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Attracting the best Faculty
Deans at four very different business 
schools outline the strategies they use 
to identify and keep the best faculty for 
their institutions.

Faculty in Demand
Which disciplines need the most faculty 
members and command the highest sala-
ries? A look at the data from AACSB.

Two Takes on Tenure
Does faculty tenure ensure or inhibit 
academic freedom? Two professors 
argue both sides of the debate. 

Thinking Outside  
the B-School Box 
Two educators take unconventional 
approaches to teaching in the business 
school classroom. 

Defining Tomorrow
AACSB’s board chair Robert Sullivan 
examines the forces that will affect the 
association—and management educa-
tion—in the coming months. 
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Competition and Collaboration

from the editors

T
here’s a new verb in the tech field: acq-hire. It refers to what happens when a behe-
moth like Facebook or Microsoft buys an entire startup company, then dumps 
the product, retaining only the engineers and software geniuses. Orly Lobel writes 
about this phenomenon in the book Talent Wants to Be Free—and she’s hardly a 

fan. The University of San Diego professor doesn’t believe a company should try to own 
its talent, crafting jealous and restrictive contracts that try to 
prevent superstars from leaving for cooler jobs elsewhere. 

“What if the best course of action was to bid the 
employee a fond farewell and to later treat them as alums 
and potential rehires?” she asks in her book, which is 
reviewed on page 64. “What if the most effective strategies 
of motivating innovation in the firm were to allow the spill-
ing of secrets and the shared ownership of ideas?”

The business school community has long understood that 
collaboration can be one of the most fruitful components of 
competition. Professors frequently pursue scholarly research 
in company with colleagues from other universities, and 
schools often hire visiting professors to fill crucial positions. 
Indeed, for some schools—such as CENTRUM Católica in 
Peru, which was profiled in the November/December 2011 
BizEd—the faculty roster is largely built on part-time and 
affiliated faculty. This shared model might become even 
more important as business schools continue to proliferate 
and administrators look for nontraditional ways to hire professors. 

No matter how collaboratively they approach the process, however, today’s administrators 
still face challenges when it comes to recruiting, and we look at some of those challenges in 
“Attracting the Best Faculty.” Deans from Virginia State, University of Alaska, EMLYON, 
and Lagos Business School describe the particular obstacles they have to overcome when hir-
ing professors—but they also detail some of the major concerns all deans are facing today. 

Some observers believe that a few of those concerns could be obviated if faculty were 
no longer tenured. In “Two Takes on Tenure,” John A. Pearce makes the case in favor of 
keeping tenure, but James C. Wetherbe explains why he thinks it should go. How schools 
approach the tenure question could dramatically affect the protocol of faculty recruiting. 

Whether or not tenure stays in the picture, it’s clear that faculty recruiting will remain 
a challenge for deans. While it’s unlikely that they’ll buy up other schools just to acq-hire 
top talent, they’ll need to consider other creative ways to bring the best teachers to their 
campuses. Lobel calls this being smarter about “human capital strategies.” We say it’s the 
21st-century way of teaching business. 
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headlines

Applicants for graduate business school expect 
to send off their transcripts, write essays about their pas-
sions, and take the GMAT or the GRE. But some of these 
traditions are changing as schools start tinkering with the 
time-honored formula for finding the best candidates: 

n The University of Toronto’s Rotman School of 
Management has waived the GMAT test requirement 
for applicants to its full-time and part-time MBA pro-
grams who have passed all three levels of the Char-
tered Financial Analyst program. According to Niki da 
Silva, the director of recruitment and admissions for 
Rotman’s full-time MBA, “We understand that taking 
the GMAT test can be a barrier stopping some who 
have passed all three levels of the CFA program from 
applying to business school.” 

This change in the application 
process comes after last year’s 
announcement that the school 
was introducing a video essay 
component for applicants to the 
full-time program. The video 
essay, which consists of two 
questions that applicants must 
answer without preparation, will 
“allow us to get to know the 
personality, interests, passions, 
and talents of our applicants 
much better than we could in a 
written essay format,” da Silva 
notes in a blog post from 2012.

