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Focus on Faculty:

Collaborating for Peace

The University of Stellenbosch’s Brian Ganson stresses
that cooperation across disciplines is crucial for the
world—and in the classroom.

THE MORE THAT multinationals embrace cross-
disciplinary and cross-sector collaboration, the more
peaceful and economically stable the world will be.
That’s a central message of Brian
Ganson’s research. Ganson is senior
researcher with the Africa Centre for
Dispute Settlement at the University of
Stellenbosch Business School in Bell-
ville, Cape Town, South Africa. He is
especially interested in the role large-
scale global collaboration can play to
end violence and prevent conflict in the
world’s most war-torn regions.

Given his background, Ganson
admits that he may be unduly biased toward interdis-
ciplinary collaboration. In addition to his post at USB,
Ganson is a senior fellow with the Center for Emerging
Market Enterprises at the Fletcher School, a cross-disci-
plinary graduate school of international affairs at Tufts
University in Medford, Massachusetts. He also holds a
law degree from Harvard Law School and a master of
arts in law and diplomacy from the Fletcher School.

“The Fletcher School has great success with ‘and’
courses—Ilaw and development, conflict resolution and
human rights,” says Ganson. “There needs to be more of
these ‘and’ courses built around business fields of study.”

Ganson sees a special need for cross-fertilization across
multinational businesses, peace-building agencies such as
the United Nations, and NGOs dedicated to economic
development. Such interaction could help bring a quicker
end to the conflicts still active in many countries. He
focuses on this topic in his recent paper, “Business and
Conflict Prevention: Towards a Framework for Action.”

For the paper, Ganson conducted interviews with 50
leaders from multinationals, many of whom reported
that their organizations struggle internally with ““inter-
group bias, group territoriality, and poor negotia-
tions.” In some companies, he writes, “it is harder to

Brian Ganson
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work with other divisions or departments ... than it is
to work with stakeholders outside the organization.”
These problems are compounded when multinationals
enter into developing regions.

Companies that make collaboration a priority, how-
ever, may have more than a competitive advantage in
global markets—they may be true peacemakers in the
marketplace, says Ganson. He argues that when busi-
nesses, foundations, government agencies, and NGOs cre-
ate partnerships and consolidate energies, they can make
a quicker and more positive impact on a country’s eco-
nomic stability than any group can do alone. As example,
he cites a recent collaboration between the Rwandan
government and the private sector to help the country
transform its coffee industry. In just one year, Rwandan
coffee exports increased dramatically—to US$47 million
in 2008 from $35 million in 2007. Rwandan farmers are
benefiting from not only higher standards of living, but
also more frequent interactions with others in the indus-
try, which has reduced ethnic conflict.

“As employment, incomes, and interactions across
previous divides increase, there is evidence of ...
greater levels of trust and conditional forgiveness,
and more positive attitudes toward reconciliation” in
Rwanda, Ganson writes.



Even so, multinational companies often fail to make
conflict prevention a priority, sending their senior
managers to handle projects in unstable regions wholly
unprepared for the task, says Ganson. In fact, many
managers Ganson interviewed reported that they felt
they lacked the leadership and interpersonal skills
required for these challenging global assignments.

According to one person, corporate managers who
handle projects in some regions of the world must be
“peace practitioners” who can develop trusting relation-
ships with people with diverse backgrounds and values.
They must be good listeners and mediators, staying calm
in the face of “danger, threat, and emotional and physi-
cal stress.” These are skills not necessarily taught in the
business school classroom, says Ganson.

In an upcoming research project, Ganson will call
for business to pay more attention to this skill set. He
also will discuss ways that multinationals, nonprofits,
government agencies, and NGOs can put more effort
into forming cross-sector partnerships—also known as
national “Infrastructures for Peace” (I14Ps). One exam-
ple of an 14P is the Ghana National Architecture for
Peace. Ten other countries—which range from Nepal
to Uganda—are planning to form 14Ps of their own.

Business students who plan to work for multina-
tional companies must learn how such large-scale
collaborative entities form and operate—and develop
much broader skill sets, says Ganson. “We need to put
business students into situations where the problem
cannot be solved through business thinking alone,”
he says. He sees a need for students from different
disciplines to work together to view investments in a
country like Sierra Leone or Liberia from financial,
technical, legal, political, strategic, human rights, and
social perspectives. That will take a conscious effort
from business faculty to create more multi-stakeholder,
multidisciplinary case studies and courses.

