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from the editors
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Two-Way Disruption
AT ONE TIME, Amazon’s meteoric rise to online shopping 
dominance seemed to be the death knell of brick-and-mortar 
sellers. And it’s true, to a significant extent: One by one, many 
traditional retailers have ceased to exist. But there are notable 
exceptions. For instance, while other brick-and-mortar book-
stores were doubling down on their existing retail strategies, 
Barnes & Noble revamped its inventory and built up its online 
presence. Its leaders leaned into, not away from, Amazon’s 
disruption of their industry. And that’s very likely the reason 
why it’s the last of its kind left standing.

Now Amazon is experiencing growing pains of its own.  
In April, CEO Jeff Bezos admitted in a letter to shareholders 
that 90 percent of retail sales in the U.S. still happen in brick-
and-mortar stores. In response, Amazon has opened ten  
Amazon Go physical store locations and acquired the Whole 
Foods grocery store chain. 

We’re seeing other indicators that the all-digital world that 
once seemed inevitable is not yet a done deal. Look at new-econ-
omy company Airbnb, whose home-sharing model has shaken 
up the hotel industry. In May, the company announced its part-
nership with a New York City real estate developer to convert 
ten floors of Rockefeller Center into luxury apartments, as a way 
to offer travelers a more hotel-like experience. Meanwhile, tradi-
tional hotel chain Marriott now has an inventory of 2,000 homes 
to attract customers who prefer more homelike lodging.

What’s going on? In a sense, the  
disruption cycle is coming full circle,  
as old and new organizations adopt each 
other’s strategies to remake their busi-
ness models. And this trend—referred  
to as “convergence”—promises to  
remake entire industries. 

That includes business education. 
What does convergence look like for 
business schools? How can old and  
new business schools stay nimble, be 
adaptable, and thrive over time? How 
can they evolve together? When we 
asked these questions of academic  
leaders, they had a common response—
by being open to change. 

In “Young and Nimble,” for example, 
Marat Atnashev, dean of the 13-year-
old Moscow School of Management 
Skolkovo, views young b-schools as 
“change agents setting new standards  
of doing business.” And for the two- 
centuries-old ESCP Europe, featured  
in “Established & Evolving,” staying 
nimble depends on maintaining a  
spirit of “constructive dissatisfaction,” 
stresses dean Frank Bournois.  
“We never believe that we have  
achieved perfection.”

Welcome new ideas. Embrace 
change. Never stop growing and  
improving. These strategies are all 
imperative for business schools—and 
businesses—that want to continue to 
thrive for 50, 100, or 200 years or more. 
To remain nimble and evolving, schools 
must be ready and willing to disrupt  
and be disrupted—to welcome the new 
even as they honor the old. They need 
only examine the long history of busi-
ness for examples of what happens to 
organizations that don’t.

Tricia Bisoux
Co-Editor
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A DUAL IDENTITY
The Moscow School of Management Skolkovo is 
globally focused and locally grounded. 

In 2006, a group of Russian and interna-
tional businessmen founded the Mos-
cow School of Management Skolkovo 
with the goal of creating a world-class 
institution that was both globally fo-
cused and grounded in the realities of a 
developing economy. That dual identity 
continues to shape the school today. 

“The founding partners laid down 
four values for the school that define 
our identity and stay relevant now—
openness to the world, entrepreneur-
ial leadership, lifelong learning, and 
partnership,” says the school’s dean, 
Marat Atnashev. With those precepts 
in mind, the school strives to educate 
transformational leaders for the region, 
connect Russia with the world, make an 
impact on business and society, and of-
fer lifelong learning opportunities with a 
strong experiential focus. 

Soon after Skolkovo’s founding, 
administrators took steps to ensure 

the outside world would take the new 
school seriously. Not only did they  
pursue international accreditation  
and enter the MBA program rankings, 
they invested heavily in the school’s 
physical infrastructure. 

“Back in 2006, there were no modern 
university buildings in Russia,” Atna-
shev explains. To design its new facil-
ities, Skolkovo commissioned British 
architect David Adjaye, whose auda-
cious plan was inspired by avant-garde 
Russian artist Kazimir Malevich. The 
Calvert Journal , which covers culture 
and innovation in Eastern Europe, the 
Balkans, Russia, and Central Asia, has 
called the building “reflective of both the 
rebellious nature of Russian art and the 
innovation agenda of Skolkovo.”

Even so, administrators understand 
that the outside world will view the 
school as a very young institution from 
a developing nation. They know that 

they must both lean into and shape 
that perception. “Russia’s image in the 
world often influences attitudes toward 
us,” says Atnashev. “This encourages 
us to pay more heed to our own rep-
utation and to understand that the 
global academic community often sees 
us as a representative of the country.” 
Skolkovo’s leaders know they bear 
responsibility for creating a “holistic 
and constructive” image of the coun-
try—and their school. 

FOCUS ON FACULTY
One of Skolkovo’s most important tasks 
has been to develop a faculty model that 
suits its youthful age and the realities of 
the country’s emerging economy. Formal 
tenure-track contracts don’t exist in 
Russia; in addition, Russian legislation 
demands that the qualifications of all 
international appointees be regularly 
reviewed—and sometimes re-defended 
by the applicants. 

“We have adapted to this restric-
tion by offering a variety of long-term 
contracts to international faculty. Some 
might be for three to five years, others 
might be open-ended,” says Atnashev. “In 
addition, we are building a partnership 
with Hong Kong University of Science 
and Technology, which facilitates a joint 
appointment model of international fac-
ulty with strong academic backgrounds.”

Currently, Skolkovo has 36 core 
faculty employed on a permanent basis, 
42 part-time adjuncts, 44 visiting pro-
fessors, and 40 teaching and research 
assistants on short-term contracts. The 
biggest advantages to this faculty model 
are flexibility and breadth of offerings, 
notes Atnashev. “But the weaknesses  
include the need for additional align-
ment among the program faculty and  
the difficulty of planning teaching  
assignments, since visiting faculty have 
to balance the teaching commitments 
they have to Skolkovo with those they 
have to their own institutions.”

To make sure faculty teaching aligns 
with the school’s vision, Skolkovo 
provides extensive academic oversight 

Moscow School of Management 
Skolkovo’s building was designed 
by British architect David Adjaye.

PHOTO COURTESY OF THE MOSCOW SCHOOL OF MANAGEMENT SKOLKOVO
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can promote collaborations between 
practitioners and faculty and develop 
new educational offerings on the most 
current topics. To ensure those offerings 
continue to deliver value to students, 
Skolkovo follows four distinct strategies: 

It adapts to market changes. Such 
changes can be particularly dramat-
ic in emerging economies. As one 

example, at the time that Skolkovo was 
founded, many business leaders hoped 
to see more privatization and increasing 
competitiveness for Russian companies. 
Instead, the country became dominated 
by large state corporations, while inter-
national business barriers were created 
by sanctions and import substitutions, 
which favor domestic products over  
foreign ones. In response, Skolkovo 
diversified its program portfolio—for  
instance, adding classes about expand-
ing into the public sector—to continue  
to fulfill its mission. 

It emphasizes international 
content. Skolkovo maintains 
strong relationships with 

schools such as Hong Kong Universi-
ty of Science and Technology, IMD in 
Switzerland, and ESMT in Germany, 
particularly through joint programs 
and international modules. Recent-
ly, Skolkovo and HKUST launched a 
dual-degree EMBA program for Eur-
asia, while Skolkovo and IMD created 
a program called Leadership Identity 
Foundation and Transformation. The 
school also welcomed more than 300 
participants from Chinese business 
schools for its “Understanding Russia” 
training programs. 