She adds that too many can-
didates, relying on consultants 
and former students for advice 
on the “right” answers to essay 
questions, give responses that 
sound formulaic and similar. 
“We are hoping to take a big 
leap away from the essay-writing contest that has 
become the norm in the MBA admissions world, and 
actually use our essays to showcase what it is that 
makes candidates unique.” 

n Harvard Business School in Boston, Massachu-
setts, is also shying away from the “essay-writing con-
test” pitfall by doing away with the word limit on its 
essays, as admissions director Dee Leopold announced 
in a May blog post. In lessening the focus on the essay, 
HBS joins the University of Michigan’s Ross School 

The New B-School Application
of Business and Columbia Business School, both of 
which have shortened the essay portions of their 
applications. 

The 2013–2014 HBS application will include only 
this essay question, writes Leopold: “You’re applying 
to Harvard Business School. We can see your résumé, 
school transcripts, extracurricular activities, awards, 
post-MBA career goals, test scores, and what your rec-
ommenders have to say about you. What else would 
you like us to know as we consider your candidacy?”

HBS has also lowered the number of recommenda-
tions it requires from three to two. Writes Leopold, “I 
hope this may remove at least one hurdle for prospective 
candidates who come from organizations where there is 

not a tried-and-true path for talented 
folks to leave for business school.”

n For the 2012–2013 application 
cycle, the Wharton School at the 
University of Pennsylvania in Phila-
delphia launched a new evaluation 
method: the team-based discussion. 
Applicants invited to interview 
were placed into small groups that 
discussed real-world scenarios. As 
the groups worked toward tangible 
solutions, admissions personnel 
could determine how individuals 
approached specific situations. 

In a blog post from last Novem-
ber, admissions director Ankur 
Kumar called the first round of 
team-based discussions a success. 
Not only did candidates report 
that they enjoyed the experience, 
she writes, but they connected with 
each other. “We saw you exchange 
contact information for future 

business endeavors, continue to discuss the question 
posed to your team far after the exercise came to a 
close, and we noticed a few groups that headed out 
for celebratory dinner or drinks after the interview 
was complete.”

More tweaks to the MBA process are probably 
in the works as business schools worldwide try to 
uncover the authentic student at the heart of the appli-
cation process—and determine if that student is a good 
fit for the school. 

© 2013 Graduate Management Admission Council® (GMAC®). All rights reserved. The GMAC logo, GMAC®, GMAT®, and Graduate Management Admission Council® 
are registered trademarks of the Graduate Management Admission Council in the United States and other countries.

Find out more at gmac.com/why-gmac/disrupt

Commissioned by the Graduate Management  
Admission Council® (GMAC®), with contribu-
tions by administrators and professors from 
the top global MBA programs, this book 
provides business school decision-makers an 
evidence-based approach to improving the 
practice of graduate management education. 
Designed to help navigate the pressures and 
create revolutionary platforms that leverage 
a school’s unique competitive advantage, this 
book is tailored for today’s business realities.

“All those charged with leading schools of 
business, both academics and external advi-
sory board members, should read this book.”

—Dr. Robert E. Witt 
Chancellor 

The University of Alabama System

“This book is a comprehensive and stimulating 
assessment of the world of management edu-
cation. All stakeholders of business schools 
would profit from its insights and wisdom.”

—Robert F. Bruner 
Dean and Charles C. Abbott Professor of 

Business Administration 
Darden School of Business 

University of Virginia

An evidence-based approach  
to improving the practice of  
graduate management education

2013 _GMAC_Inside_BizEd_BOOK_v2.indd   1 7/25/2013   10:33:37 AM
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UCLA Anderson 
MBA Is Now 
Self-Supporting
The Anderson School of 
Management at the University of 
Los Angeles has received the uni-
versity’s approval to convert its 
full-time, state-supported MBA to 
self-supporting status. The decision 
of university president Mark G. 
Yudof applies to the financing of 
the flagship MBA program, whose 
full costs will now be covered 
solely by student tuition. In other 
respects—including issues related 
to academic content and quality—
the MBA program remains subject 
to the same policies that govern 
UCLA’s other professional schools. 

While approving the program’s 
change in status, Yudof stipulated 
that the program must continue to 
ensure that student financial aid 
is offered for “financially needy 
students at a level commensurate 
with other UC full-time state-
supported MBA programs.”