Only then will the business curriculum “model the
dynamics that business managers will increasingly con-
front in their leadership roles,” says Ganson. “We do
students a great disservice if the first time they work
with a government agency or an NGO is well into their
business careers.”

“Business and Conflict Prevention: Towards a Frame-
work for Action” is available at www.usb.ac.za/Media/
News/Business-and-Conflict-Prevention_Ganson.pdf.

UPCOMING & ONGOING

m THE HUMAN SIDE
OF LOGISTICS

INSEAD of Fontainebleau,
France, has partnered with
Kiihne Logistics University
(KLU) of Hamburg, Germany,
to open the INSEAD-KLU
Humanitarian Research Cen-
tre. The center will promote
research and events related
to humanitarian logistics, a
field focusing on areas such
as disaster response, global
healthcare supply chains, and
fleet management.

m THE ECONOMICS
OF INNOVATION
Joshua Gans, professor

of strategic management
and Jeffrey S. Skoll Chair

of Technical Innovation and
Entrepreneurship at the
University of Toronto's Rot-
man School of Management
in Ontario, Canada, has
received US$976,000 from
the Alfred P. Sloan Founda-
tion for a three-year study of
the economic drivers behind
scientific contributions and
the impact of digitization on
knowledge contribution.

m EYE ON
COMPETITION

Harvard Business School has
launched the U.S. Competi-
tiveness Project, which aims
to help U.S. companies com-
pete more effectively in the
global market. The project
will include a digital forum at

www.hbs.edu/competitiveness.

m SUSTAINABILITY
INITIATIVE

Wells Fargo has given a
US$250,000 grant to the
University of Minnesota’s
Carlson School of Man-
agement in Minneapolis to
develop the school’s Sus-
tainability Initiative, which
will promote research on
consumer behaviors associ-
ated with the purchase, use,
and disposal of environmen-
tally beneficial products and
processes.

m CAPITAL PARTNERS
The Private Capital Markets
Project at Pepperdine Uni-
versity's Graziadio School of
Business and Management
has partnered with Dun &
Bradstreet Credibility Corp.
to develop research on the
national economy and private
capital access for small and
medium-sized businesses,
including a national annual
economic forecast and a
monthly Private Capital
Access Index.
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the Swiss site: individual friendships between musicians,
relationships based on the exchange of information, and
downloads of other artists’ music. They found that they
could predict the likelihood that each type of relation-
ship would form based on factors such as geographic
location of users, online popularity of artists, and
whether a user was an individual artist or the member
of a band. A combination of these factors determined
the strength of the connection.

The researchers then studied the networking activity
among managers in the workplace. They moved all the
manager participants into a single facility, and then they
studied the types and strength of relationships before
and after the move. They found that the model they had
developed in their study of the Swiss site accurately pre-
dicted how relationships formed among managers in an
actual workplace.

What Makes
Networks Tick

JUST WHAT DRIVES social network-
ing relationships? How do they con-
nect? And what kinds of relationships
on social networks will lead to oth-
ers? In a recent study, researchers at
Columbia Business School in New
York, New York, and the University
of Zurich in Switzerland set out to dis-
cover whether they could predict how
social network connections form.

The researchers include Asim Ansari,
professor of marketing, and Oded Koe-

nigsberg, associate professor of business oded These results can help those responsible for their
and marketing, both of Columbia; and  Koenigsberg organizations’ marketing and customer relationship
Florian Stahl, assistant professor of — management in two ways, the researchers say. They

business economics at the University of
Zirich. The group studied social net-
working among two groups: managers
involved in product development in the
workplace and musicians connecting via

can use the study’s framework to better spot the most
influential individuals in a social network and predict
their future connections, and they can better manage
the communications among employees, increasing effi-
ciency and productivity in the workplace.
a Swiss online social networking site. “Modeling Multiple Relationships in Social Net-
The researchers studied three types works” was published in the August 2011 issue of the
of relationships among musicians on Florian Stahl Journal of Marketing Research.
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Is There “Harm”
In “Harmony”?