Such international exchanges are 
critical to students’ understanding of 
business, says Atnashev. “Any product 
on the market is in competition with 
goods from Asia, Europe, and America, 
so it is a dead end for both businesses 
and academic institutions to limit their 
vision to a single country. Our task is to 
help students understand what is hap-
pening in the world and to show them 

that there are far more opportunities 
than they are exposed to in the day-to-
day business routine.” 

It integrates experiential learn-
ing into the classroom. Most 
courses include simulations, 

coaching, online elements, and real-life 
project work. For instance, the cap-
stone project of the MBA is a consulting 
module delivered in partnership with 
McKinsey, and the final leadership 
module takes place under extreme 
mountaineering conditions at Kam-
chatka Peninsula on Russia’s east coast. 
Says Atnashev, “Students have to ascend 
Vilyuchinsky Pass, set up camp, spend 
the night in the snow, and descend.” Af-
terward, they reflect on the experience 
and all the changes that have occurred 
during the course of their MBA studies.

It provides opportunities for 
in-depth analysis. For some 
courses, particularly those 

delivered to executives and government 
workers, the school uses an educational 
approach it calls “the Skolkovo project 
method,” which consists of situation 
analysis, problem definition, goal setting, 
modeling, and organization design. This 
approach is particularly useful when 
executive education students work on 
consulting projects brought by govern-
mental agencies and private or public or-
ganizations undergoing transformation. 
“Managers analyze the existing problem, 
consider the relevant experience, build 
development strategies with experts 
and moderators, and then defend their 
projects,” says Atnashev.  

The school has also partnered with 
the government on large-scale projects 
with far-reaching potential. (See “Build-
ing Communities” on page 21.)

A SUSTAINABLE FUTURE
Can more established schools learn from 
younger ones like Skolkovo? Yes, says At-
nashev—but the learning goes both ways. 
“We constantly adopt practices used by 
our partners and competitors, and I am 

sure that they do the same,” he says. “Our 
strength is our ability to adapt business 
processes promptly, to offer educational 
products that the market needs today, 
and to select practitioners and professors 
who have extensive practical experience.”

Atnashev points to another aspect 
of Skolkovo that he views as a signature 
strength and a source for innovation: 
its commitment to working for the 
betterment of society. “We believe we 
have a special role in promoting sus-
tainability principles in Eurasia,” says 
Atnashev. This region is one of the most 
dynamic emerging economies in the 
world, he says, but it is facing a broad 
spectrum of sustainability challenges 
relating to rapid urbanization; human 
capital development; environmental pol-
lution; deteriorating natural resources; 
inequality and disparity; and food, water, 
and energy security. 

“Unlike ‘old’ and developed econ-
omies, emerging markets often lack 
established institutions of civil society 
that would ensure balanced develop-
ment, so a broader share of responsi-
bility goes to business,” says Atnashev. 
“We believe that the business leaders 
in emerging markets should adhere to 
a specific code of values, qualifications, 
and behaviors that allow them to main-
tain rapid growth while taking broader 
responsibility for social development 
and environmental consciousness.”

In such situations, he continues, 
business schools play a unique role—and 
that’s particularly true for new schools 
in emerging economies. “We not only 
offer educational services, but act as 
change agents setting new standards 
of doing business, providing an inde-
pendent platform for an open dialogue 
on the burning issues for business and 
society, and developing tailor-made pro-
grams to ensure systems change toward 
a more sustainable future. Schools of 
management are uniquely positioned to 
inspire business and public sector lead-
ers with powerful ideas and equip them 
with effective frameworks and tools for 
making real impact.”

3
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“We want to create new content, 
because a lot of the existing cases don’t 
apply to emerging markets, particularly 
markets where governments have a huge 
say,” Srivastava explains. “For example, 
one of the world’s largest employers 
is Indian Railways. It takes permis-
sion from parliament to change the 
lower-end price and service structure of 
the Railways. You don’t have situations 
like that in the West.” 

It’s also essential that the school 
maintain relationships with governmen-
tal and industry partners, and these rela-
tionships can pay off in a big way. As an 
example, not long ago the school hosted 
an offsite event for the National Insti-
tution for Transforming India. Present 
were high-ranking government officials 
in charge of healthcare, transportation, 
and monetary policy. Srivastava was 
granted 45 minutes of their time to make 
a presentation about ISB, and three con-
crete projects have emerged as a result. 

Says Srivastava, “We are trying to 
use our research centers and institutes 
as platforms to enable dialogue between 
the government and the corporate sec-
tor, through activities such as roundta-
bles and workshops.” Such dialogue, he 
emphasizes, benefits India’s society as 
much as it benefits the school. 	  

AN ADAPTABLE INSTITUTION
In addition to reacting quickly to the 
needs of the market, ISB remains 
flexible in other ways—particularly in 
its administrative functions. Srivastava 
meets monthly with a dean’s council and 
with his department heads to discuss 
issues and make key decisions.

“When the faculty requests some-
thing, we are often able to approve it 
the same week,” he says. The school 
can also move quickly to make major 
changes to the curriculum. “For exam-
ple, we launched a DBA program within 
a semester. In the U.S., it would have 
taken two or three years to get it off the 
ground.” He credits the flexibility to 
a lack of entrenched committees that 
create barriers to change. 

Adaptability and openness allow the 
school to keep its offerings current and 
relevant, says Srivastava, which makes 
its students attractive to employers. For 
instance, 98.5 percent of the 884 MBAs 
who graduated in April already had 
secured jobs by graduation. 

But that flexibility also manifests 
in another critical way: faculty de-
ployment. Because the school aims to 
be globally competitive, it follows the 
tenure system and requires tenure-track 
professors to publish in peer-reviewed 
journals. “But we have a very young 
faculty,” adds Srivastava. “Eighty to 85 
percent do not have tenure, so they’re 
not set in their ways.”

Other components of ISB’s faculty 
system are more unconventional. All 
faculty have two affiliations—one with 
a discipline, and one with a research 
center. Srivastava calls this a nine-plus-
three model, where nine months of 
salary and engagement come from the 
discipline affiliation and three months 
from the research centers and institutes. 

“I’m a faculty member in marketing, 
and my research affiliation is with the 
Centre for Innovation and Entrepre-
neurship,” says Srivastava. “Someone 
else might be a professor in operations 
management with an affiliation with the 
Max Institute for Healthcare Manage-
ment. Our logic is that you need the 
discipline to create frameworks and 
structures, but you need a domain to test 
out your hypotheses.” 

At the same time, ISB encourages its 
faculty to develop close ties to out-
side stakeholders by spending time in 
corporate or government immersions. 
These immersions, which generally last 
a week or more, allow faculty to gain a 
richer understanding of the challenges 
and opportunities these organizations 
are facing. Meanwhile, about 30 percent 
of ISB’s faculty consists of practice or 
clinical faculty—and some of them, like 
the former head of Accenture India and 
the former head of Nestlé Global, are se-
nior figures with a great deal of practical 
knowledge. As Srivastava points out, “A 

student in our executive MBA program 
who has 20 years of experience is not 
going to benefit that much from an assis-
tant professor who just earned his PhD 
and has limited or no work experience. 
But if we couple that professor with clin-
ical faculty from industry, it’s a learning 
experience for everybody.” 

The school is still figuring out exactly 
how to deploy clinicians—or “praca-
demics”—in ways that best complement 
research-track professors. “One way 
we make that connection is by creat-
ing thematic research initiatives or 
clusters,” says Srivastava. “For example, 
when we look at healthcare as a domain, 
it includes people from marketing, op-
erations, and strategy working together. 
Another example is the area of mergers 
and acquisitions, which requires people 
with expertise in strategy, valuation, 
finance, and marketing—and also 
organizational behavior, because there 
are significant HR challenges when one 
company absorbs another.”

It’s essential that faculty from dif-
ferent disciplines, and different tracks, 
work together, he adds. “Unless some 
interaction takes place, the learning 
opportunity is lost.”

