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“We're encouraging faculty to really look at the big organizational problems,
the daily management and public policy challenges that organizations face.”

—Kathleen Sutcliffe, Ross School of Business, University of Michigan

corporate finance. There has been a transformation in what
is being studied and how it’s being studied.”

Journal publication and the peer review process remains
of utmost important to faculty, Sutcliffe notes. But as more
business schools base their missions on helping business
solve its immediate challenges, business faculty are viewing
their research in a larger context.

“Research has changed over time, and business faculty
have to think about the impact their research will have,” says
Sutcliffe. “We’re encouraging faculty to really look at the big
organizational problems, the daily management and public
policy challenges that organizations face.”

Strategies for Research Outreach

Many schools are building concerted marketing strategies to

disseminate their research. Whether in print or online, they’re

reaching larger numbers of people and speaking the lan-
guage of the media. The following examples are just a few
of the ways business schools are getting the word out about
their faculty’s best work:

M The Perfect Postcard. Journalists are often inundated by
information, so it may take more than a press release to get
their attention. To make sure its research makes an impact
with reporters, the University of Notre Dame’s Mendoza Col-
lege of Business in Indiana publishes six postcards a year
and sends them to approximately 1,500 news reporters,
editors, deans, and others in the academic community. Each
postcard highlights a faculty member’s research that has a
topical connection to current events. The front displays art
and a teaser about the research; the back offers an explana-
tion of the study and the contact information of the author.

Mendoza College’s research-oriented postcards aim to
package research in a way that captures attention. “The post-
cards make highly relevant faculty research on vital business
topics available to those who write about or study real-world
implications every day,” says Carol Elliott, director of news-
writing at the University of Notre Dame’s Mendoza College of
Business in Indiana. “They educate and stimulate ideas and
discussion, which is a large part of the Mendoza mission.”

u Link Leverage. Many business schools now include a
“Faculty & Research” link on their home pages. But some,
like the University of Michigan’s Ross School, go one step
further. Ross includes links to its “Faculty Research” and
“Research Institutes and Centers” at the top of its Web menu,

28 BizEd MARCH/APRIL 2007

Acts of Translation
Perhaps the biggest shift in how business schools view—and
use—their research is in how they communicate it. Statistical
studies and technical jargon are well-suited to academic jour-
nals, but less so for public consumption. The challenge for
business schools is to translate those studies into a language
that is immediately accessible to a large, diverse audience.
Making an effort to translate the technical aspects of
research into an accessible form is crucial to “establishing the
critical link between real-life issues and research-based man-
agement insights,” says Peter Lorange, president of IMD in
Lausanne, Switzerland. “Too often, even those schools with

before links to admissions, academic departments, or degree
programs. “It was a deliberate choice,” says Sutcliffe. “Our
faculty are the maijor technological resource through which
we do our work.”

H Site Seeing. Some b-school Web sites are being rede-
signed with faculty research in mind. In March, the University
of Chicago’s Graduate School of Business in lllinois will go
live with a redesigned and expanded faculty research Web
site, created in partnership with the Social Science Research
Network (SSRN.com). “The changes enable visitors to down-
load working papers written by our faculty. Other changes
include updated faculty bios, but the research component is
likely to be of most interest to site visitors,” says Allen Fried-
man, the school’s executive director of communications. “This
is an effort to make research more easily accessible to the
general public.”

m Engaging Design. Business schools are also paying closer
attention to online design, so that site visitors spend more
time with their research—and make return visits. With that in
mind, IMD recently launched an area of its Web site called
“Tomorrow’s Challenges.” The page displays different-sized
colored boxes, each containing a research topic. Users click
on a specific box to read a summary of that study. “The
boxes change size depending on the number of clicks they
get,” explains Els van Weering, research associate and proj-
ect manager at IMD. “They indicate readers' inferest in the
topics as well as show off our latest research.”

B Electronic Outreach. Schools with well-established elec-
tronic research newsletters have seen incredible growth in
the number of their subscribers. Since The Wharton School
at the University of Pennsylvania in Philadelphia launched its
research e-newsletter, Knowledge@Wharton, its subscriber
base has grown to 800,000 subscribers worldwide. Stan-



Rr——y

ford Knowledgebase, which includes information

about research, speakers, events, and links to full
research text and video, is sent to nearly 20,000 subscrib-

ers worldwide. Schools such as Harvard and IESE
in Barcelona, Spain, also reach thousands with their

e-newsletters.