ALTHOUGH HARMONY among employees can build
trust in the workplace, its impact may not always be posi-
tive, according to Scott Wiltermuth, assistant professor of
management and organization at the
University of Southern California Mar-
shall School of Business in Los Angeles.

Wiltermuth conducted two stud-
ies on the effects of synchrony—or
simultaneous action—among indi-
viduals. For the first, experimenters
divided 155 participants into teams
of three and trained them to move
plastic cups on a table to music they
heard through headphones. Some
teams were trained to do so in sync with each other;
others, to do so out of sync; and others, to hold their
cups above the table. Participants then were given three
minutes to memorize a list of cities. They were told
that after the experiment, those scoring in the top 25
percent of a memory test would be entered in a lottery
to win $50.

Next, participants were asked to repeat the cup-
moving exercise. But first, they were asked to choose
the music those in the next group would hear during
its exercise. In each group, experimenters planted an
insider to try
to convince the
group to choose
a loud and
aggressive music
selection, appro-
priately called
“Noise Blast.”

Wiltermuth
found that those
in the synchro-
nized group
were more
likely to choose
the unpleasant
soundtrack for
the next group
than those in

Scott
Wiltermuth
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the other two groups—yparticularly factoring in
the competition that would follow. They were

less concerned with the welfare of the next group
because they identified so strongly with their own,
he says.

As part of a second study, 89 participants were
assigned to one of three groups. The first was asked to
walk in-step with an experimenter; the second, to walk
out-of-step with the experimenter; and the third, to
simply walk. Then, the same experimenter asked some
participants to funnel as many sow bugs as possible
into a device they were told would Kill the bugs; others
were asked to do so by a different experimenter. (No
bugs were actually killed.)

Those in the in-step group who received these direc-
tions from the same experimenter funneled nearly 54
percent more bugs into the device than those in the
control group; 38 percent more than those in the out-

of-step group; and 50 percent more than others in the
in-step group who received directions from someone
other than the experimenter. The in-step group felt a
stronger bond to their experimenter than other partici-
pants, so they were willing to be more aggressive at the
experimenter’s request.

Both studies should be cautionary tales for compa-
nies trying to encourage synchrony among employees.
Managers need to take into account the power of influ-
ence, says Wiltermuth. “The findings suggest that syn-
chrony cannot only be used for good, but also as a tool
to promote evil.”

Wiltermuth’s first study, “Synchronous Activ-
ity Boosts Compliance with Requests to Aggress,”
appeared in the January 2012 issue of the Journal of
Experimental Social Psychology. His second study,
“Synchrony and Destructive Obedience,” is forthcom-
ing in Social Influence.

Women of Influence

THE IMPACT and absence of women at the top spots
of Fortune 500 companies in the U.S. are the sub-
jects of several recent research reports:

m The InterOrganization Network (ION) released
its Eighth Annual Status Report on women directors
and executive officers of 100 public companies in 14
regions of the United States. ““Gender Imbalance in
the Boardroom: Opportunities to Change Course”
finds that among Fortune 500 companies in the 14
regions, Massachusetts reported the highest percent-
age of women directors at 20.6 percent.

All but three regions—Kansas, Missouri, and the
New York metropolitan region—reported a decrease
in the number of all-male boards between 2010 and
2011. ION also found that of the 542 new indepen-
dent directors elected to corporate boards in 12 ION
regions between 2010 and 2011, 87 were women
(16.1 percent).

Of all regions, Florida made the biggest strides.

It reported a 5 percent increase in the percentage of
women executive officers over the last year. Even so,
42 of Florida’s top 100 public companies have no
women directors, and women occupy only 9.3 per-
cent of its board seats.
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The report is available at www.ionwomen.org/wp-
content/uploads/2011/12/ION_StatusReport 2011.pdf.

m Catalyst, a global nonprofit dedicated to expand-
ing opportunities for women in business, has released
“Women on Boards.” The report measures the per-
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centage of board seats women hold in
companies around the world, compared
to Catalyst’s desired benchmark of 50 per-
cent. Out of 44 countries, Norway holds
the top spot at 40.1 percent, with Sweden
a distant second at 27.3 percent. Round-
ing out the top five are Finland (24.5
percent), the United States (16.1 percent),
and South Africa (15.8 percent).