CHALLENGES TO TACKLE
Despite the advantages that ISB enjoys 
as a newer business school, its age also 
presents certain challenges, says Srivas-
tava. For instance, while he is enthusias-
tic about assembling multidisciplinary 
research teams, those teams don’t have 
a lot of publishing options. “That’s hold-
ing our faculty back,” says Srivastava. 
“We’re a young school, and we aren’t 
ready to launch a multidisciplinary jour-
nal, but something needs to be done.” 

Even so, Srivastava believes ISB is 
showing the rest of the world what’s 
possible. “We might be struggling with 
the multidisciplinary research, but at 
least we’re taking a crack at it. And I think 
older schools could learn from watch-
ing what we’re trying to do. Either our 
success or our failure could prove useful 
as a lesson.” 
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IF THERE’S A single question that drives management research, it might 
be this: Why do organizations succeed or fail over the long term? When 
experts sift through the wreckage of once iconic, now fallen organiza-
tions such as Blockbuster and Nokia, they almost always find the same 
cause for the collapse: Each company’s leaders held on to past accom-
plishments too tightly and failed to adapt to changing markets. Firms 
still thriving 100 years or more after their founding—think DuPont, 
which began as an explosives company in 1802, or Colgate-Palmolive, 
which started making toothpaste in 1873—have stayed true to their 
original missions and adapted their offerings to market demand.

Similarly, long-established business schools have stood the test of 
time largely because of their ability to evolve with new markets, new 
competition, and even new world orders. Take, for example, École 
Supérieure de Commerce de Paris. Founded in 1812, ESCP Europe 
claims the title of “oldest business school in the world,” says its dean 
Frank Bournois. Its faculty take pride in the fact that their institution 
was co-founded by the 18th- and 19th-century economist Jean-Bap-
tiste Say, who coined the term “entrepreneur”—a word that, in the 
original French, often translates to “adventurer.”

The school has thrived for more than two centuries by maintaining 
the entrepreneurial and adventurous mindset that Say built into its 
culture from the start, says Bournois. Because of that legacy, its faculty 
are still willing to take risks. “Business schools cannot move forward 
if they allow others to take the lead,” Bournois says. “We must always 
be encouraging our people to take initiatives that are in line with the 
future of management education.” 

As business 
education 
matures, so do 
the business 
schools formed  
at the industry’s 
outset. How 
do these elder 
institutions stay 
innovative for 
decades—even 
centuries—after 
their founding? 
By ensuring 
a continuous 
flow of fresh 
ideas and an 
ongoing spirit of 
experimentation.

Established and 

BY TRICIA BISOUX

ILLUSTRATION BY  
FRANCESCO BONGIORNI 
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Jorge Talavera, president of Es-
cuela de Administración de Negocios 
para Graduados (ESAN) in Lima, Peru, 
points to a spirit of experimentation 
and collaboration as keys to his school’s 
longevity. Founded in 1963, ESAN was 
created in partnership with the Stanford 
Graduate School of Business in Califor-
nia, at the behest of the United States 
Agency for International Development. 
As one of the oldest business schools in 
Latin America and the first to offer grad-
uate business degrees, ESAN initially 
fulfilled its mission to strengthen the 
Peruvian economy by offering programs 
modeled after Stanford’s. But over time, 
the school has advanced its position by 
staying responsive to the market. “Ev-
erything we offer must be because the 
country, companies, and society need 
our programs,” says Talavera, “not just 
because we want to offer it.”

Higher education is often criticized 
for being slow to change—but the stories 
of the world’s oldest business schools 
show the opposite. In the following pag-
es, four academic leaders point to fac-
tors that have allowed their schools to 
flourish for nearly 60 years, 75 years, or 
100 years or more. At the heart of their 
success? Cultures that not only have 
stayed adaptive to change, but also have 
been willing to make change happen. 

‘HAPPY TO COMPETE’
In the earliest days of business edu-
cation, competition, when it existed, 
was mostly among local institutions. 
However, as more providers entered the 
market, they often replicated the models 
established by their older counterparts; 
for-profit consultants and alternative 
educational providers now exert addi-
tional pressures on established insti-
tutions. But in many respects, it’s that 
competition that keeps mature schools 
agile, says Talavera. On the one hand, 
“the umbrella of a legacy helps a lot,” 
he says. But on the other, “we are very 
happy to compete because it means we 
have to be very creative and innovative 
to differentiate our programs.”	  

ESAN faculty view competition 
through the lens of collaboration, main-
taining a wide range of partnerships 
with peer institutions. For example, 18 
years ago, ESAN opened its own fablab, 
part of a global network of 1,680 fablabs 
that began with a 2001 initiative at the 
Massachusetts Institute of Technology 
in Cambridge. These maker spaces col-
laborate and share best practices related 
to innovation across the network. 

Additionally, ESAN delivers its 
International MBA jointly with schools 
across Latin America, Europe, and the 
United States, as well as in Japan. Stu-
dents from participating schools spend 
time at both ESAN and a partner school, 
which exposes them to different cultures 
and allows them to earn degrees from 
two different institutions.

ESAN also participates in the Part-
nership in International Management 
(PIM), a network of 65 business schools 
on six continents. Once schools are 
selected as members, they must send 
representatives to every PIM meeting—
schools that miss two meetings in a row 
will have their membership terminated. 
To remain in good standing, they also 
must engage in substantive exchanges 
with at least 20 percent of PIM’s mem-
bership. Schools negotiate many part-
nership agreements at “Open Market” 
sessions, held at each PIM meeting. 

PIM is a boon for its members, 
because the quality of programs at each 
school in the network has already been 
vetted. In return, the schools are able to 
combine strengths in ways that enrich 
their students’ educational experiences 
and keep their programs fresh. 

These collaborations have helped 
ESAN raise its global profile—and in-
crease enrollments. Just a few years ago, 
its MBA enrolled around 1,000 students, 
mostly in its full-time program. Today, 
more than 7,000 students attend its full-
time MBA, part-time MBA, and spe-
cialized master’s offerings at campuses 
across Peru. With each new partnership, 
Talavera says, “we become more interna-
tional and more open” to new ideas.

Students come to ESAN’s joint pro-
grams from countries around the world, 
but they “don’t need to speak Spanish 
because our programs are offered in 
English,” says Talavera. “They’ll get to 
live in a Spanish-speaking country, where 
they’ll be able to listen, watch TV, interact 
with people, and learn another language.” 
As part of such a large global network 
of schools, ESAN is able to promote its 
bicultural, dual-degree experiences to  
a large number of potential students. 
That reach, Talavera adds, has helped  
the school stay competitive over time.

EXPANDING OLD INTO NEW
ESCP Europe boasts a rich history, 
but parts of that history were shaped 
by events that might today be viewed 
with disapproval, Bournois admits. 
The school was founded on the heels of 
French Colonialism, an era when France 
put local populations in Africa and North 
America under its rule. The school can-
not change that past, but it can take the 
best from it, Bournois says, pointing out 
that it was during ESCP’s earliest days 
that its faculty cultivated relationships 
with leaders in government and global 
business. These relationships laid the 
foundation for its expansion into inter-
national markets in the 1970s and 1980s. 
Those years, he says, “were a little bit 
shambolic. But as we gathered momen-
tum, we acquired more experience.” 

ESCP Europe now has six campuses, 
including the largest in Paris, as well 
as those in London, England; Madrid, 
Spain; Berlin, Germany; Turin, Italy; and 
Warsaw, Poland. Each country legally 
recognizes the school as a local univer-
sity. “We’ve had to adapt to the national 
regulations, but that has made us stron-
ger because it has helped us understand 
the differences in management in each 
of these countries,” Bournois says.

Each campus closely links its pro-
grams to local industry, from hospitality 
management in Spain to sustainability 
in Germany to the food and beverage 
sector in Italy. Today, ESCP’s faculty 
represent more than 50 nationalities, 
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and 65 percent of the students come 
from countries outside France.	

