
  The Global 
    Consultancy 

Project
A global student 

consultancy can open 
students’ eyes to 

challenges businesses 
face in other parts 

of the world—and 
sometimes change 

everything they 
thought they knew 

about business. 

by Tricia Bisoux

At a time when business educators are looking for ways to integrate 
both global perspective and hands-on learning into their pro-
grams, some schools have found a way to accomplish both objec-
tives in one fell swoop: the global student consultancy. Schools 
with global consultancy projects often count them among their 
most well-received and worthwhile programs. 

Even so, the global consultancy is still a relative rarity on b-school 
campuses. This may well have to do with the level of time, effort, 
and resources necessary to run these programs. Project coordinators 
must search the globe�literally�for clients with suitable projects 
and resources. Then, they must establish funding through client fees, 
school grants, private donations, or student contributions; select par-
ticipants from a large number of applicants; and integrate on-campus 
coursework with travel to the destination country. 

Three schools on the U.S. East Coast and one in the United 
Kingdom are among those that have established track records with 
their global consultancy programs. These include the Massachu-
setts Institute of Technology�s Sloan School of Management in 
Cambridge; Dartmouth College�s Tuck School of Management in 
Hanover, New Hampshire; Yale University�s School of Management 
in New Haven, Connecticut; and the Manchester Business School in 
the United Kingdom.

The most effective global consultancy projects strike just the right 
balance, say the directors of these programs. They must be large 
enough to present a challenge to their students and small enough to 
be tackled within a few weeks. More important, clients must deliver 
worthwhile educational experiences to students, and students must 
deliver solutions that will make their clients� businesses better. 
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MIT’s Global E-Lab:

Delving into Developing 
Markets
by Richard Locke

The Global Entrepreneurship Lab at MIT�s Sloan School of 
Management, which launched in 1999, is an interdisciplinary 
program that enables management, engineering, and science 
students to work closely with top managers of international 
high-tech startups. Most of the 160 students enrolled in the 
program are Sloan MBA candidates, but some also come 
from MIT�s Media Lab and engineering program. 

Through Global E-Lab, we not only provide compa-
nies in developing economies with the kind of business 
expertise they otherwise could not afford, but also expose 
students to the issues affecting startups around the world. 
Participants learn how to navigate countries without U.S.-
driven corporate governance, government oversight, or 
legal systems. They soon discover that entrepreneurship 
is not always romantic or easy, especially in countries with 
infrastructures still in their formative stages.

The E-Lab Process
Before the academic year begins, I look for companies 
in emerging markets that have achieved local success and 
are poised for global expan-
sion�they just need help 
taking that next signi�cant 
step. Selected companies �ll 
out in-depth questionnaires, 
in which they outline their 
history, the demands of their 
projects, and the expectations 
they have for our students. 
We post these questionnaires 
on our internal Web site, 
and students decide which 
projects interest them most. 
In 2005-2006, for example, 
students selected startups in 
South Africa, Guana, Rwan-
da, Nepal, Turkey, India, and 
Vietnam. 

In September, students 
begin their Global E-Lab 
coursework and form four-

person teams. In October, teams bid on the projects, and 
we match each team to a client based on the team�s skill 
set. We advise students that, to win a project, at least one 
team member should have a �rm grasp of the company�s 
technology and another should understand the country�s 
culture and infrastructure. Even then, we inform all teams 
that, although they will be assigned a project, it may not be 
one on which they originally bid.

Once a team is matched with a project, students begin 
the research phase, communicating with their clients by 
phone and e-mail to establish expectations and keep clients 
informed of their progress. In January, when MIT classes 
are not in session, students travel to meet their clients for 
three to four weeks, gathering more information and hold-
ing face-to-face meetings with managers to make sure the 
project is still on track. At the end of the visit, each team 
gives a formal presentation of its �ndings and recommen-
dations to the organization�s top management, along with 
a written report.  

Our Consultants in Action
At �rst, potential clients of Global E-Lab may wonder 
whether business students can really provide sound advice 
to international companies. Once they actually work with 
us, however, they �nd that our students not only offer 
sound advice�they make a difference in the success of 
their businesses.

COURTESY OF THE MIT  SLOAN SCHOOL OF MANAGEmENT.

Sloan MBA and Global E-Lab participant Liesbet Peeters (third from right, back row) 
meets with small business owners in central Africa on behalf of the World Bank.
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One example is a student team that traveled to Dalian, 
China, to meet with the managers of HiSoft, one of the 
most successful information technology providers in China. 
Its managers wanted to enter new markets, particularly the 
U.S. However, their attempts to attract U.S. customers had 
been so far unsuccessful. 

Through research and interviews, the students found that 
saving money was not enough of an incentive for U.S. com-
panies to outsource their IT to a Chinese supplier. Instead, 
U.S. companies also wanted to extend their capabilities and 
expand their business knowledge. Our students recommend-
ed that HiSoft take time to develop more sophisticated ser-
vices, gain further traction in their existing markets, and win 
smaller U.S. accounts before pursuing larger opportunities. 

HiSoft made the perfect client for our global student 
consultants. It was located in a challenging business environ-
ment, had a history of success, and presented a compelling 
problem for our students to solve. 

New Experiences, New Possibilities
I�ve found that the Global E-Lab experience can change the 
career paths of participants. For example, Liesbet Peeters, 
a 2005 graduate from Sloan�s MBA program, worked with 
companies in the Ivory Coast, Peru, and India as a Global 
E-Lab participant. That experience led her to a job with the 
World Bank Group. She spent the summer after her gradu-
ation traveling throughout West Africa for the International 
Finance Corp., a subsidiary of the World Bank, teaching 
entrepreneurship skills to young adults and helping young 
artisans improve and market their products. 

