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Your Turn

1 An Rx for the
Ailing MBA

Walk into any business school today and it’s
easy to hear the gnashing of teeth as
deans, administrators, and faculty
bemoan the fact that thousands of
prospective students who once lined
up outside their doors have van-
ished. How dare they do such a
thing when we thought we were
doing such a great job?

The number of applications to
traditional full-time programs
decreased at 78 percent of business
schools in the 2002-2003 and
2003-2004 academic years, accord-
ing to the Graduate Management
Admissions Council. In fact, busi-
ness schools have become their own
best business case study focused on
an institution’s failure to anticipate
complex economic forces.

Business schools are facing the
academic counterpart of what Ford
and General Motors are facing—the
public doesn’t like their products as
much as it used to. American stu-
dents, who once flocked to MBA
programs, now say it’s too expensive
to pay tuition while forgoing
salaries. And foreign students, who
once had to come to the United
States for business education, can
now attend schools in their home
countries that have improved signifi-
cantly, mostly by copying the
American model. Corporations say
they can hire young talent with a
bachelor’s degree at a fraction of the
salary of an MBA graduate.

So, what’s the answer? First of
all, get over it. Business schools are
responsible for their own problems.
To quote the long-ago comic-page
character Pogo, “We have met the
enemy and they are us.”
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Additionally, just as GM and
Ford must do, business schools
must redesign their products and
convince prospective customers that
they offer something different,
attractive, and valuable. This may
already be happening. Over the next
three years, about 300 business

Larry Pulley

10 QUOTE THE LONG-AGO COMIC-
PAGE CHARACTER POGO, “WE HAVE
MET THE ENEMY AND THEY ARE US.”

schools are expected either to add
academic programs or substantially
revise their curricula, according to
a 2004 survey by AACSB Inter-
national. In addition, more than 50
business schools already have made
significant revisions. These changes,
they hope, will turn things around.

by Larry Pulley

Time will tell whether some,
most, or all of these schools will
find the correct answer. However,
necessity remains the mother of
invention. If business schools are
serious about change, I recommend
the following five-step process for
them to follow. These steps repre-
sent the five central criteria that I
believe will be required to stanch an
enrollment drain and ensure success
over the next five years.

Step 1: Give business what it wants.
The American business school
evolved from being a trade school to
being an institution that mirrored
the model of traditional arts and sci-
ences education. Some top-tier
schools have morphed into bastions
of theoretical research. Research is
necessary, but what business schools
have lost in the process is the value
of teaching students how to apply
complex theories to day-to-day oper-
ational business issues. At the
College of William and Mary, we
have talked to scores of businesses
and alumni, and no one has told us
to stop providing quality technical
knowledge about business functions.
But many have told us that what
they need us to do is to help stu-
dents translate that knowledge into
business leadership.

Step 2: Blend business faculty with
business leaders. Business professors
are smart and highly knowledgeable.
Most are excellent teachers, and
many provide consulting services to
businesses. However, few have sub-
stantial experience in the day-to-day
running of a business. Schools must
offer more hands-on lessons from
those who have “been there, done
that.” If business schools are going
to be successful at accelerating their
students’ business readiness, they
must supplement the traditional




classroom experience with business
laboratories that create opportuni-
ties both on and oft campus. In
these environments, faculty, stu-
dents, and executives can work col-
laboratively on real-world, real-time
business problems.

Step 3: Fulfill graduates’ career
expectations. Students come to business
schools to be put on a superior
career trajectory and be made ready
for the realities of business. Business
schools have made significant efforts
to spruce up their career placement
operations, but they haven’t gone
far enough. Career placement is still,
in essence, an add-on enterprise, not
part of the “fabric.” Business
schools must do a better job of
weaving employers into the educa-
tional process. They must offer
more opportunities for their students
to work shoulder-to-shoulder with
their future employers.

Step 4: Study and improve on the
competition. Business schools in
Europe, China, and India have got-
ten good enough to siphon off mar-
ket share that once belonged exclu-
sively to the United States. This is
old news to thousands of American
corporations who found themselves
in that same situation years ago.
What did those corporations that
survived do? They competed with
innovations in their product offer-
ings. American business schools
must do the same. They must offer
“products” with which the schools
overseas cannot compete. American
business schools still command the
advantage in talent and money, so
they must leverage that now—not
five years from now when overseas
schools begin to attract American
students in greater numbers.