Expansion has similarly driven 
growth at the Desautels Faculty of Man-
agement at McGill University in Montre-
al, Quebec, Canada, says its dean Isabelle 
Bajeux-Besnainou. However, in this case, 
Desautels expanded into new disciplines. 
The business school began in 1906 as 
a department of commerce offering a 
two-year program within the university’s 
Faculty of Arts, and it focused primar-
ily on economics and accounting. In 
decades that followed, that department 
branched into new disciplines before 
being rebranded as the Faculty of Man-
agement in 1968. It became the Desau-
tels Faculty of Management in 2005, in 
honor of executive Marcel Desautels. 

Since its founding, the school has 
increased its disciplinary emphases 

from two to ten. That growth culminated 
in the creation of the Marcel Desautels 
Institute for Integrated Management, 
which encourages faculty to cross disci-
plinary barriers. At each stage, “we have 
evolved to meet the management edu-
cation needs we are currently facing,” 
explains Bajeux-Besnainou.

To keep its programs nimble, the 
school’s faculty also pay close attention 
to “sectors of business that are shifting 
the fastest,” says Bajeux-Besnainou. In 
1996, for example, the school collabo-
rated with McGill’s schools of medicine 
and engineering to offer a joint MD/MBA 
program and a master’s in manufactur-
ing management. It recently expanded 
its entrepreneurship programs to include 
several interdisciplinary minors.

In November 2018, it opened the 
Bensadoun School of Retail Manage-

ment, which will house a retail lab that 
integrates disciplinary areas such as big 
data, neuroscience, sustainability, and 
law. The next frontier for Desautels, says 
Bajeux-Besnainou, is likely the develop-
ment of more online and blended offer-
ings, an area of education also currently 
experiencing swift change. 

McGill University is preparing for 
its 200th anniversary in 2021, and 
Bajeux-Besnainou wants to ensure that 
Desautels one day reaches that same 
milestone. “At Desautels, traditions  
have never been an impairment to  
innovations,” she says. “Our tradition  
of research translates into innovation 
and entrepreneurship.”  

‘FIRST-MOVER’ STRATEGY
For many business schools, longevity 
has been the result of a willingness to 

Encouraging More Nimble Research
For many years, management scholars have prioritized two R’s when 
it comes to their research: rigor and relevance. But in today’s chang-
ing market, a third “R” is quickly growing in importance, and that’s 
responsiveness. Accrediting bodies and business leaders alike are 
calling on business schools to generate scholarship that is more ac-
cessible to the public and more quickly applicable to business prob-
lems. For faculty, this might mean publishing in practitioner-focused 
journals, open-access publications, and even mainstream media. 

But at many older business schools, at least, traditional paths  
to publication remain predominantly the norm. Full-time faculty  
still are evaluated primarily on the number of papers they publish  
in highly ranked journals.

What is rapidly changing? The incentives schools are giving fac-
ulty to think outside the box of A-journals. For example, professors 
at McGill University’s Desautels Faculty of Management are encour-
aged to use their research findings to inform the curriculum as well 
as extracurricular experiences, says Isabelle Bajeux-Besnainou. 
She points to the student-run annual McGill International Portfolio 
Challenge, which draws from the latest faculty research focused on 
finance for social good. As another example, at Indiana University’s 
Kelley School of Business, faculty are offered financial incentives to 
write applications to federal grant agencies. In addition, the Kelley 
School measures the impact of its faculty’s research on business 
practice, teaching, and service to the community. 

“We ask, how is that research being used?” says Idalene Kesner. 
“Do other schools use our faculty’s research in their syllabi or in text-
books? How often are our faculty’s papers downloaded?” 

At ESAN, A-journal publication is especially important. In Peru, 
only doctorally qualified, full-time faculty with research portfolios 
can legally be promoted into senior academic leadership positions. 
That means that professors who don’t publish must remain at the 
level and salary of assistant professors—or are retired from the 
school. But while traditional publication is necessary for promotion 
at ESAN, the school provides its faculty additional incentives to pub-
lish in a wider range of journals. It also evaluates each professor’s 
accomplishments in other areas, such as teaching, consulting, and 
service to the school. 

ESCP Europe faculty receive bonuses if their published research 
also can be translated into executive education courses, and the 
school’s use of company-funded chairs and professorships ensures 
that faculty work closely with industry. These connections, in turn, 
keep their research aligned with industry needs. 

The takeaway, says ESCP’s Frank Bournois, is that approaches 
to traditional research can be structured in nontraditional ways 
that keep faculty’s scholarship responsive to the market. “We must 
be very good at transforming and communicating our research,” 
says Bournois. “Otherwise, we will have nothing new to offer to help 
companies move forward.” 
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experiment. That is likely the case at 
the Kelley School of Business at Indi-
ana University in Bloomington. Set to 
celebrate its centennial in 2020, the 
business school can trace its spirit of re-
invention to that of its parent university, 
says its dean Idalene Kesner. She points 
to the number of “firsts” throughout the 
university’s history. In 1867, Indiana 
University was among the first U.S. 
higher education institutions to admit 
women; in 1895, it was among the first to 
admit African American students. It also 
brought the Kinsey Institute to campus 
in the 1950s, a time when opening a  
center that studied human sexuality  
was highly controversial.    

“I am very proud of the way IU oper-
ates,” she says. “As my father used to say, 
‘The apple doesn’t fall far from the tree.’”

The school’s history became a focal 
point a couple years ago, when faculty 
underwent a maintenance of accredita-
tion review from AACSB. As part of that 
process, administrators and faculty had 
to answer the question: “What differ-
entiates the Kelley School of Business 
from other schools?” It was a difficult 
question to answer, says Kesner, because 
many business school deans and fac-
ulty believe their schools offer the best 
courses and produce the best research. 

“What stood out to us was that, over 
our school’s history, we have always 
been a first mover or an early mover,” she 
says. For example, she points out that 
the Kelley School launched its online 
MBA program in 1999, ahead of most 
of the market. The school was among 
the first to integrate its core curriculum 
across disciplines, and one of the first 
public business schools in the U.S. to 
adopt responsibility-centered manage-
ment, in which each department or unit 
oversees its own budgeting processes.  

Kesner points to a course at the Kelley 
School that she believes well illustrates 
the school’s evolution over time: The 
Computer in Business. It was first offered 
in the 1960s as a required course, at least 
a decade before the first desktop comput-
ers had made their way into businesses. 

Today, The Computer in Business is still 
a required course, but it has evolved to 
teach students everything from Access 
and Excel to simulations to the impact of 
technological innovation on society.

 Business schools with longevity 
do not fear jumping in first, Kesner 
emphasizes, but they also never stop 
making adjustments to keep courses 
like The Computer in Business relevant 
to new generations. “It’s surprising 
how many elements have stayed in our 
curriculum,” she says.

BUILDING BRIDGES TO BUSINESS
It has become customary for business 
schools to cultivate strong relationships 
with companies as a way to bring in 
practitioner perspectives and real- 
world projects for students, provide 
executive training, support research, 
and secure funding. But while those 
elements are vital to business educa-
tion, it might be the ongoing feedback 
from companies about emerging trends 
and future challenges that truly keeps 
mature business schools young. 

At IU Kelley, this feedback comes 
from regular brainstorming sessions 
with corporate partners. Says Kesner, 

“We don’t ask them, ‘What are your 
needs going to be next year?’ because 
we’ve got that handled. We ask, ‘What 
are your needs going to be in five years?’” 

Because executives might find that 
question difficult to answer, the school’s 
faculty looks for ways to help them 
work through the problem. “We say, 
‘Let’s imagine artificial intelligence and 
machine learning. Here’s the list of jobs 
that companies recruit for now—mark 
off everything you think isn’t going to 
exist in five years,’” says Kesner. “Then, 
we talk about what jobs they think will 
exist, so we can develop our curriculum 
for those jobs today.”