The bottom five include Bahrain (1
percent), Japan (0.9 percent), the United
Arab Emirates (0.8 percent), Qatar (0.3
percent), and Saudi Arabia (0.1 percent).

“Women on Boards” can be found
at www.catalyst.org/publication/433/
women-on-boards.

m Another study conducted by research-
ers at Harvard Business School in Bos-
ton, Massachusetts, and Catalyst focuses
on women’s impact on corporate social
responsibility. It finds that U.S. companies
with women in senior leadership positions
engage in more socially responsible activities than those
with fewer women in those roles.

According to “Gender and Corporate Social Respon-
sibility: It’s a Matter of Sustainability,”” Fortune 500
companies with no women directors contributed an

average of US$969,000 to charitable causes in 2007,
compared to $27.1 million by those with three or
more women on their boards. The report finds that
each additional woman on the board equates to a
$2.3 million increase in giving. For every 1 percent
increase in a company’s women corporate officers, its
annual giving increases by $5.7 million.

“Operating with gender-inclusive leadership can
provide diverse perspectives on fairness, which may
broaden the company’s understanding of CSR,” the
authors write. Furthermore, they continue, “when

For every 1 percent increase
In a company’s women Corpo-
rate officers, its annual giving
increases by $5.7 million.

leaders spotlight gender issues in their CSR strate-
gies, they often position their organization for sus-
tained growth, and the payoff extends beyond the
company to society.”

The study can be found at www.catalyst.org/
publication/507/gender-and-corporate-social-
responsibility-its-a-matter-of-sustainability. @
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Committed to Collaboration

A recent MBA discusses the importance of collabora-
tion to learning—and the online social network she
designed to bring students together.

“IT TAKES A VILLAGE to raise a child,” the saying
goes. But Pooja Sankar believes it also takes a village
to help students learn. That’s why Sankar developed
Piazza, an online social network and learning com-
munity. She designed, tested, and launched the idea
while still completing her MBA degree at the Stanford
Graduate School of Business in California.

With a name that means “public gathering place,”
Piazza promotes 24/7 collaboration among students
and faculty. It offers students a more immediate way to
“get unstuck’ when they hit obstacles in their learning
process, Sankar says. She felt the frustration of “being
stuck™ all too keenly during her time as one of only a
handful of women in the undergraduate computer engi-
neering program at the Indian Institute of Technology
in Kanpur.

“Most nights, 1I’d be up until 6 a.m. stuck on the
nuances of the assignment,”” Sankar writes on Piazza’s
Web site. “Google was too general for my questions,
as were discussion forums. 1’d sit in a corner of the
computer lab, too shy to ask the guys in my class.

Pooja
Sankar
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They’d all talk to one another, ask each other ques-
tions, and learn a lot by working together. | missed
out on this learning.”

In 2009, she tested her prototype for the platform in
a single core business course at Stanford. She recently
received US$6 million in venture capital, which will be
used to expand Piazza’s interactive features and reach
out to more schools.

Here, Sankar talks about her experience as a young
MBA-turned-entrepreneur who is passionate about see-
ing her big idea grow. She also offers business schools
some insight on what students like her want from their
MBA experience.

When did you know you wanted

to start a business?

| was taking an entrepreneurship class during my first
year at business school when | realized that | have an idea
that I’'m passionate about—helping students collaborate
and learn better together. That’s when | started thinking
deeply about Piazza. | started developing a more concrete
vision about what the Web site would look like and how
students would interact on it.

During the summer before my second year, | didn’t
take an internship. | just moved into my brother’s home,
since | didn’t have any money, and | worked on Piazza by
myself! | picked up a book on the Web design platform
Ruby on Rails and built the first version.

What was your vision?

In 2009, | envisioned Piazza as a Q&A platform
where students who were stuck could come to get
unstuck. Today, we’re used by more than 100,000
students in 1,000 classes. They spend an average of
more than four hours a day on the platform. Students
tell us, “I feel pulled into Piazza™” because it’s engag-
ing, it’s intuitive, and it’s in real time. They don’t have
to ask two people a question, and when those two
don’t know, ask the next two people—they can ask
everyone at once.

What made you so passionate about this idea?
In business school, | was in a finance class when |
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leaned over to the guys next to me and asked, “What’s
this mean?”” They had no clue! But they looked more
confident. That’s when | realized, ““Oh, my questions
are actually good!””