The conversion of the MBA 
to self-supporting status frees up 
more than US$8 million in state 
funding that will now go to cam-
puswide undergraduate programs. 
According to Judy Olian, dean 
of UCLA Anderson, “The UC 
system has been hard hit by state 
budget cuts, and I’m pleased that 
we’ve been able to offer an innova-
tive solution. This new financial 
model will provide students with 
tuition predictability and enable 
the school to invest in program 
innovations while redirecting state 
support to other needed priorities 
at the university.”

Doing Well, Doing Good
How can investment institutions take actions that 
will benefit their stakeholders while simultaneously 
promoting the greater good by fostering more sustain-
able capitalism? That’s the question that was debated 
by board members, senior executives, and investment 
professionals from 12 different countries when they 
gathered in June at the University of Toronto’s Rot-
man School of Management in Ontario. 

One suggestion that emerged was for companies to rethink executive 
compensation practices, as participants discerned no relationship between 
executive pay and performance. Another suggestion was to design and 
implement concentrated, long-term investment mandates that require con-
structive investor engagement. Workshop participants also recommended 
that investors address stranded asset risk resulting from the impact of cli-
mate change, initiate integrated reporting to combine material financial and 
nonfinancial information in a single document, and end the practice of pro-
viding quarterly earning guidance.

The workshop was organized by the Rotman International Centre for Pen-
sion Management (ICPM) and the Generation Foundation. More information 
about the workshop’s key findings can be found at www.rijpm.com.

headlines

Engineering a Business Program
Insper Institute of Education and Research in São Paulo, Brazil, has signed 
an agreement with the Olin College of Engineering in Needham, Massachusetts, 
that allows Olin to help Insper create an engineering school to complement its 
business program. Olin will provide workshops, consulting, and assistance in 
areas such as program development, faculty hiring, and admissions. Olin also will 
help Insper create a new curriculum based on pedagogical approaches that empha-
size hands-on learning and entrepreneurial thinking. The program will be modeled 
on Olin’s curriculum, in which students work in teams, and faculty largely aban-
don the lecture style of teaching.  

The collaboration is the brainchild of Insper’s president Claudio Haddad.  
His goal is to help Brazil rapidly expand its technological leadership and become 
globally competitive in areas such as IT, bioengineering, and nanotechnology.

TWO new schools are designed to raise the skill level of professional 
managers in Africa. 

n Frankfurt School of Finance & Management in Germany has partnered with 
the Université Protestante au Congo (UPC) to found the Central African Business 
School in Kinshasa, capital of the Democratic Republic of the Congo. The business 
school’s first jointly organized course—an EMBA program—will involve academic staff 
from Germany and Kinshasa and open this September. 

n This spring, PricewaterhouseCoopers Kenya launched the PwC Business 
School, whose mission is to deliver learning and development programs tailored 
for business professionals in the region. Courses are described as “short interven-
tions” that use both classroom and digital delivery methods to offer participants 
insights from PwC professionals and outside experts. 

Schools to Serve Africa

http://www.rijpm.com
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MIT Will Have 
A Way with Words
The MIT Sloan School of Manage-
ment in Cambridge, Massachusetts, 
will launch its new ten-day multilingual 
Global Executive Academy certificate 
program this December. Its distinc-
tion? It will be delivered simultaneously 
in six different languages, “United 
Nations-style.”

During each of the program’s two-day 
sessions, instructors will speak in English, 
and participants will speak in their native 
languages. All will wear small wireless 
earpieces to hear one of more than 20 

translators 
deliver the 
program 
in Arabic, 
English, 

Mandarin, Portuguese, 
Russian, or Spanish.

Program organizers hope to enroll 
approximately 100 senior managers 
with roughly equal numbers of execu-

tives fluent in each language. When 
the class breaks into discussion groups, 

participants will be grouped together by 
their native languages. During general 
discussions, participants will speak into 
microphones, while interpreters translate 
what they say into English, and then into 
other languages.