Step 5: Stop trying to compete with the
top 10 or 15 business schools —dare to be

different. Love’em or hate’em, the
rankings of business schools in pop-
ular publications have led to a busi-
ness school beauty contest. Con-
testants fall all over themselves try-
ing to play up and manipulate the
criteria dictated by the media who
conduct the rankings in a “me too”
effort to beat out other schools, all
of which are doing the same thing.
Big mistake. Stop trying to beat the
top schools at their own game. It
will not happen. The top business
schools are untouchable in terms of
money, prestige, and talent.
Instead, each business school
should find the things that it can
do well and do them better than
any other institution.

Next year will continue to be
bleak for most business schools.
It will be a struggle to fill seats as
schools in the top echelon of the
market dig deeper into their wait
lists of prospective students to fill
programs that they expanded during
the ’90s MBA boom. In the
process, these top-tier schools essen-
tially will win students who other-
wise would have attended second-
tier schools, which will in turn
struggle to find qualified students of
their own. In five years, though,
those schools that seize the oppor-
tunity to change in the right ways
and offer innovative curricula and
experiences for students will thrive.

The MBA is in jeopardy, and it
provides a case study for strategy,
intervention, and problem-solving.
With the right prescription, howev-
er, this case study can have a posi-
tive outcome. &

Lawrence B. Pulley is the dean and T.C. and
Elizabeth Clarke Professor of the School of
Business at The College of William and
Mary in Williamsburg, Virginia.

One Accreditation

Represents the Highest
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Can chief executive officers of major corpora-
tions take on the great challenges of
health care, unemployment, media
regulation, and international trade?
Leo Hindery thinks so. In It Tikes a

54

; == CEQ, he lays out his
IT TAKES Al premise that top
executives need to
take more responsi-
bility for the world at
. large—in addition to
. taking more responsi-
A 1m0 bility for any of their
TO LEAD WITH .
actions that have
INTEGRITY .
i sweeping conse-
quences. He writes,

“The CEO’s job
touches on three constituencies:
employees, shareholders, and com-
munity. ... And when you get to the
size of a Fortune 1000 company,
your community is arguably the
nation.” Using blunt language and
naming names, Hindery decries lax
behavior by CEOs—both those
under indictment and those under
the radar—and issues a call for higher
cthical standards and more attention
to improving the world. He lists the
19 characteristics any CEO should
possess, including grace, courage, a
sense of fair play, and a hatred of big-
otry. Despite the truly alarming
trends he spotlights, Hindery’s book
is stirring and full of hope that cor-
porate leaders can make a real differ-
ence in the world. (Free Press, $24)

“Grow or die” is considered an indisputable
maxim of business, but some entre-
preneurs have rejected it as the gov-
erning system of their business
careers. Instead, they focus on more
intangible measures of success: an
intimate relationship with customers,
a happy and productive workforce,
and personal satisfaction. In Small
Giants, Bo Burlingham profiles 14
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“companies that choose
to be great instead of
big.” Companies like Clif
Bar, Anchor Brewing,
Union Square Hospitality

SMALL
GIANTS

&

Companies That Choose To
Be Great Instead of Big

Bo BURLINGHAM

EDITOR AT LARGE OF ANE: SAGAZINE
ANDGO-AUTHOR OF THE GREAT GAAE OF BUSINESS

and dissects which answers
display executive intelli-
gence and which do not. As
Menkes and various other
sources make clear, today’s

Group, and Righteous
Babe Records have resisted the pres-
sure to expand rapidly, offer IPOs, or
generally take their companies to the
much-vaunted “next level.” Instead,
they’ve retained most of the control
of their enterprises and found creative
ways to grow their businesses.
Burlingham’s book isn’t all happy
endings and blissful contentment;
most of the people he showcases have
had to make hard decisions, and a
few have tasted failure along the way.
But the stories told and the lessons
learned are valuable ones for anyone
interested in starting a business and
making it a success—by a personal
definition. (Portfolio, $24.95)

Like modern-day alchemists, today’s star
executives take common, base ele-
ments and turn them into some-
thing wonderful and new. They’re
not using magic, says Justin Menkes.
They’re exhibiting Executive
Intelligence, or a type of critical
thinking that allows them to accom-
plish tasks, work closely with others,
and adapt their own behavior as the
situation demands. Menkes draws
commentary from a wide variety of
sources, ranging

successful corporation can-
not survive by relying solely on the
genius of one or two top individuals.
Whole teams of gifted people are
required to make an enterprise suc-
cessful, and Menkes gives the blue-
print for finding them. (Collins,
$27.95)