H Podcast Power. Perhaps no new technology has been
more pervasively influential in the way business schools

reach the public than podcasts. Busi-
ness schools are packaging faculty
interviews in the form of podcasts
that are offered for free download to
internal and external audiences.

The Smith School of Business at the
University of Maryland in College Park
recently launched its initiative to offer
video and audio podcasts on manage-
ment issues, as a way “to promote the
school’s thought leadership.” In 2006,
the Wharton School introduced audio
podcasts on business topics. Harvard
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ABOVE: Six times a year, the University of Notre Dame’s Mendoza College of

Business sends out postcards to 1,500 reporters and academics. The colorful
graphics and targeted message of the cards are designed to make an instant
connection between the school’s research and a current business topic.
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a new page on its Web

site titled “Tomorrow’s
Challenges.” Featuring a
colorful grid of hoxes linked
to different research topics,
the page is designed to pique
user interest in research
and track the topics of most
interest —each boxed topic
grows larger or smaller
depending on the number of

times users click it.

Business School Publishing produces weekly podcasts featur-
ing commentary from business leaders. The University of
Western Ontario’s Ivey School of Business is now experiment-
ing with its own research-oriented audio and video podcasts.

Business schools already reach academic audiences via
academic journals. By working with the media and using
the Web effectively, business schools can reach their equally
important external audiences of managers and policy mak-
ers, says Tima Bansal, associate professor at Ivey. “These
audiences are often looking for applied research that is
issue-focused,” Bansal says. “We translate our research to
make it more accessible to nonacademics.”

the best intentions have failed to translate their ambitions
into action,” he says. “They have not grasped how to deliver
their research findings in more meaningful and interesting
ways so that practicing managers can internalize them and
apply them to their real-world situations.”

Business schools are placing new emphasis on “translat-
ing” research into more accessible forms. In a literal sense,
many business schools are translating their studies into a
variety of languages—especially Chinese. The School of
Business and Management at Hong Kong University of
Science and Technology (HKUST), for instance, simplifies
the technical language of published faculty research and
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“We also need to unlock the mindset of our researchers, so they acknowledge
the importance of reputation-building by making their research more accessible.”

—Ale Smidts, Rotterdam School of Management, Erasmus University

republishes it in both English and mainland Chinese lan-
guages. The Wharton School at the University of Pennsylva-
nia in Philadelphia now has three region-based editions of its
Knowledge@Wharton research e-newsletter which target
China, India, and Portugal /Spain and are published in four
different languages.

Translating research into other languages and for other
cultures is becoming easier as business schools hire more
international faculty, says Deborah Spar, associate dean of
research at Harvard Business School (HBS) in Cambridge,
Massachusetts. “A few years ago, we didn’t have faculty who
grew up knowing China was going to be important and had
the foresight to study Chinese instead of French,” says Spar.
“But there has been a natural evolution. We have several
Chinese faculty members now, and more of our faculty come

Where Does Your Research Rank?

Business schools were first faced with rankings of MBA pro-
grams in the 1980s. Next came the rankings of EMBA and
undergraduate programs. It was only a matter of time before
ranking mechanisms entered the market to measure the pro-
ductivity of, and interest in, the research of business faculty.
For research institutions, these mechanisms have brought new
opportunities—and new challenges.

In 1994, two business educators established the Social
Science Research Network (SSRN), an open-use data-
base that allows business and legal faculty to upload their
research for distribution among their peers. In February
2005, the School of Management at the University of Texas
in Dallas (UTD) established its “Top 100 Business School
Research Rankings” and online database. Both resources
were designed to provide academia and the public more
information about, and access to, faculty research.

UTD’s ranking was the first to measure a business
school’s research productivity. “At the time the national
rankings were based primarily on individual programs,”
says Hasan Pirkul, dean of UTD’s business school. “We felt
that research was being delegated to a secondary position.
Research was a ‘black box’ —no one really knew how much
work was being done.”

UTD ranks business schools based on how often their
faculty’s work appears in 24 top business journals. In addi-
tion, it maintains a Web site where users can conduct spe-
cific searches for how many articles and in what journals a
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from different parts of the world. It’s happening slowly, but
it’s happening.”

In a figurative sense, the act of translating the complexi-
ties of business research into simpler forms for a broad audi-
ence can be an even bigger challenge, says Smidts of ERIM.
“When needed, we will use professional writers to ‘translate,’
unlock, research and make it more understandable for the
general public,” says Smidts. “We also need to unlock the
mindset of our researchers, so they acknowledge the impor-
tance of reputation-building by making their research more
accessible.”