At ESCP Europe, practitioner 
perspectives flow into its curriculum 
via formal company-funded chairs and 
professorships, described on the school’s 
website as “a privileged space for reflec-
tion and sharing, allowing a company 
to pass on its expertise, and support re-
search and teaching activities in specific 
fields of activity or professions.” Chairs 
refer to units that design and deliver 
topic-specific educational programming 
with the help of their corporate spon-
sors. Professorships are held by faculty 
who primarily conduct research.

Completed in 1966, the Kelley School’s original building (shown above) was 
designed by architectural firm Hall-Kane & Associates in what many believe 
was a deliberate effort to resemble the keypunch cards that supported 
early computer systems. The building is now part of the school’s newly 
constructed Hodge Hall Undergraduate Center (shown on opposite page). 

PHOTOS COURTESY OF THE KELLEY SCHOOL OF BUSINESS
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GLOBAL,  
EXPERIENTIAL—  
AND VIRTUAL 

The University of 
Michigan creates 
online exchange 
programs with 
students from 
MENA countries.

BY AMY GILLETT
ILLUSTRATION BY 
COEN POHL

CAN BUSINESS SCHOOLS create 

cross-cultural, experiential learning 

opportunities for students without 

requiring them to travel overseas? 

Yes—when students participate in 

virtual exchanges, they can tackle 

global challenges and work with 

counterparts around the world.  

They don’t even need to board a plane. 
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At the University of Michigan’s  
William Davidson Institute (WDI)  
in Ann Arbor, we recently piloted 
a virtual exchange program. It was 
supported by a grant from the Stevens 
Initiative, a program within the Aspen 
Institute that seeks to build global 
competence and career readiness skills 
for young people in the United States 
and across the Middle East and North 
Africa (the MENA region). The Stevens 
Initiative is funded by the U.S. State 

Department, the Bezos Family  
Foundation, and other donors.

Because WDI’s aim is to develop 
economies by applying new principles 
in management education, we decided 
to focus our virtual exchange on social 
entrepreneurship. We designed an 
eight-week program in which Michigan 
students would work with peers from 
Egypt, Libya, Morocco, or Tunisia to 
identify a social issue in one of those 
four MENA countries and pitch an 

entrepreneurial solution. Students  
would not earn credit for the extracur-
ricular program, but they would receive 
digital badges and electronic certifi-
cates of completion. E-learning mod-
ules would equip them with the tools 
they needed to complete their tasks.  
We named our program the MENA- 
Michigan Initiative for Global Action 
Through Entrepreneurship (M2GATE) 
and scheduled three offerings from 
January to July 2018.





http://bus.sysu.edu.cn/
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your turn

Getting Seen   
On the Green
WHY WE MUST DO MORE TO ACHIEVE DIVERSITY IN THE OTHER 
INTERNATIONAL LANGUAGE OF BUSINESS. BY DEBORAH M. GRAY

IMAGINE A BRAND-NEW corporate office with modern furniture, 
warm colors on the walls, plush carpet. Inside, the employees are 
buzzing with creativity and enthusiasm. But there’s something 
strange happening in this workplace: Some of the employees—pri-
marily men—speak in a language that most women and minorities 
in the office do not understand. Those who are fluent use this 
language to conduct business, make deals, forge friendships, and 
cement business networks. Those who aren’t are excluded. 

The question is: Why hasn’t everyone who works here learned 
to speak in this same elusive language? Why didn’t their business 
schools teach them this vital skill? 

PLAYERS GET PRIVILEGES
If you hadn’t guessed, I’m talking not 
about a spoken language but the game of 
golf, widely known as the international 
language of business. Forbes reports that 
almost all Fortune 500 executives play 
golf; furthermore, executives who play 
golf earn about 17 percent more than 
those who don’t. 

But women and minorities rarely play 
the game. The U.S. National Golf Foun-
dation reports that only 23 percent of 
golfers are women, and the Professional 
Golfers Association (PGA) says that just 
18 percent are minorities. Might this 
be one reason that women account for 
just 6 percent of Fortune 500 leaders, 
according to Fortune, and minorities for 
less than 1 percent, according to CNN? 

And those low numbers persist 
even though women and minorities are 
becoming larger parts of the leadership 
pipeline. For instance, women make up 
50 percent of the undergraduate busi-
ness school population, according to the 
National Center for Education Statistics 
(NCES), and 35 percent of the MBA 
population, according to the Forté Foun-
dation, a nonprofit encouraging greater 
representation of women in business. 
According to the NCES, black and His-
panic students now receive 22 percent 
and 19 percent of bachelor’s degrees in 
business, respectively, and 32 percent 
and 24 percent of master’s degrees.  

In a survey of its members, the Exec-
utive Women’s Golf Association found 
that 79 percent of respondents agreed 
that they can get to know a person better 
on the golf course, and 73 percent agreed 
that golf helped them build new rela-
tionships. At the same time, a study from 
Catalyst, a global nonprofit working to 
increase the number of women in lead-
ership positions, found that 46 percent 
of women feel they are excluded from 
informal networks at work and that this 
exclusion is the biggest impediment to 
their career goals. Fifty percent of wom-
en felt that being able to talk about golf 
at the office helped their careers. 

ILLUSTRATION BY DAVE CUTLER
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or supply chain management. In ad-
dition, students can pursue one of six 
specializations, which include global 
business economics, healthcare man-
agement, sports business, the sustain-
able enterprise, high tech, and services. 
With this approach, students can target 
specific career paths within larger fields 
of interest. Plus, ambitious students can 
earn a second concurrent degree in one 
of six areas, including law, legal studies, 
medicine, architecture, innovation man-
agement, and finance. Students must 
declare one concentration, but they can 
combine the elements of the program 
into more than 20 different experiences.

“If you want to be a data-focused 
marketing leader, you can earn a mar-
keting concentration with our master of 
business analytics. Then you can take it 
another layer deeper and add a special-
ization in services,” says Hillman. 

Building an adaptable curriculum. 
The school has added classes and options 
that have future adaptation built into 
their delivery. These include courses in 

data analytics, as well as an extracurricu-
lar mentoring and coaching program that 
teams students with executives.

 Perhaps most reflective of the For-
ward Focus philosophy, says Hillman, 
is the school’s new Interdisciplinary 
Applied Learning Labs. This course pairs 
MBA students with students from other 
master’s programs at ASU—from engi-
neering to architecture—to work with 
businesses on actual problems. Students 
learn to coordinate their efforts across 
interdisciplinary teams, meet deadlines, 
and target client demands. 

   In one project, says Hillman, an  
interdisciplinary team of MBAs is  
helping the city of Tempe achieve a  
carbon-neutral footprint by 2025. 
“Those are serious stakes!” says Hill-
man. However, this project would not 
have happened, “if we hadn’t taken this 
fresh look at our curriculum.” 

Cultivating connections with 
business. The school wants its rede-
signed MBA curriculum to create great-
er interaction among students, busi-

nesses, and ASU alumni. One element 
supporting that goal is the Executive 
Connections program, which has grown 
from 20 in-residence senior executive 
mentors at its launch to 60 today. Each 
full-time MBA student is paired with 
an executive who has experience in 
that student’s discipline. Through this 
program, each student makes a personal 
connection with someone who has seen 
how business in a specific industry has 
changed and what’s required to stay 
relevant for decades. 

 In the end, to design future-focused 
MBA programs, business schools must 
remain in step with the needs of stu-
dents and businesses alike. The recruit-
ers and corporations whose feedback 
informed ASU’s new approach to the 
MBA made their needs clear, says Hill-
man. “They want us to prepare students 
to be better leaders and communicators, 
and develop their empathy and intro-
spection and decision making,” she says. 
“It’s on us to better prepare students for 
ambiguity and change.”