The program will focus on driving 
innovation, managing technical profes-
sionals, marketing strategically, and 
developing high-performing organiza-
tions. Allowing international executives 
to network with leaders around the 
globe in their native tongues removes 
the requirement that they be fluent in 
English, explains Peter Hirst, executive 
director of the school’s executive educa-
tion program. For more information, 
visit executive.mit.edu/gea.

official 
report

Learn what alumni deem important and see how your school measures up. 
Register FREE today at gmac.com/SurveySignUp. 

© 2013 Graduate Management Admission Council® (GMAC®) All rights reserved. The GMAC logo, the 
GMAT logo, GMAC®, GMAT®, and Graduate Management Admission Council® are registered trademarks 
of the Graduate Management Admission Council in the United States and other countries.

FacUlty QUality and inFlUEncE 
Faculty is a valued resource — for the satisfaction of today’s 
graduating students and tomorrow’s pipeline of talent.

ENRICH 
Quality of faculty is strongly correlated with a student’s 
perceived value of their education.1

94% 
Source: GMAC 2013 Global Management Education Graduate Survey. 1(r[5306]=.61, p<.05)

tEaCH 
Students prefer various teaching methods. 

Source: GMAC 2013 Global Management Education Graduate Survey; 5,331 respondents. 
Numbers don’t add to 100% due to rounding.

INspIRE 
Prospective students look to faculty for advice and are 
influenced by that advice. 

93% 
31% 
78% 
Source: GMAC mba.com Prospective Students Survey; 31,796 respondents collected 2011-12.

Graduating students rated the quality of their 
business school faculty as good to outstanding.

Considered “Quality of Faculty” as important when choosing 
a business school.

Consulted a professor in their decision to pursue a graduate 
management degree.

Said professors are influential to their decision-making to 
pursue business school.

Teaching Methods Preferred by Class of 2013 Business School Graduates

Case study

Lecture/discussion

Experiential

Team projects

32%

31%

22%

16%

2013_JULY_AUGUST_BizEd_OfficialReport_v2.indd   1 7/25/2013   3:52:53 PM

http://executive.mit.edu/openenrollment/program/global_executive_academy/56
https://gmac.qualtrics.com/SE/?SID=SV_39pimYzQgcUlxRO&SOURCE=GMAC
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New Appointments
n Jacques Verville has been 
appointed dean of SKEMA 
Business School’s North 
American campus, based in 
Raleigh, North Carolina. He 
succeeds Pascal Vidal, who 
returns to SKEMA’s campus 
in Sophia Antipolis, France, 
as director of undergraduate 
and postgraduate programs.

n Larry John-
son has been 
named the 
new dean 
of Dalton 
State Univer-

sity’s School of Business 
in Georgia. Johnson, who 
is also a professor of eco-
nomics, served last year as 
interim dean and previously 
was associate dean of the 
school. 

n Lawrence Crosby has 
been appointed dean and 
professor of management 
at Claremont Graduate 
University’s Peter F. Drucker 
and Masatoshi Ito Gradu-
ate School of Management 
in California. He was most 
recently dean of the Spears 
School of Business at Okla-
homa State University. 

n Carolyn M. Callahan is the 
new dean of the University of 
Louisville’s College of Busi-
ness in Kentucky. Callahan 
was most recently KPMG 
Distinguished Professor of 
Accounting and director of 
the School of Accountancy 

at the University of Memphis. 
She replaces Charles Moyer, 
who will become dean 
emeritus and finance profes-
sor after taking a one-year 
sabbatical.

n Charles (Chuck) Patti has 
taken up his post as interim 
dean of the Daniels College 
of Business at the University 
of Denver in Colorado. Patti 
is the senior associate dean 
for faculty and academic 
research at Daniels. He 
replaces Christine Riordan, 
who recently resigned to 
become provost at the Uni-
versity of Kentucky.

n The Nanyang Technologi-
cal University in Singapore 
has appointed Ravi Kumar 
as its new dean. Kumar 
was formerly vice dean for 
international programs and 
graduate programs at the 
University of Southern Cali-
fornia’s Marshall School of 
Business in Los Angeles. 

n Don Cyr has 
accepted a five-
year appoint-
ment as dean of 
the Goodman 
School of Busi-
ness at Brock 

University in St. Catherines, 
Ontario. He has been interim 
dean of the school for 16 
months.  