For Sutcliffe of the Ross School, making research acces-
sible is less an act of direct translation than of interpreta-
tion. “A translator conveys meanings directly from one
language to another, but an interpreter explains what’s

particular professor or business school has published.

The SSRN was established with a different purpose.
Launched in 1994 by Michael Jensen of Harvard Business
School and Wayne Marr, now of the University of Alaska
at Fairbanks, the SSRN is an online database of working
papers. It was designed to allow faculty to disseminate their
early work for quick feedback from other scholars around the
world. Today, the SSRN includes more than 110,000 work-
ing papers by more than 70,000 authors, as well as another
140,500 abstracts, in 11 business and legal disciplines. To
date, users have downloaded research from the site more
than 13,280,000 times. “The site is considered the source for
academics looking to share research information,” says Cathy
Castillo, director, publications and Web content, at Stanford
Graduate School of Business in California.

In addition, the SSRN tracks how many times a particular
paper has been downloaded. It also provides its own lists of
“Top Papers,” “Top Authors,” and “Top Institutions,” based
on the number of user downloads. The SSRN even allows
users to register to receive updates when new research from
a participating school is available. As with any ranking, the
SSRN offers business schools the chance to claim bragging
rights regarding how many times users choose to access their
faculty’s work.

Both UTD's research ranking and the SSRN aim to provide
a more comprehensive understanding of academic research.
However, neither operates without some controversy. The
methodology of UTD’s ranking, for instance, has been the
subject for criticism because it does not scale its rankings by
school size. Because it ranks schools by total research publi-
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More business schools are leveraging the
content of their traditional print research
publications on Web sites and in electronic
newsletters to reach a broader audience.

cation and output, smaller schools
may not fare as well as larger institutions.

“Smaller schools have complained that our ranking favors
larger schools with more research faculty,” says Pirkul. “But
when we tried to scale the ranking to take into account school
size, we were not able to get accurate data from all schools.”
For the most accurate results, Pirkul notes, those who want to
take into account school size can visit the ranking’s Web site
to conduct searches to compare schools of similar size.

Pirkul adds that newer business schools may actually
receive fairer treatment in UTD’s “Top 100” than in other
rankings of business school programs. “If you are a new busi-
ness school, it's almost impossible to be recognized in pro-
gram rankings, no matter how good your program is,” Pirkul
says. “That's not true for research. If your faculty is publishing
in the very best journals, it's immediately reflected in our
findings.”

The SSRN has also been the target of criticism. The network
is designed to provide faculty a forum to post works in prog-
ress and receive feedback from other faculty. However, some
academics have argued that too many schools use the network
to vet faculty work for hiring decisions. Such practices can
compel some faculty to upload only finished research to the
database. As a result, SSRN's tagline, “tomorrow’s research
today,” has come under fire.

In a January 19, 2006, blog on Prawfsblawg.com, Florida
State University law professor Dan Markel sparked debate
about whether SSRN was truly being used for its founding
purpose: to provide faculty with a sounding board of like-
minded scholars. Faculty may benefit from SSRN, Markel

argues, but few are receiving as much feedback on early
work as they had hoped. “I've heard people lament that
they might get more citations, more conference invitations,
and potentially more nibbles from schools interested in hir-
ing—but almost no feedback from far-flung scholars (or
even ones just sitting down the hall) on ‘real’ works in prog-
ress,” Markel writes.

Jensen, one of SSRN's founders, responded to Markel’s
post by noting that the network is still a work in progress.
Jensen writes, “We at SSRN are open to all suggestions for
how we might create environments to open rather than close
or inhibit scholarly discourse.”

In a June 15, 2006, interview with PrawfsBlog.com,
SSRN's CEO Gregg Gordon asserted that while some may
use SSRN for evaluative purposes, the network really belongs
to faculty. “Some authors put up early work and ask for com-
ments, while others wait until a paper is close to being ready
for submission to a journal,” Gordon said. “We want to
serve the researcher at all points along the process and are
working hard to build technology to be able to do it.”

Even with the criticism, both UTD’s “Top 100” research
rankings and the SSRN aim to elevate the importance of
research, says Pirkul. “So many business schools have made
research a central part of their mission statements,” he says.
With these tools, says Pirkul, schools have two advantages.
First, they have the means to measure their progress against
other research institutions. Second, and perhaps more
important, they can showcase and disseminate their faculty’s
work in a central, accessible, and increasingly visible public
forum.
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“The world of business is becoming increasingly complex,
and knowledge will increasingly be the key to business success.”