In theory, business schools support collaboration,
but in practice, some people are just too shy to raise
their hands or ask questions. If there’s a place for stu-
dents to gather online, they can ask for help, answer

TOOLS OF THE TRADE

One Professor’s Test Drive of Piazza

Peter DeMarzo, a senior asso-
ciate dean at the Stanford
Graduate School of Busi-
ness, was the first to use the
beta version of Piazza, Pooja
Sankar's brainchild, in 2009.
He introduced it to the nearly
100 students in his corporate
financial modeling course,
part of Stanford’s core MBA
curriculum. “Before, when
students had questions, they
would e-mail our teaching
assistants. But after answer-
ing a question once, our TAs
might get the same ques-
tion from another student six
hours later,’ says DeMarzo.
“This new platform seemed to

be an ideal way to coordinate
the Q&A process”

There are other resources
that allow students and fac-
ulty to post questions and
announcements, but DeMarzo
says that they mostly serve as
boards and forums. Piazza, on
the other hand, offers a social
networking user interface that
students find more engaging,
so that they log on and stay
on for hours.

“Once students discover
how useful it is, they're
always there. If you go to
our lab, students will have
their projects open on one
screen and Piazza open on

another," says DeMarzo.
Because students answer
each other's questions so
quickly, DeMarzo doesn't
need to be a constant pres-
ence on the platform, he
says. However, he still can
check in to catch up on stu-
dents’ online conversations.
If he finds that students’
advice misses the mark, he
can step in to clarify.
According to Sankar, the
ability to ask and answer
questions anonymously
is one of Piazza's most
popular features. Even so,
DeMarzo convinced her to
give faculty the option to turn

that feature off. “I find that
students are more thought-
ful in their questions and
answers when their names
are there,” he says. “Plus,
| teach MBA students.
They're not intimidated’
DeMarzo also sees more
potential for the faculty's use
of the platform. “I've suggest-
ed to Pooja that she open
this up to faculty who are
teaching the same course
at different institutions. This
could be a mecca for them
to interact with each other”
For more information
about Piazza, visit www.
piazza.com.
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questions, and even stay anonymous if they want. In
fact, the ability to ask and answer questions anony-
mously on Piazza is very heavily used.

What are your plans?

It’s clear that students and faculty want us to support
more interaction types—such as polling and holding
office hours. Students want to be able to look at each
other’s notes and coordinate projects. Professors want
to be able to jump quickly to what’s been updated
since they’ve last logged on and write script on top

of our platform so they can customize the experience.
We're also looking at streaming videos and allowing
professors to ask questions that tie in to different parts
of the video. We want to continue building a platform
that will streamline and foster collaboration, whether
it's among a team of five people or a class of 40.
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How do you think it benefited you to start Piazza
while you were still in business school?

Because | started a company on the side, | could apply
so many things that | was learning in the classroom.
That was invaluable. | would have liked to see more of
my classmates start their own companies—there were
a handful with startups, but many just planned hypo-
thetical businesses. | think they would have had more
powerful experiences if their businesses were real.
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IU Has Stake in Startups

TEN INVESTORS have created a US$1.1 million fund
to support $250,000 in annual prize money for Indiana
University Bloomington students, as part of the Build-
ing Entrepreneurs in Software and Technology (BEST)
competition. 1U’s Research and Technology Corporation
also has contributed $100,000. Each year, the school
will award startup funds to IU Bloomington seniors and
graduate students who submit the best business plans for
a student-run Internet or software company.

The school also stands to make a return on its invest-
ment. The competition is managed by the IU Bloom-
ington School of Informatics and Computing and the
Kelley School of Business. As part of the competition, 1U
receives an initial 10 percent equity stake in each winning
company. If BEST winners are successful, the School of
Informatics and Kelley will share the returns.

The competition will be held in three phases over two
semesters. This year, concepts were submitted in Novem-
ber, selected teams presented their business plans on
February 3, and finalists will deliver their final plans and
public presentations by mid-April. The first-place win-
ner will receive at least $100,000 in startup funding. The
remaining prize money will be distributed among selected
runners-up. Winners will be selected by the original team
of investors, who include CEOs and 1U alumni.