Let’s Get Hacking
What’s one way to immerse a business school’s 
newest students quickly and deeply into the 
entrepreneurial process? A hackathon. For the 
last two summers, EDHEC Business School in 
France has held a 25-hour hackathon for its 700 
students entering their pre-master’s year. Held in 

August before classes begin, the hackathon welcomes students to 
campus and kickstarts their development of skills in four key areas: 
creativity, cooperation, communication, and positive criticism. 

Last year, the theme for the EDHEC Hackathon was “Tech for 
Society.” For 25 uninterrupted hours—from one afternoon to the 
next—teams of six to seven students imagined new ways to use 
technology to bring society together and improve people’s quality 
of life. Guiding them were EDHEC faculty, staff, and master’s stu-
dents, as well as 36 coaches and designers. 

After learning the basics of innovation and design thinking,  
students could explore one of several questions. For example, how 

can workers adapt to frequent job changes? How can businesses 
embrace the circular economy? What services will people require as 
they age? How can the world adapt to the diseases of the future?

Next, students formed teams to observe the problems, gener-
ate ideas, and create prototypes. The event integrated brief rest 
breaks, including games and even a morning “wake-up” exercise. 
The hackathon culminated in each team pitching its idea to judges. 
Winning projects included one idea to deploy drones to detect forest 
fires, and another to create an app that encourages people to upload 
images of themselves picking up trash to earn points and receive 
prizes. Students who wanted to continue their projects could apply 
to EDHEC’s startup program or its incubator, EDHEC Entrepreneurs. 

In May 2019, the school delivered a similar 32-hour hackathon 
with partner TechCrunch at the VivaTech expo in Paris. More than 60 
participants—students from IT, design, engineering, and marketing—
formed teams to develop creative digital solutions to help young 
people make wise career choices.

ILLUSTRATION BY THE NOUN PROJECT
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Creating an Evolving MBA
BY AJOY KUMAR DEY

TECHNOLOGY AND SOCIETY are evolving so 
rapidly that some experts estimate that 
every five years about one third of the 
competencies that MBA graduates learn 
today will be replaced by newer skill sets.  
With that in mind, for the past 14 years 
faculty at the Birla Institute of Manage-
ment Technology (BIMTECH) in Greater 
Noida, India, have been continuously im-
proving our curriculum. In 2017, we con-
ducted a quality audit of our teaching and 
learning objectives in our MBA program 
to ascertain whether the changes we 
were making were successfully achieving 
our learning objectives and meeting the 
needs of industry. We also asked KPMG 
to conduct an audit of our assurance of 
learning processes, including student 
evaluations, admission, and placement.

The audit highlighted areas that could 
use improvement—for example, KPMG 
suggested that we update the case studies 
we use to assess students’ competen-
cies to more accurately reflect current 
contexts, that we more clearly link each 
case study to specific competency devel-
opment, and that we create an internal 
web portal where students and faculty 
can build a common base of knowledge. 
However, we also learned that our stu-
dents believe BIMTECH and its faculty 
provide them with the resources and 
support they need to learn.

These results reinforced our convic-
tion that our curriculum encourages stu-
dents to engage in deep learning—which 
we define as an integrative learning pro-
cess that develops higher order thinking 
and incorporates periods of reflection. 
We have de-emphasized surface learning 
that relies only on rote memorization. 
Instead, we ask students to delve into 
difficult concepts, engage in self-re-
flection, and apply what they learn to 

real-world problems. We 
strive to train students to 
become lifelong learners 
who will keep renewing 
their skill sets throughout 
their careers. 

Our curriculum’s design 
depends on a six-layer 
framework, which en-
compasses three central 
features: student-centered 
design, stakeholder input, 
and the ongoing involve-
ment of industry in our 
curriculum design and 
admissions processes.

Student-centered 
design. The first layer of 
our framework involves 
cultivating students’ 
general business knowledge about the 
social, political, regulatory, legal, tech-
nological, and ecological contexts for 
business. Next, we enhance students’ 
master’s-level knowledge, including their 
ability to lead, innovate, solve problems, 
and make decisions.

For the third layer, we move on to 
teaching the soft skills, which include 
communication, analytical, interper-
sonal, and multicultural competencies. 
We also want to develop our students’ 
sense of ethics and ability to apply 
knowledge to real-world problems. For 
the fourth  layer, we focus on instilling 
in students three sets of values, which 
relate to ethics and integrity, sustain-
ability and transparency, and innova-
tiveness and entrepreneurship.

Throughout our curriculum, we pay 
special attention to experiential learn-
ing; we want students to go through the 
“knowing,” “doing,” and “being” stages 
of learning. During the first trimester 

of the MBA program, all students make 
site visits to either a large manufactur-
ing company or service delivery orga-
nization. We also require students to 
complete one to two short-term proj-
ects, each lasting a minimum of ten days, 
under a faculty member’s guidance.  

As part of their responsible business 
course, all students complete one of 
four different ten-day social immersion 
experiences. Students can choose to 
train young girls in life skills at a nearby 
village or work in one of the ten jail 
libraries established by BIMTECH’s 
foundation. They also can opt to travel 
in a bus equipped with mobile tech-
nologies to promote digital literacy in 
disadvantaged communities, or they can 
work on teams to assess the impact of a 
cement manufacturer’s sustainability 
initiatives on 79 villages.

Finally, our MBA program incorpo-
rates course-embedded simulations, a 
self-management course, three-month 

ideas in action

ILLUSTRATION BY DEAN ROHRER
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CONNECTED STRATEGY

Subway riders in South Korea can browse virtual offerings from grocery retailer Tesco by 

looking at life-size posters of stocked shelves and using smartphones to scan the QR codes of 

items they want; items might be delivered by the time they’re home. This is only one example 

of today’s new connection strategies that use technology to create interactions between sup-

pliers and consumers. These strategies both improve the customer experience (in this case, 

by eliminating the time buyers spend driving to the store and walking the aisles) and lower a 

company’s production costs (allowing it to expand the customer base without building more 

stores). Wharton’s Nicolaj Siggelkow and Christian Terwiesch examine how such strategies 

can create competitive advantage if companies develop deep bonds of trust through repeated 

customer interactions. They write, “We are convinced that not creating a connected strategy 

is a road to eventual extinction for most firms.” (Harvard Business Review Press, US$32)

KELLOGG ON BRANDING IN A  
HYPER-CONNECTED WORLD

In this collection of essays edited by 
Northwestern’s Alice Tybout and Tim 
Calkins, marketing professors from Kel-
logg break down the challenges of creating 
and sustaining a brand in today’s frenetic 
environment. The book is divided into 
sections on strategy, implementation, 
methods, and practical applications that 
feature case studies about successful 

brands. Tybout considers the four elements of brand posi-
tioning: “a target, a frame of reference, a point of difference, 
and a reason to believe.” Moran Cerf discusses the ways neu-
roscientists are studying consumers and their reactions to 
brands. For instance, when subjects are shown images related 
to companies such as Gucci and McDonald’s, nonoverlapping 
parts of their brains react, which allows researchers to create 
comparisons between types of products. And Calkins focuses 
on the way branding has changed in the digital era. “Ensuring 
that thousands and thousands of brand moments all work 
together is perhaps the greatest challenge,” he writes. “In our 
hyper-connected world, consistency matters more than ever.” 
(Wiley, US$35)