n Lee Perry has been 
named the dean of the Mar-
riott School of Management 

at Brigham 
Young Univer-
sity in Provo, 
Utah. Perry, the 
Sorensen Fam-
ily Professor 

of Organizational Leadership 
and Strategy at the school, 
has been serving as the 
associate dean since 2012. 
He succeeded Gary Cornia 
July 1.

n The Gradu-
ate Manage-
ment Admis-
sion Council 
(GMAC) has 
appointed 
Sangeet Chow-

fla as president to succeed 
David A. Wilson, who has 
served for the past 18 years. 
Chowfla will join GMAC as 
president in September and 
assume the CEO role on 
January 1, 2014. 

n Fernando Peñalva has 
been named to Spain’s Com-
mission of Experts on Corpo-
rate Governance, a group set 
up by the Ministry of Econ-
omy and Competitiveness 
to ensure Spain’s corporate 
governance standards meet 
the highest international lev-
els. Peñalva is the secretary 
general of IESE Business 
School in Barcelona. 

n Martin S. Roth will be the 
new dean of the University 
of Hartford’s Barney School 
of Business in Connecticut. 
He was most recently chair 

of the Sonoco 
International 
Business 
Department 
in the Darla 
Moore School 

of Business at the University 
of South Carolina.

n Joseph Doucet has been 
named dean of the Alberta 
School of Business at 
the University of Alberta 
in Edmonton. Doucet has 
held the Stanley A. Milner 
Chair in Leadership since 
January 2012, when he was 
appointed interim dean; pre-
viously he was the school’s 
Enbridge Professor of 
Energy Policy.

n Millicent Lownes-Jackson 
is the new dean of the Col-
lege of Business at Ten-
nessee State University in 
Nashville. The first woman to 
serve as the college’s dean, 
Lownes-Jackson has previ-
ously been interim provost, 
executive vice president, and 
associate dean at the school. 

n In July, Kris-
tie Ogilvie 
became dean 
of the School 
of Business at 
Emporia State 

University in Kansas. Ogilvie 
most recently was associ-
ate dean of academics in 
the College of Business 
and Public Administration at 
California State University at 
San Bernardino. 

short takes

headlines Unleashing 
Human 
Potential
Today’s students want their careers to have meaning 
as well as momentum. We’re helping them make that 
happen. The Neeley School of Business at TCU hosts 
the annual Richards Barrentine Values and Ventures® 
Business Plan Competition for students around the 
globe to showcase their ideas for new businesses that 
make a profit while making life better. Offering more 
than $40,000 in total cash prizes, the Values and 
Ventures® competition gives inspiring students the 
opportunity to unleash their potential. Past winners 
are now running successful businesses that divert 
mattresses from landfills, assist people overcoming 
physical disabilities, help small nonprofits raise funds 
and more.

Want to be part of a world-class business 
competition with world-class values? 

Contact vandv@neeley.tcu.edu. 

We’re proud to be the 
presenting sponsor for the 

U.S. Association for Small Business 
and Entrepreneurship

2014 USASBE Conference
Fort Worth, Texas

January 9 – 12, 2014
www.usasbe.org

1938 - 2013

Business Not As Usual

2014

2013

2012

2011

George Washington University

University of Houston

Belmont University

This could be 
your business school.
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STEPPING DOWN
n Steve Salbu has announced 
he will not seek a third term 
as dean of Georgia Tech’s 
Scheller College of Business 
in Atlanta. Once he completes 
his eighth year on the job in 
June 2014, he will resume his 
faculty role as the Cecil B. 
Day Chair in Business Ethics 
and become director of the 
new Cecil B. Day Program in 
Business Ethics. 

n Clarence H. “Bud” Barnes 
has announced that, at the 
end of the year, he will be 
stepping down from his post 
as dean of Gonzaga Univer-
sity’s School of Business 
Administration in Spokane, 
Washington. He has held the 
position for 32 years. Dur-
ing his tenure, he oversaw 
the school’s initial AACSB 
accreditation and subsequent 
maintenance of accreditation 
efforts. He has also helped 
undergraduate enrollment 
grow from fewer than 500 to 
more than 1,000 students. 
Barnes has served on numer-
ous AACSB committees as 
well as private and public 
boards. As dean, Barnes has 
maintained a limited teaching 
schedule, and he will return 
to the classroom during the 
spring 2014 semester. 