Matt Ferguson, CEO of CareerBuilder and one of
the investors, notes that university-based contests for
startups such as BEST could be one antidote to a down
economy. “As the United States faces the highest unem-
ployment rates in decades, we need to encourage entre-
preneurs to create jobs and opportunities,” he says.



UCLA Admissions Goes Paperless

THE ANDERSON SCHOOL of
Management at the University of
California Los Angeles is exchang-
ing pens and paper for styluses
and iPads in its admissions pro-
cess. The school is now adopting
a paperless process to evaluate
applications to its full-time MBA
program. A new mobile applica-
tion provided by Matchbox, a
Boston-based software company,
will allow the school to eliminate
the need to print out application
forms, essays, recommendations,
and transcripts, according to
school representatives.

With the Matchbox app,
admissions staff can use a stylus
and iPad to access applications
easily and evaluate them across
several metrics, including aca-
demics, focus, leadership, inter-
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personal skills, and employability.

The school anticipates that the
paperless approach will make the
process faster, more flexible, more
in-depth, and more eco-friendly,
says Craig Hubbell, UCLA Ander-
son associate director of MBA
admissions. “Whether in the
office, on a plane, or in an admis-
sions committee meeting, we can
instantly view files to compare
and contrast the key points of the
candidates under consideration.”

\ Web Hot
Spots
According to
Nielsen, Google
and Facebook were
the most visited
Web sites in 201 1
with more than
153 million and
137 million
unique visitors,
respectively. Yahoo
was third with

130 million.

B THE FAMILY APP
Family business owners now
have their very own mobile
application, developed by
Fairleigh Dickinson Universi-
ty's O. Berk Company Family
Business Forum, part of the
school’s Rothman Institute
of Entrepreneurship in Madi-
son, New Jersey. The “Family
Business Playbook” provides
a reference guide to help
users navigate the complex
business issues presented
by family firms, including
succession, estate planning,
and conflict resolution. The
“Playbook” is compatible

with iPhones and iPads, as
well as Android smartphones
and tablets.

H LECTURE

CAPTURE MOBILIZES
Sonic Foundry has released
its latest version of Mediasite,
a lecture capture and Web-
casting technology. Mediasite
6 now offers instructors the
ability to stream presentations
live or on-demand to mobile
devices such as tablets and
smartphones using Apple,
Blackberry, or Android plat-
forms. Visit sonicfoundry.com/
mediasite for information.

B TEACHING

TECH STARTUPS

New York University's Stern
School of Business has
announced a new course
targeting technology entre-
preneurs interested in
launching businesses related
to software, hardware, com-
munication, security, optics,
clean tech, and other areas.
Launched this spring, the
Monday-evening course will
teach MBAs what it takes to
identify, develop, and com-
mercialize tech-based busi-
ness ideas successfully. As
part of the course, MBAs will

work with the inventors and
scientists behind an early-
stage technology to help
them assess and develop
the idea.

m SITE FOR

ECONOMIC DATA

The University of South Caro-
lina has launched a public
Web site providing economic
data from more than 60
sources. The site at www.
SCDASH.com is designed
to be a clearinghouse of data
on the South Carolina econ-
omy, from both government
and private sectors. (7]
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your turn

by A. Danielle Way

Creativity Now!

MARKETING PROFESSORS who want to hone their
students’ creative abilities need to offer more than well-
rounded courses and intriguing lectures. In addition to
these two important components, professors also must
structure assignments that will give students autonomy
and provide an opportunity for students to develop
fluidity in thought. For left-brained business students
who have been trained to think methodically, working
toward that coveted aha moment under pressure can
be a menacing responsibility. Furthermore, they find it
stressful to produce creative projects promptly and effi-
ciently. Yet, creativity and innovation are foundational
components in almost all aspects of business today.

So how can professors design classes that encour-
age students to be creative and successful in fast-paced,
high-stakes environments? | have found two elements
to be key: | give them autonomy, and | rely on peer cri-
tiques as part of overall student evaluations. Both ele-
ments force students to think about the course material
more deeply, approach it more creatively, and function
well even in stressful situations.

Developing Autonomy

Author Dan Pink is a huge propo-
nent of autonomy, as he explains

in the book Drive: The Surprising
Truth About What Motivates Us.