—Robert Hansen, The Tuck School of Business, Dartmouth College

conveyed. An interpreter tells the story in a way that helps
an audience make sense of the information,” says Sutcliffe.
“If our research is to make an impact, it’s incumbent on us
to make its message more accessible and meaningful to a
broader audience.”

From Translation to Conversation

In fact, when it comes to business research, the ideas of
“impact” and “access” are quickly becoming mutually
inclusive terms. After all, say administrators, even the most
groundbreaking research can’t effect change if business
managers don’t hear about it and understand its relevance
to the problems they face.

To that end, business schools have made it a prior-
ity to better target and sustain their research efforts. To
hone its own research objectives, for example, the Darden
Graduate School of Business Administration of the Uni-
versity of Virginia in Charlottesville has recently created
the position of “associate dean of intellectual capital” in
its dean’s office, explains Jim Freeland, associate dean
for faculty. “The associate dean will serve as an advocate
for the development and advancement of intellectual
capital,” says Freeland. He adds that the new dean also
“will help identify areas of overlapping and synergistic
research interests among the faculty and facilitate discus-
sion among interested groups.”

Darden isn’t the only school seeking to stimulate more
discussion about business research. More business schools
are creating new opportunities to put their faculty face-
to-face with external audiences. They’re tapping faculty to
speak about their research not only in the classroom, but
also at school-sponsored seminars, conferences, lunches,
and other public forums. The goal, say educators, is for
faculty to act as veritable “research emissaries” to start con-
versations about the issues at the forefront of business.

The Tuck School of Business at Dartmouth College
in Hanover, New Hampshire, holds regular “research
lunches,” where faculty speak to students about their latest
work. It also recently launched its Tuck Alumni Lifelong
Learning series that sends faculty on the road to give pre-
sentations on their current research.

The University of Western Ontario’s Ivey School of
Business in Canada, for instance, hosts regular seminars in
Toronto and London, Ontario, to share its latest research
with its students and alumni. The Stanford Graduate
School of Business in California works with its departments
of alumni relations and executive education to sponsor
events where faculty discuss their research with alumni and
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business leaders in Asia, Europe, Australia, and New Zea-
land, as well as in the U.S.

Other schools are using seminar formats to launch their
research into public forums. HKUST sponsors research
seminars throughout Asia, as well as joint seminars with a
major national newspaper in China on topical issues. Each
seminar showcases a particular faculty member; afterward,
the newspaper publishes the seminar’s content as a feature
article, explains K.C. Chan, the school’s dean.

The Ross School of Business at the University of
Michigan also is becoming more active in funding informal
seminars where faculty meet regularly with external audi-
ences, says Sutcliffe. The goal is to make research “part of
an ongoing conversation” among not only faculty, but also
alumni, business leaders, and other educators. “By sparking
these conversations, research becomes a part of people’s
language,” Sutcliffe says. “They start thinking in different
ways, which affects the way they see the world.”

’Mission Critical’

Business research has become an essential topic of con-
versation, on the agendas of administrators and faculty at
research-oriented institutions everywhere. AACSB Interna-
tional, based in Tampa, Florida, also is engaged in this dia-
logue, currently conducting a major study on the impact of
business research. There is a marked push among business
schools to ensure that their research makes a difference.

For institutions like the Rotterdam School of Man-
agement, outreach is an essential part of this objective.
“Eventually, our quality and relevance will be determined
not only by our academic peers, but certainly also by the
business community at large,” says Smidts.

To solidify their missions as educators and thought lead-
ers, “research is absolutely mission critical,” agrees Robert
Hansen, senior associate dean at the Tuck School. “The
world of business is becoming increasingly complex, and
knowledge will increasingly be the key to business success.”

As Hansen suggests, increasingly complex business envi-
ronments have given rise to a whirlwind of business research
activity. For schools that place research at the forefront of
their missions, harnessing that whirlwind—and trans-
forming it into actionable knowledge—has become more
important than ever. To fulfill their missions to become
thought leaders, business schools must do more than gen-
erate groundbreaking research, say educators. They must
also set up strategies to disseminate that research effec-
tively, making it visible, accessible, and applicable to the
real-world managers who need it the most. &