HOW TO BE HUMAN IN THE DIGITAL ECONOMY
Nicholas Agar is not optimistic about the future. A professor of 
ethics at Victoria University of Wellington, Agar predicts that 
the Digital Revolution will not only eliminate jobs for humans, 
but take away their opportunities for social interaction. He 
advocates the creation of a “social-digital economy,” where 

machines perform complex, efficient tasks 
and people take on the jobs that revolve 
around human contact. But he doesn’t think 
it will happen. He writes, “The path of least 
resistance directs our species toward a 
dystopia in which the members of a small 
elite own all the machines and hence almost 
all the wealth. The rest of us are subject to a 
poverty void of meaning.” He also believes 

that today’s tech titans might claim they want to make the 
world a better place, but, like the old robber barons, they’re 
more interested in making money—and that the tech industry 
needs regulations today like the oil industry did in 1920. He 
writes, “My aim here is certainly not to stop the Digital Rev-
olution, but rather to influence how it unfolds. Decisions that 
we take now set powerful precedents for the Digital Age.” (The 
MIT Press, US$26.95)

BRING YOUR BRAIN TO WORK
Cognitive science can help people find 
jobs, excel in them, and move on to the next 
one, suggests Art Markman, a professor of 
psychology and marketing at the University 
of Texas at Austin. For instance, he notes 
that you feel good at work “when you are 
deeply invested in what you’re doing and you 
believe that you’re making progress toward 
your goals.” For that reason, you’d expect 

that people who heed the advice to follow their passion would 
be most satisfied in their careers. But it turns out that people 
who take jobs and learn to love them over time end up just as 

bookshelf
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Working Toward Better AI
A new institute will become a multidisciplinary hub for the study of 
artificial intelligence at Stanford University in California. Launched 
in March, the Stanford Institute for Human-Centered Artificial 
Intelligence (HAI) includes 200 participating faculty from all seven 
schools at the university. It will partner with industry, governments, 
and nongovernmental organizations across sectors to build “a 
better future for humanity through AI.” 

The initiative will be guided by associate directors from the 
fields of biomedicine, physics, computer science, political science, 
and economics. The institute also has inducted an inaugural group 
of 19 Distinguished Fellows who will serve as ambassadors for its 
mission; these individuals represent academic institutions such as 
Cornell Tech, Harvard, MIT, Stanford, Tufts, the University of Califor-
nia in Berkeley, the University of California in Los Angeles, and the 
University of Toronto, as well as organizations such as DeepMind, 

Google, McKinsey & Company, and Microsoft. 
The institute has already supported approximately 55 interdis-

ciplinary research teams. These teams are working on a range of 
projects, including a plan to assist in the resettlement of refugees, 
a system to improve healthcare delivery in hospital intensive care 
units, and a study of the impact of autonomous vehicles on social 
governance and infrastructure. 

HAI’s “biggest role will be to reach out to the global AI communi-
ty … to help forecast and address issues that arise as this technol-
ogy is rolled out,” says John Etchemendy, professor of philosophy 
and former Stanford University provost. He will co-direct the 
institute with Fei-Fei Li, professor of computer science. “We do not 
believe we have answers to the many difficult questions raised by 
AI, but we are committed to convening the key stakeholders in an 
informed, fact-based quest to find those answers.” 

HIGH-PROFILE ACQUISITIONS
IN APRIL, SEVERAL prominent players in 
higher education announced their plans 
to acquire or merge with other compa-
nies as a bid to expand their reach and 
add new capabilities:  

■■ Online program manager 2U 
announced its acquisition of Trilogy Ed-
ucation, which delivers boot-camp-style 
training programs to more than 45 uni-
versities and 2,000 companies. Offered 
in-person and online, its boot camps 
teach coding, analytics, user experience 
and interface, and cybersecurity. 2U will 
pay US$750 million—$400 million in 
cash and $350 million in newly issued 
shares of 2U common stock. 

With this acquisition, 2U will obtain 
Trilogy’s boot camps, which come with 
a network of 1,200 instructors. Trilogy’s 
programs will allow 2U to strengthen its 
presence in Mexico and Europe, and en-
ter the Australian and Canadian markets. 

“Universities are attempting to 
add practical, technical skills to their 

degrees,” says Christopher “Chip” 
Paucek, 2U’s co-founder and CEO. “We 
simply future-proof the degree by add-
ing this type of technical competency.” 

■■ McGraw-Hill and Cengage have an-
nounced their plans to merge as a way to 
expand their services to educators and 
students in K-12, higher education, and 
English language teaching, as well as to 
the professional, medical, and library 
reference markets. The two companies, 
which will combine an all-stock merger 
on equal terms, plan to expand access to 
learning materials and technology plat-
forms while investing in digital transfor-
mation and advanced learning science.

Cengage offers a subscription service 
that gives students access to e-books, 
online homework and study guides, and 
services such as tutoring. McGraw-Hill 
seeks to lower costs for college students 
through digital materials and partner-
ships with educators and authors. 

Michael E. Hansen, CEO of Cengage, 

says the new company will offer students 
the “learning materials needed to suc-
ceed—regardless of their socioeconomic 
status or the institution they attend.” 

■■ Finally, global publishing compa-
ny John Wiley & Sons has signed an 
agreement to acquire Knewton, a New 
York City-based supplier of courseware 
and adaptive learning technology. With 
the purchase, Wiley extends its reach 
into the affordable courseware market 
through Knewton’s Alta courseware 
platform, which delivers open edu-
cational resources to more than 300 
colleges and universities in subjects 
such as math, chemistry, and economics. 
Wiley also enhances its ability to deliver 
custom learning experiences through 
Knewton’s adaptive learning algorithms.

According to Brian Napack, Wiley’s 
president and CEO, “The demand has 
never been greater for courseware that 
addresses two critical needs in educa-
tion—outcomes and affordability.”





Paul School. Before coming to UNH, Merrill-Sands 

co-founded and co-directed the Center for Gender 

in Organizations at Simmons University, and she 

conducted extensive research on improving gender 

dynamics and women’s leadership in the workplace. 

NEW PROGRAMS
An MBA in entertainment and media management 

will launch in fall 2019 at Ithaca College’s School 

of Business in New York. The degree is intended for 

business students who want to understand the cre-

ative arts industry and creative students who want 

to learn the business of entertainment. An MBA 

“boot camp” will be offered prior to enrollment for 

students with less business preparation. The pro-

gram includes an experiential component in which 

students engage with industry professionals at 

media headquarters, studios, and international film 

festivals; students also will have the opportunity to 

run their own multimedia production company.

Beginning in August, the MBA program at Drury 
University in Springfield, Missouri, will be available 

completely online. Students and professors will 

use Zoom meeting technology to participate 

synchronously in classes as a way to reproduce the 

face-to-face classroom experience. Once students 

are admitted to the program, they will receive 

information about equipment and technology 

support from Drury staff. Class sizes are capped 

at 30 participants. The school will still deliver its 

traditional on-campus MBA courses. 

The Marshall School of Business at the University 
of Southern California in Los Angeles has creat-

ed a STEM-certified specialization in management 

science for full-time MBA students. Available in the 

fall of 2019, the specialization will train students in 

areas such as statistics, data analytics, operations 

and supply chain optimization, finance, forecasting, 

and digital marketing and modeling. 

This fall, the C.T. Bauer College of Business at the 

University of Houston in Texas will offer two 

graduate programs for the first time. The first is 

a STEM-designated master of science degree in 

business analytics, which will help students use 

predictive analytics and data mining to make 

business decisions and solve business problems. It 

will be delivered through the college’s department 

of decision and information sciences. The second is 

a master of science in management and leadership, 

the college’s first degree to be offered fully online.

On September 30, the inaugural cohort of students 

will enroll in the first fully online MBA degree 

program at the Graduate School of Management at 

the University of California, Davis. Targeting 

nontraditional students and working professionals, 

MBA@UCDavis will incorporate synchronous weekly 

sessions and culminate with residential sessions 

where students can network face-to-face with their 

classmates, faculty, and practitioners; the program 

is designed to be completed in two years. The 

school has partnered with online program manager 

2U to deliver MBA@UCDavis and plans intakes of 

four cohorts of students each year.  