NEW PROGRAMS
n In the fall, the George 
Washington University School 
of Business in Washington, 
D.C., will offer an under-
graduate finance degree 
that will require students to 

carry a second major in a 
discipline outside of the busi-
ness school. The program is 
designed to give rising sopho-
mores and incoming freshmen 
an interdisciplinary education.  

n Ithaca College School 
of Business in New York 
has created a program that 
allows students to manage 
real money in three separate 
funds—hedge, equity, and 
fixed income. Student teams 
analyze data and make pre-
sentations to other students, 
who then make purchase 
and sell decisions. Each fund 
starts with a minimum of 
US$100,000. 

n This fall, Mills College of 
Oakland, California, is launch-
ing a joint master of public 
policy and business admin-
istration degree program. 
The Lorry I. Lokey Graduate 
School of Business and the 

Public Policy Program worked 
together to create the MPP/
MBA program.  

n Beginning in the fall 2013 
semester, the Monte Ahuja 
College of Business at 
Cleveland State University in 
Ohio will offer an online BBA 
Degree Completion Program 
designed to offer flexibility to 
students who have already 
completed more than 40 
hours of college coursework. 

n Wharton Executive Edu-
cation, part of the Wharton 
School at the University of 
Pennsylvania in Philadelphia, 
has developed two new pro-
grams: “The Strategic Deci-
sion-Making Mindset” and 
“Disrupting the Competition 
Through Knowledge-Based 
Strategies.”

n This spring, IESE Business 
School in Barcelona, Spain, 
launched Fast Forward, a 
five-day executive educa-
tion program structured like 
a business symposium. It 
features a mix of motivational 
speakers, plenary sessions, 
and research sessions; par-
ticipants can choose among 
themed sessions on topics 
that include growth markets, 
intrapreneurship, innova-
tion, and marketing 
in the digital age. 

n The Eugene 
Lang Entrepre-
neurship Center 
at Columbia Busi-
ness School in 

New York City has created 
the Columbia Entrepreneurs 
Lab, a cooperative work-
ing space available free of 
charge to students accepted 
into a new entrepreneurship 
program. 

n Willamette University’s 
Atkinson Graduate School 
of Management has debuted 
the Willamette MBA for Life 
program, which allows alumni 
to take select courses for 
free at the school’s cam-
puses in Salem and Portland, 
Oregon. 

n The Board of Trustees for 
the City University of New 
York has approved the estab-
lishment of a joint business 
PhD degree program that 
will now include the Baruch 
College name, alongside 
CUNY’s Graduate Center. 
Baruch College, also of New 
York City, will begin awarding 
the degree in the 2013–
2014 academic year. 

n Samford University’s Brock 
School of Business in Bir-
mingham, Alabama, is adding 
a sports marketing concen-
tration and course offerings 
to its curriculum in the fall of 
2013.  

short takes
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short takes
 n The master of finance pro-
gram at the Schulich School 
of Business at York Univer-
sity in Toronto, Ontario, has 
announced a new specializa-
tion in regulatory affairs for 
financial institutions. 

n The Lubin School of Busi-
ness at Pace University in 
New York City has launched 
four new programs: a BBA 
in management, arts, and 
entertainment management; 
an MS in social media and 
mobile marketing; an MS in 
customer intelligence and 

analytics that focuses on 
working with Big Data; and 
an MS in financial risk man-
agement that prepares stu-
dents to attain certification 
from the Global Association 
of Risk Professionals.