Stephen Hazelton, another 2005 graduate, worked with a 
venture capital �rm in Vietnam during his consultancy. Today, 
Hazelton is creating a securities industry business in Hanoi, 
Vietnam, that will provide the basic trading and institutional 
support that we take for granted in Western countries. 

As Peeters� and Hazelton�s experiences illustrate, global 
student consultancies not only provide valuable services that 
many companies could not otherwise afford, but also open 
students� eyes to a world of opportunities. Students may 
enter our program planning to pursue careers in the Fortune 
500 companies or on Wall Street; but at graduation, many 
decide to take a pass on Wall Street to seek out the career 
options that emerging economies have to offer. 

Richard Locke is the Alvin J. Siteman Professor of Entrepreneurship and 
Political Science and a founder of the Global E-Lab at MIT�s Sloan School 
in Cambridge, Massachusetts. For information on the Global E-Lab, visit 
entrepreneurship.mit.edu/glab/.

The Tuck Global Consultancy:

Reaping the Rewards
by John Owens

During the ten years that we have operated the Tuck Global 
Consultancy, MBA teams have completed 104 assignments 
for more than 70 clients in 51 countries. In that time, the 
Tuck Global Consultancy has become our most popular sec-
ond-year elective. Unfortunately, our main dif�culty is that 
we cannot satisfy demand�for every six students we enroll 
in the course, we need one cash-paying client. As a result, 
half of our MBA class wants to participate in the program, 
but we can only enroll about a third. 

For those who are selected, however, the experience is 
life-changing. At graduation, most participants tell us that the 
global consultancy project was the most important experience 
they had at the Tuck School. It�s a highly visible program with 
very tangible results.

How the TGC Works
Clients hire our students as they would hire any corporate 
consultant. Each company pays a $23,500 administrative fee, 
which only partially covers the cost of the program, as well 

The interdisciplinary TGC team that worked on the MUCHS pharmaceutical 
project in Tanzania included, from left to right, Lorelei Wall and Allison 
Sekikawa, Tuck MBAs; Sarah Schuster, a student from Dartmouth’s Center for 
the Evaluative Clinical Sciences; Greg Butz and Kelly Tschantz, Tuck MBAs; 
Doug Madory from Dartmouth’s Thayer School of Engineering; and Eduardo 
Santos, Tuck MBA.
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as for the team�s travel and other out-of-pocket expenses. 
That means that the cost of our MBA consultants depends 
largely on the client: A company in India will pay more than 
one in Mexico City. 

Each year, we typically do 15 projects that take 13 weeks 
to complete. During the �rst phase, which occurs during 
the summer or early fall, students take �ve weeks to research 
the company, communicate with company managers, and 
re�ne the project scope. Once everyone agrees on the 
project�s parameters, the clients sign a letter of engagement 
that the students provide.

In the second phase of the project, students spend an 
intensive three weeks �in country� to conduct primary 
research on the market and meet face-to-face with top man-
agers. Before they return to the U.S., they present their cur-
rent �ndings to the client and ask the managers to indicate 
any alterations they would like them to make. 

In the third and �nal phase, students travel back to 
campus and spend four to six weeks assembling their �nal 
report before presenting it to the client. Students make 
their �nal presentations via video conference or face-to-face 
meeting with the client. 

‘In Country’ in Tanzania
One of the Tuck Global Consultancy�s latest projects was 
for the Muhimbili University College of Health Sciences 
in Dar es Salaam, Tanzania. The MUCHS School of Phar-
macy planned to build a pharmaceutical manufacturing 
plant on land obtained through a grant from the Tanza-
nian government, and it wanted our students to create a 
business and feasibility plan for the project. Because of the 
complexity of the project, the Tuck Global Consultancy 
created its �rst interdisciplinary team, which included stu-
dents from Tuck as well as Dartmouth�s schools of medi-
cine and engineering. 

During their three-week visit to Dar es Salaam, our stu-
dents investigated the Tanzanian pharmaceutical market and 
drug distribution system, conducting interviews with doc-
tors, pharmacists, distributors, and government agencies. By 
the end of the project, the students con�rmed that the proj-
ect was viable and made 30 recommendations to MUCHS 
based on their extensive research. 

The project will take many years to complete and will 
require future Tuck MBAs to return to Tanzania in 2007, 
and possibly even 2008, to get the plant up and running. 
Because of the long-term nature of this project, our students 
kept intensive �les on each stage of the project, so that the 
next team can pick up where the last left off.  

Stories to Tell
The Tuck Global Consultancy requires a concerted market-
ing effort to let companies know how they can bene�t from 
our students� expertise. I spend half of the year marketing 
our consultancy projects to potential clients, and I keep 
a database of likely clients with whom I maintain regular 
contact. 

Attracting student interest, however, is never a problem. 
The word is out on the rewards this experience has to offer. 
The global consultancy program forces students to use all 
the skill sets and functional knowledge they�ve learned, while 
operating in a country where they face unfamiliar cultural 
and linguistic challenges. In the end, students work harder 
than they ever expected�and enjoy the experience more. 

In fact, most students place their global consultancy expe-
riences at the top of their resumes. Telling employers they 
completed a summer internship at The Gap in San Francisco 
is one thing; telling employers they worked on a pharmaceu-
tical consulting project in Tanzania is quite another.

John Owens is the director of the Tuck Global Consultancy and adjunct 
professor of business at Dartmouth College�s Tuck School of Business 
in Hanover, New Hampshire. For information about the Tuck Global 
Consultancy, visit mba.tuck.dartmouth.edu/cib/tgc/. 
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Dar es Salaam, 
Tanzania, was the 
site of a consultancy 
project by MBA 
students from 
Dartmouth’s Tuck 
School to create a 
feasibility study 
for a planned 
pharmaceutical plant.