B Are you the kind of leader who asks ques-
tions? If you are, do you even know
what kinds of questions to ask? In
Leading with Questions, Michael
Marquardt describes how powerful it
can be for a top executive to have an
inquiring mind. In an environment
that encourages questions, he notes,
no one is afraid to confess concern

about potential
problems, and thus

HOW LEADERS FIND THE RIGHT
SOLUTIONS BY KNOWING WHAT TO ASK

those problems

don’t turn into dis- Leadmg with
asters. No one is

QUESTIONS
afraid to confess —

ignorance about a \
particular method, ‘
and thus everyone i
is continually
allowed to learn.

MICHAEL MARQUARDT

“A questioning cul-
ture is a culture in which responsibil-
ity is shared. And when respon-

from psychologist
Robert Sternberg to
Avon CEO Andrea
Jung, as he presents
the hallmarks of bril-
liant executive lead-
ers. A chapter late in
the book offers a
series of mock inter-
view questions with
executive candidates

What All

Great Leaders Have

EXECUTIVE
INTELLIGENCE

JUSTIN MENKES

sibility is shared, ideas are
shared, problems are
shared...and ownership of results
is shared,” he writes. Marquardt
knows that not everyone is com-
fortable posing questions, so he
offers a primer on how to ask
them, how to time them, how
to listen to the answers, and
how to follow up. He also pro-
vides lists of questions that can




be used in specific situations. What
more could a reader ask? (Jossey-
Bass, $27.95)

B Finding a great employee is tough. Finding a
great CEO is even tougher. In
Finding the Best and the Brightest,
Pennsylvania State management pro-
fessor Peg Thoms presents the best
way to identify, recruit, and select
candidates for top positions. It’s

essential for those

doing the hiring
to thoughtfully
outline what traits
and skills they
require in a specif-
ic position and

FINDING THE BEST

AND THE BRIGHTEST | e i,
series of struc-

—— tured interviews
with a small pool
of candidates.

Thoms makes the point that there is
no one leader who will be good in all
situations, and she reiterates this by
building the book around leadership
vacancies in six organizations: a fish-
ing club, a Fortune 500 company, a
high school, a historical society, a
Rust Belt city, and an urban hospital.
While the president of the Sunshine
Fishing Club will need to be honest,
optimistic, friendly, and devoted to
fishing, the historical society’s direc-
tor of PR must have high energy,
excellent writing skills, and strong
interpersonal skills. Thoms

who were stressed, over-
worked, or feeling
trapped in their current
jobs. It’s only one of
dozens of questions that
he poses throughout the
slim, thought-provoking Tales from
the Top, his account of more than 25
years of executive coaching. The
book challenges CEOs to take hard
looks at themselves, honestly evaluate
what they have and what they want,
and admit some of their deepest fears
and insecurities. While many of his
questions and suggestions are likely
to induce some uncomfortable
squirming for anyone who tries to
answer or comply, the overall tone of
the book is positive. Alexander
believes any executive can improve
his position—and his life—even if he
has to make difficult choices to do
so. (Nelson Business, $22.99)

If you've always wanted to sit down and
hear great marketers and business
gurus trade battle stories, The Big
Moo is for you. Seth Godin edits a
collection of quick, provocative
essays by 33 authors, including Tom
Peters, Guy Kawasaki, Malcolm
Gladwell, and Dan Pink. None of
the contributions has a byline; each
one needles the reader to think
harder or think differently. One
essay is nothing but questions:
“What if we could charge ten times
as much for this?

offers guidelines for conducting
the interview—and for deter-
mining which candidates are
the very best. (Praeger Publi-
cations, $34.95)

B What would you do if you were
braver? That’s one of the ques-
tions executive coach Graham o

Stop Trying to Be Perfect and Start Being Remarkable

THE BIG MOD i an unpreee

smartest business thinkers, blending their best ideas on how you

can remarkablize your organization. Ths al-star team includes Julie

Anite, Tim Mamers, Malooim Gladvel, Dave Balter, Promise Phelon,

Heath Row,Amit Gupta, Marc Beniaff, Kevin Carroll, Tom Peters, Carol
e, St

What if we had to
charge one-tenth as
much?” Another
consists of an icon-
oclast’s debate with
nay-sayers: “They
say I’m extreme. I
say I’m a realist. ...