COLLABORATIONS
n This January, Grenoble Ecole 
de Management in France, 
Vlerick Business School in 
Belgium, and ESCP-Europe in 
Germany will partner to deliver 

an 11-day, multicampus 
Global Reward Management 
executive education program. 
The four modules will be 
delivered in four cities—Ghent, 
Grenoble, Berlin, and Brus-
sels—and taught by faculty of 
all three schools. 

n The Poole College of 
Management at North 
Carolina State University in 
Raleigh, North Carolina, and 
SKEMA Business School in 
Sophia Antipolis, France, are 
partnering to teach a dual-
degree Global Luxury Man-
agement curriculum. They 
will be collaborating with NC 
State’s College of Textiles to 
deliver the one-year graduate 
curriculum, which is offered 
in the Poole College’s  
Master of Global Innovation 
Management program. 

n Babson College in Welles-
ley, Massachusetts, has 
signed a cooperation agree-
ment with Dar Al-Hekma 
College, a private college 
for women in Jeddah, Saudi 
Arabia. The two institu-
tions will work together 
on programs to support 
women’s leadership and 
entrepreneurship. 

HONORS  
AND AWARDS
n Roy Lewicki has received 

the Interna-
tional Associa-
tion for Conflict 
Management 
(IACM) 2013 
Lifetime 

Achievement Award for his 
distinctive contributions 
to management educa-
tion. Lewicki is the Irving 
Abramowitz Memorial Pro-
fessor of Business Ethics 
Emeritus at The Ohio State 

University’s Fisher College of 
Business in Columbus.

GRANTS AND 
DONATIONS
n Auburn University’s Col-
lege of Business in Alabama 
has received a US$40 mil-
lion commitment from alum 
Raymond J. Harbert, chair-
man and CEO of investment 
firm Harbert Management 
Corporation and a member 
of the Auburn University 
Board of Trustees. In rec-
ognition of the gift, the 
school will be renamed the 
Raymond J. Harbert College 
of Business. The money will 
be used to create endowed 
chairs, form a doctoral pro-
gram in finance, enhance 
the school’s facilities, and 
establish research centers 
devoted to investments and 
supply chain management. 

n Samford University’s 
Brock School of Business 
in Birmingham, Alabama, 
has received a US$12.5 
million pledge from alum 
Gary Cooney toward the 
construction of a new state-
of-the-art facility. Cooney is 
vice chairman of insurance 
brokerage McGriff, Seibels 
and Williams. 

n The College of Business 
at the University of Southern 
Indiana in Evansville will be 
renamed the Romain College 
of Business to reflect the 
generosity of alums Ron and 
Connie Romain. Part of their 
US$5 million gift will under-
write a speakers program 
that brings in prominent 
entrepreneurs.  

n INSEAD has received 
a donation of S$5million 
(almost US$4 million) from 
alum André Hoffmann, vice 

headlines
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chairman of pharmaceutical 
firm F. Hoffmann-LaRoche. 
The money will be used to 
construct the school’s Lead-
ership Development Centre 
in Singapore. 

FACILITIES
n Audencia Nantes School 
of Management in France 
has opened a site in Paris 
where it will offer educa-
tional programs and host 
its alumni association. 
The 300-square-meter 
(984-square-foot) space will 
be housed on the 25th floor 
of the Montparnasse Tower, 
Paris’s tallest building. 

n Vlerick Business School 
has built a 4,800-square-
meter (15,700-square-foot) 
learning, research, and 
network facility in Brussels, 
Belgium. The €5.7 million 

Hall for Entrepreneurship 
and Innovation will include 
active learning classrooms, 
a simulated trading floor, 
a design lab, a behavioral 
science research space, 
an auditorium, and a tiered 
amphitheater. 

OTHER NEWS
n Georgetown University’s 
McDonough School of Busi-
ness in Washington, D.C., has 
become the 18th member of 
the Consortium for Gradu-
ate Study in Management, a 
national not-for-profit organiza-
tion focused on diversity and 
inclusion in American busi-
ness. More information about 
the organization can be found 
at www.cgsm.org.   

n ETS, based in Princeton, 
New Jersey, has made 
updates to the GRE Pro-

gram that will allow indi-
viduals to retake the revised 
General Test as frequently 
as once every 21 days, and 
up to five times within any 
continuous 12-month period. 

n MBA Career Services Coun-
cil has changed its name to 
MBA Career Services and 
Employer Alliance (MBA 
CSEA). The goal of the name 
change is to align the orga-
nization’s brand more closely 
with its mission to provide 
information and education to 
individuals holding and seek-
ing MBAs. 

n The University of Chicago 
Booth School of Business 
will relocate its Asia Execu-
tive MBA Program from Sin-
gapore to Hong Kong, while 
maintaining a robust pres-
ence in Singapore. 