He believes that if students need to
complete a specific task, particularly
when they must do it swiftly, profes-
sors should clearly state “the desired
outcome of the assignment without
specifying precisely the way to reach
it... giving [students] freedom over
how they do the job.” When profes-
sors temporarily transfer power from
themselves to their students, they pro-
vide students with an open canvas for
creation and exploration.

Professors must structure assignments
that will give students autonomy and
allow them to develop fluidity in thought.
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But not all students thrive in a self-directed classroom
environment. While some function well under pressure,
others give in to their anxieties and wither away, opting
for a lower grade or dropping the course completely. I've
found that two techniques will help students embrace an
autonomous learning style and still meet course deadlines:

Secret ballots. Students must be allowed to express
themselves candidly without fearing harsh criticism from
peers. This is especially important when we’re exploring
controversial topics such as ethics or politically charged
issues. What | do is pose a question to the class and dis-
tribute plain white index cards to all students. Without
including any identifying information, they write their
reflections on the cards, which they return to me. Then
| pass the cards out at random to everyone in class. Stu-
dents are charged with arguing the perspectives laid out
in the index cards they have received, and they’re evalu-
ated by how well they argue these points of view.

Often, students receive cards that express ideas
contrary to their own beliefs. | believe this is a good
thing because it forces them to consider all sides of an
issue. Because we have gone over the subject matter in
class, they have some knowledge of
the opposing points of view, so | have
never yet had a student be unable to
argue the position presented on a card.
This exercise provides students with a
chance to exercise free speech—and a
chance to consider multiple perspec-
tives on a given issue.

Blogging. Because today’s students
rely on e-mail, texting, and social
media to stay in constant touch with
friends and family, peer-oriented blog-
ging is an effective tool in the business
school classroom. | create a class blog
site every semester; prior to the first
day of class, | provide students with
setup instructions and passwords.

I have devised a blogging exercise in
which, every week, | require each stu-
dent to read a specific chapter or two of
an assigned textbook, and then write a
reflective blog about its key concepts. |
urge students to write freely—forgetting
























WE CAN HELP YOU FIND
THE CANDIDATES YOU'RE
LOOKING FOR.

WE CAN HELP YOU
RECRUIT THEM.

WE CAN EVEN HELP
YOU PREPARE THEM
FOR SUCCESS IN YOUR
PROGRAM.

GMAC'’s products and services can help you achieve
your goals in more ways than you think.

GMASS Search GMAT Interactive GMAT Geographic

Service Profile Trends Reports

GMAC Survey GMAT Score- Calendar of Your

Research Reporting Recruiting Events
Website

GMATCH Virtual Fair GMAT Voucher
Customizable Program

Conferences and Benchmarking

Programs Reports GMAT Business

Ready

Learn more at gmac.com/goals. m

GRADUATE MANAGEMENT
ADMISSION COUNCIL

© 2012 Graduate Management Admission Council® (GMAC®). All rights reserved. The GMAC logo, GMAC®, GMASS®, GMAT®, GMAT Business Ready®, GMATCH®,
and Graduate Management Admission Council® are registered trademarks of the Graduate Management Admission Council in the United States and other countries.



	C1_bized
	C2_bized
	01_bized
	02_bized
	03_bized
	04_r1_bized
	05_bized
	06_bized
	07_bized
	08_r1_bized
	09_bized
	10_bized
	11_bized
	12_bized
	13_bized
	14_bized
	15_bized
	16_bized
	17_bized
	18_bized
	19_bized
	20_bized
	21_bized
	22_bized
	23_r1_bized
	24_bized
	25_bized
	26_r1_bized
	27_bized
	28_bized
	29_bized
	30_bized
	31_bized
	32_bized
	33_bized
	34_bized
	35_bized
	36_bized
	37_bized
	38_bized
	39_bized
	40_bized
	41_bized
	42_bized
	43_bized
	44_bized
	45_bized
	46_bized
	47_bized
	48_r1_bized
	49_bized
	50_bized
	51_bized
	52_bized
	53_bized
	54_bized
	55_bized
	56_bized
	57_bized
	58_bized
	59_bized
	60_bized
	61_bized
	62_bized
	63_bized
	64_bized
	C3_bized
	C4_bized