nof 33af theworld's

Lynn Gordon, Jay Gouliard,

Alexander has asked top CEOs

Matcia Hart, Jackie Huba, Guy Kaviasaki. Poly LaBarre, Chris eser,
Robin Williams, Jacqueline Novogratz, Dan Pink, Dean DeBiase, Red
Mael,Mark Cuban, Lisa Gansky, April Amstrong. Tom ey, Robyn
Viates, Wiliam Godin, Alan Wiebber and Scth Gadin,

They say, ‘Improve
and maintain.” I say,

GRAHAM ALEXANDER

‘Destroy and reimagine.’”
The title refers to Godin’s
earlier book, Purple
Cow—the product or
invention that sets a com-
pany apart. As he says in
his introduction, “A big moo is the
extreme purple cow, the remarkable
innovation that completely changes
the game.” Spend some time with
these authors, and you’ll feel as if
you can corral a whole herd.
(Portfolio, $19.95)

“The work environments of today are
ambiguous and subject to constant
change,” write Gerald R. Ferris,
Sherry L. Davidson, and Pamela L.
Perrewé in Political Skill at Work.
These environments require
“employees who are socially astute,
flexible, adaptable and able to per-
form eftectively through it all—that
is, people who are
politically skilled.”
Political skill is not
the weaselly ability to
manipulate people to
achieve self-serving
ends. Rather, they
say, it is the ability to
understand others
and influence them
in ways that benefit
the organization.
Political skill comprises four key
attributes: social astuteness, interper-
sonal influence, networking ability,
and apparent sincerity. The
authors—two business professors at
Florida State University and one
research scientist at New York
University—explain how managers
can cultivate political skill and how
they can use it. Readers will quickly
agree with the authors that “real
political skill is a positive force.”
(Davis-Black Publishing, $32.95) E

INCLUDES THE POLITICAL
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POLITICAL
SKILL
AT WORK



Condition Critical

Mays business students work with Halliburton to experience the business of war.

Business may be business, but the stakes
are much higher when it comes to
managing the intricacies of procure-
ment, transport, and accounting in
the midst of a war. That’s the lesson
that 12 undergraduates from Texas
A&M University’s Mays School of
Business in College Station learned
last summer, when they embarked
on a labor-intensive internship with
Halliburton subsidiary KBR in
Kuwait, Jordan, and the United
Arab Emirates. It was the first such
collaboration between Halliburton
and the Mays School.

“This isn’t your typical 8-to-5,
weekends-oft internship,” says Gra-
ham Gilkerson, a senior accounting
major at Mays. Gilkerson audited
employee records and oversaw
accruals and inventories for KBR
subcontractors in Kuwait City. This
internship required the ability to
“deal with conditions that are out
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of your hands,” he says.

As the U.S. military’s supplier of
logistical and life support services to
operations in countries such as Iraq
and Afghanistan, KBR supplies U.S.
troops and coalition forces with
everything they need with the excep-
tion of weapons. It
builds base camps
and transports mate-
rials such as food,
fuel, mail, laundry,
and air transporta-
tion. In addition, KBR employees
must cope with sandstorms, oppres-
sive heat, and the realities of insur-
gency violence.

Many of the interns spent two
and a half months working 60- and
80-hour workweeks in the capitals
of Kuwait City and Dubai.
Gilkerson, who studied Arabic with
a tutor last year, sees his experience
as a first step to an international

“THIS ISN'T YOUR TYPICAL 8-5,
WEEKENDS-OFF INTERNSHIP.”

ez

Kuwait-based interns from
Mays Business School and
their co-workers gather at

Camp Udairi in Kowait. -

career. “It gives me the desire not
only to look at what businesses are
doing in international settings, but
what effect they have on the people
there.”

For Halliburton, the internships
aren’t just a way to tap the talents of
enthusiastic business students.
They’re also a way to seek out future
employees. Trey Scott, a finance
major who interned at KBR’s Dubai
central office for Middle Eastern
projects, worked
side-by-side with
Arab workers wear-
ing native robes and
Western-dressed
KBR employees. He
says he is interested in a career at
Halliburton post-graduation. In fact,
about half of KBR’s interns return as
interns or are hired full-time.

That’s just what Halliburton CEO
Dave Lesar likes to hear. “These stu-
dents are working in the Middle East
to get a flavor of what we’re doing
and add value and knowledge,” he
says. “We see these folks as our next
generation of managers.”






