization. Many 
information sessions take place right in Grainger Hall, home of the Wisconsin MBA, but 
recommendations of local restaurants can be shared upon request. Regardless of the 
location, the Wisconsin MBA Career Management Center staff can work closely with your 
organization to help devise the most appropriate location, format, publicity, and budget 
to make you stand out. 

►► Phone Screening Rooms—Since travel budgets are shrinking, we offer rooms that 
employers can use for phone screening potential candidates. Interview schedules can 
be coordinated through the Wisconsin MBA Career Management Center, or you can 
connect directly with a student, knowing that they have access to rooms for phone 
screening interviews. 

►► Video Conferencing Capabilities—An alternative to phone screening interviews is 
video conferencing. Contact the Wisconsin MBA Career Management Center staff to 
coordinate the needed technology.  

►► Job Postings—We are always happy to disseminate job postings to students via 
eRecruiting, our online recruiting system. Postings are free, and given the close 
relationships between staff and students, all postings receive considerable visibility. Job 
postings are a great way to increase the exposure of your organization to Wisconsin 
MBA students. 

►► Résumé Books—The Wisconsin MBA Career Management Center can fulfill requests 
for résumé books within 24 hours, often significantly quicker. Résumé books can include 
entire classes, or can target specializations or other specific needs. For more information, 
including the résumé book request link, visit our website at bus.wisc.edu/mbacs. 

►► Company Visits—Each year, various specializations, student organizations, and other 
student groups coordinate company- or geographic-based trips. The Wisconsin MBA 
program also sponsors international trips based on student interest. Companies can 
volunteer to host groups of student. Often visits take the form of an organizational 
overview, case study, company tour, and/or networking reception. For up-to-date lists of 
opportunities, contact the Wisconsin MBA Career Management Center.

Cyrille Labourel

Class of 2008

Specialization: Brand and Product 
Management

Background prior to MBA: Three 
years marketing financial and 
insurance products in France. Also, 
founded an Internet startup later 
sold to a European Fortune 500 
company.

Post-graduation: Associate brand 
manager at Johnson & Johnson 
(2008), promoted to brand 
manager (2010). Lead the 
marketing of skincare brands 
including AVEENO®, AMBI®, and 
SHOWER TO SHOWER®.

“I chose the Wisconsin School of Business 

for my MBA because of its unique 

specialized programs. I knew I wanted 

to go into brand management and the 

specialized curriculum enabled me to 

deepen my marketing expertise in key 

areas and have direct access to the 

leaders of top CPG companies. I believe 

this made a tremendous difference in the 

start of my brand management career 

and helped me to succeed as I was 

one of the first of my class at J&J to be 

promoted.”

“The Wisconsin School of Business offers a focused curriculum that 
allows students to develop the breadth and depth of skills we value 
when identifying talent to join our organization.”

-Kimberly-Clark

How can we help you?
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Blair Sanford 
Assistant Dean, MBA Program 

bsanford@bus.wisc.edu 

608-262-9817

Contact Blair to learn more about MBA 
talent, developing a partnership, and 
building your brand. 
 

Meet the MBA Career Management Center Team

Ilsa Valdez  
Special Project Assistant

ivaldez@bus.wisc.edu 

608-265-5081

Contact Ilsa to request résumé bundles or to 
ask questions related to on-campus recruiting.

Joe Protopapa 
Director, MBA Career Management Center

jprotopapa@bus.wisc.edu 

608-265-5102	

Contact Joe to learn about recruiting MBA 
talent through job postings, information 
sessions, and on-campus recruiting.

Specialization				    Contact			   Phone		  Email

Applied Security Analysis Program (ASAP)		 Brian Hellmer		  608-262-9030	 bhellmer@bus.wisc.edu
Arts Administration				    Sherry Wagner-Henry	 608-263-4160	 swh@bus.wisc.edu
Brand and Product Management		  Mike Judge		  608-265-2997	 mjudge@bus.wisc.edu
Corporate Finance and Investment Banking	 Cindie Adams		  608-265-3996	 cadams@bus.wisc.edu
Marketing Research				    Kristin Branch		  608-262-9116	 kbranch@bus.wisc.edu
Operations and Technology Management		 Nicole Truog		  608-262-0975	 ntruog@bus.wisc.edu
Real Estate				    Sharon McCabe		  608-263-2045	 smccabe@bus.wisc.edu
Risk Management and Insurance		  Joan Schmit		  608-262-4240	 jschmit@bus.wisc.edu
Strategic Human Resource Management		  Chip Hunter		  608-262-4686	 lhunter@bus.wisc.edu
Supply Chain Management			   Verda Blythe		  608-262-1941	 vblythe@bus.wisc.edu

Wisconsin MBA Specialization Contacts

Gina Jenkins 
MBA Career Development Coach

gjenkins@bus.wisc.edu 

608-265-2353

Contact Gina to learn about student 
preparation activities (mock interviews, 
résumé reviews, employer panels) 
and how to prepare students.
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Learn More 
We welcome your calls and emails and will do our best to work with you to make your 
recruiting efforts at the Wisconsin School of Business a success. For your convenience, 
detailed, up-to-date information of interest to recruiters is posted on our website. 

Information includes, but is not limited to: 

•• On-campus recruiting

•• Information sessions 

•• Directions/maps

•• Accommodations

•• Job postings

•• Recruiting calendar	

bus.wisc.edu/mba/employers
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