Starting this fall, the University at Buffalo 

School of Management in New York will offer a 

bachelor of science in information technology and 

management. The curriculum includes courses in 

cybersecurity, big data, telecommunications, IT 

project management, database management,  

and systems analysis and design. 

COLLABORATIONS
ArianeGroup, an aerospace and orbital propulsion 

company, is joining ESA_Lab@HEC, a collaboration 

platform run by HEC Paris and the European 

Space Agency; the platform promotes innovation 

in the space sector. Through a new applied research 

initiative called “Exploring the Future of the Space 

Economy,” the three organizations expect to con-

tribute to Europe’s competitiveness by developing 

new solutions that enable greater access to space.

Cranfield School of Management in the U.K. 

is partnering with Grant Thornton UK and the 

Association of Professional Staffing Companies 

to deliver an EMBA in human capital, aimed at 

recruiters and HR professionals. Two-thirds of the 

cost of the EMBA can be covered through the U.K.’s 

“apprenticeship levy,” a tax on employers that pays 

for worker training. 

Emerald Publishing is cooperating with SURF, a 

consortium of Dutch university libraries, to provide 

14 academic institutions in the Netherlands with 

access to research supporting the United Nations’ 

Here’s to Health
This fall, two universities will offer new graduate certificate programs tailored to 

the needs of healthcare workers who want to improve their business acumen.

n The Kelley School of Business at Indiana University in Bloomington will 

offer a 12-month graduate certificate in medical management (GCMM). The 

GCMM is intended to help nurses, physician assistants, physical therapists, 

occupational therapists, anesthesiology assistants, pharmacists, medical tech-

nicians and other nonphysician healthcare professionals develop the business 

skills they’ll need to lead healthcare organizations, lower costs, and improve 

patient outcomes.

The 15-credit program, delivered in a blended format, can be completed in one 

year. Students who wish to continue their educations can apply the credits they 

earn after completing the GCMM certificate toward Kelley’s 24-month evening 

MBA program. 

n Pepperdine University’s Graziadio Business School in Los Angeles has 

partnered with Dignity Health Global Education (DHGE)—a joint venture be-

tween Dignity Health, a California-based nonprofit healthcare system, and Global 

University Systems, an international network of higher education institutions. 

The partners will collaborate to deliver online professional certificate courses for 

healthcare workers. 

DHGE has supplied Graziadio faculty with data, informatics, and true-to-life 

hypothetical case studies to inform course content. The first certificate programs 

will focus on healthcare analytics and informatics and healthcare marketing.
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Sustainable Development Goals. As part of the 

“read and publish” deal, authors at those institu-

tions will be able to publish an increasing number 

of open access articles at no additional charge in 

Emerald publications. 

Arizona State University (ASU) in Tempe has 

partnered with the Rise Fund, a global impact 

investing fund managed by American investment 

firm TPG, to launch InStride, a learning services en-

terprise through which employers can provide their 

employees with opportunities to obtain university 

degrees. ASU’s agreement with Starbucks to deliver 

education to its employees inspired the creation 

of the new company, which over time will partner 

with other universities to provide employers with 

access to higher education. InStride is part of the 

Rise Fund’s larger effort to generate thousands of 

“debt-free degree holders” over the next ten years. 

The College of Business at Florida International 
University in Miami and the McDonough School of 

Business at Georgetown University in Wash-

ington, D.C., have partnered to deliver a five-day 

program in international business and public 

policy. Scheduled to run in September, the program 

will train executives and other professionals to 

navigate the complexities of U.S. governmental 

policies, programs, and regulations.

The Stetson University College of Business Ad-

ministration in DeLand, Florida, has partnered with 

AdventHealth University (AHU) in Orlando, Florida, 

to deliver an online dual-degree program in which 

students can earn both a master of healthcare ad-

ministration in strategy and innovation (MHA-SI) 

and an MBA. AHU will confer the MHA-SI; Stetson 

University, the MBA. 

CENTERS AND FACILITIES
Kedge Business School in France has opened a 

new Wine Lab on its Bordeaux Campus; the lab will 

accommodate activities of its Wine & Spirits Acad-

emy and executive education offerings. The lab 

features a creativity room, as well as a wine tasting 

room and cellar. Wine & Business Essentials, a new 

five-day program for wine professionals, will be 

among the first offerings supported by the lab. 

Saïd Business School at the University of Oxford 

in the U.K. has co-founded the Institute for Real 

Growth (IRG) to support chief marketing officers 

and other senior business leaders as they help 

their organizations adopt sustainable, long-

term strategies for growth. Co-founders of IRG 

include New York University, Facebook, Google, 

LinkedIn, marketing and consulting company WPP, 

research consultancy Kantar, and executive search 

and leadership consulting firm Spencer Stuart. 

The findings from WPP’s latest global study of 

business growth provide the foundation for the 

IRG’s curriculum.

Energy company BP has opened an information 

technology center at the University of Illinois 

Research Park in Champaign. Through the center, 

students will work with BP IT experts to develop 

proof-of-concept prototypes for digital solutions 

in areas such as big data, machine learning, cloud 

computing, and the Internet of Things. BP’s Bryan 
Copeland has relocated to lead student recruit-

ment, training, and mentorship at the center.

The Wharton School of the University of Penn-
sylvania in Philadelphia has established the Ste-

vens Center for Innovation in Finance. The Stevens 

Center will work with fintech companies to develop 

educational programming, conduct research, and 

establish mentorships related to the impact of 

information technology on financial services.

Simmons University in Boston, Massachusetts, 

will establish the Simmons Institute for Leadership, 

which focuses on advancing women in leadership. 

Simmons’ existing leadership conferences, exec-

utive education programs, and Center for Gender 

in Organizations will now be delivered under the 

umbrella of the institute, which also will engage 

men as allies and partners. The institute’s first 

director will be Susan MacKenty Brady.

The University of Dayton and The Entrepreneurs 

Center in Dayton, Ohio, have signed a ten-year 

lease for a 95,000-square-foot space, where the 

partners will create an innovation hub. The hub will 

offer opportunities for students to work alongside 

local startups, and it will feature working space for 

entrepreneurs and small businesses; a gallery; a 

maker space; academic programming in business, 

art and design, engineering, and applied creativity; 

and a new venture from Flyer Enterprises, the 

fourth-largest student-run business in the country.

The Fowler College of Business at San Diego 
State University in California has created the 

Center for Advancing Global Business (CAGB), 

which will house the university’s Center for 

International Business Education and Research 

(SDSU CIBER) program and the Charles W. Hostler 

Institute on World Affairs. 

The Global Center for Social Entrepreneurship 

Network (GCSEN) recently launched its Social 

Venture Research Institute (SVRI) on the campus 

of Wheaton College, based in Norton, Massachu-

IBM Gives Louisville     
A Tech Training Boost
IBM will create a new IBM Skills 

Academy within the Center for 

Digital Transformation at the Uni-
versity of Louisville in Kentucky. 

The tech giant has committed to 

providing the university US$5 

million worth of software, cloud-

based technology, services, and 

faculty training. Starting this fall, 

the academy will begin offering 

courses in eight emerging areas of 

technology: artificial intelligence, 

blockchain, cybersecurity, cloud 

computing, the Internet of Things, 

quantum computing, data science, 

and design thinking. Courses will 

be open to students from all disci-

plines, not just those studying in 

STEM-related fields.

The IBM Skills Academy will be 

the first that IBM has developed 

with a higher education institution, 

although the company is in talks 

with four other U.S. universities to 

open similar academies. 

Training the workforce in these 

fields “is the most critical issue of 

our time,” says Naguib Attia, IBM’s 

vice president of global university 

programs. The southern United 

States “has the highest number of 

employees without an education 

beyond high school,” he adds. “If 

we don’t work to close this gap, it 

could have a negative impact on 

millions of people.” 
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