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Abstract

This paper applies to management students whéteis learned by management
students and the setting is management educatiproasled at the undergraduate
level in UK Higher Education. Market segmentatpyovides a framing device

within which the primary theme becomes one of idging, describing and
measuring market segments amongst management ituddre paper is therefore
strongly connected with the ‘access’ debate bugddhkis debate further by drawing a
distinction betweeraccesdo undergraduate management courses in GB and
participationin that provision.

The latter half of the paper is data-driven andsuess are reported of the current
geodemographic profiles of existing managementestisdso the paper might belong
to what has been termed tieguality empiricist’'school within the access debate. A
broader context is that the paper constitutes ditunzd research which is concerned
with who participates in management education and as wédlsaies of social justice.
This has implications for recruitment and thendood practice in learning and
teaching which are all contingent on the curremnt ldcely market segments amongst
management students either across the system anyasne university.

The paper concludes by noting the centrality offtifitling to questions of access and
participation. Various changes are likely and ¢hesuld have a significant impact on
the market segments for management education.