(US$7.6 million) campus is 
the fourth for the business 
school, which also has loca-
tions in two other Belgian 
cities, Ghent and Leuven, 
as well as in St. Petersburg, 
Russia. 

n This fall, the University of 
Missouri-Kansas City will 
open a new US$32 million, 
58,000-square-foot build-
ing as part of the Henry W. 
Bloch School of Manage-
ment. The Bloch Executive 
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by Sharon Shinn

Globally branded schools with high rankings and deep pockets have little trouble recruiting 
top scholars, but for most business schools, competing for faculty is one of their most for-
midable challenges. And for every school, depending on its location and its resources, the 

task of recruiting faculty is just a little different.
For instance, what obstacles must a school overcome when it’s in a crowded market? That’s 

the situation for Françoise Dany, dean of the faculty and professor of human resource manage-
ment at EMLYON Business School in Lyon, France. How can a dean attract candidates to a 
school in a remote location? Rashmi Prasad, the interim dean of the College of Business and Pub-
lic Policy at the University of Alaska Anchorage (UAA), deals with that question every day. Enase 
Okonedo, dean of the Lagos Business School in Nigeria, must counter the reservations some can-
didates have about working at a school in an emerging economy. And Mirta Martin, dean of the 
Reginald F. Lewis School of Business at Virginia State University in Petersburg, must constantly 
work around constrained resources as she recruits faculty to her state school—which also hap-
pens to be one of America’s historically black colleges and universities (HBCUs). 

What does it take to bring top-notch faculty 
to your business school? 

Four deans share the methods they use to hire great talent.
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Even as these deans focus on 
their own particular challenges, 
they can offer insights on four pri-
mary concerns that arise—for them 
and their counterparts across the 
globe—as they recruit and look for 
ways to retain faculty. These deans 
believe that four main issues will 
impact management education for 
the foreseeable future:

1. The finite supply of PhDs. 
This could be the most critical 
one for deans worldwide, notes 
Okonedo. “In the coming years, 
business schools all over the world 
will find themselves competing for 
faculty as the number of business 
schools increases and the doctoral 
faculty shortage worsens,” she says.

The crunch will intensify as 
schools in emerging economies 
enter the field, predicts Prasad. 
“Business schools in Latin America 
and Asia are coming of age, and 
they will be joining the competition 
for faculty,” he says. “But they also 
could be producing faculty, so they 
might represent an opportunity as 
well as more competition.”

Deans are already institut-
ing strategies to try to negate the 
effect of the shortfall. For instance, 
EMLYON in France frequently turns 
to adjunct professors, says Dany. She 
adds, “We try to develop strong rela-
tionships with them to be sure of the 
quality of their teaching and their 
commitment to the school.”  

2. The technological revolution.
“Technology is having a huge impact 
on traditional, evolving delivery 
models,” says Okonedo. “Deans and 
their faculty will find it challenging to 
keep their knowledge and skills up-
to-date, especially when they’re sub-
ject to tight budgetary constraints.”

The key, believes Dany, is to 
make faculty comfortable with the 
changing delivery methods of edu-
cation as we “continue to develop 
and transform teaching practices, 
tools, and content over time.”

Changing educational models—
from MOOCs to online institutions 
like Western Governors Univer-
sity—offer exciting opportunities 
as well as obstacles, points out 
Martin. The Lewis School explored 
the MOOC option this summer as 
a way to deliver courses to students 
who couldn’t physically be on cam-
pus, but Martin thinks online edu-
cational delivery could have even 
more far-reaching possibilities. 

For instance, she says, if tra-
ditional universities can develop 
faculty who are at ease teaching 
in a digital environment, they’ll be 
able to reach student populations 
anywhere in the world, includ-
ing areas where other educational 
opportunities are limited. She 
says, “We can engage in great 
philanthropy while improving the 
bottom lines for our schools.”

3. Faculty engagement.
Some education critics believe the 
tenure track model is outdated (see 
“Two Takes on Tenure,” page 30). 
But as long as it is the standard, 
says Prasad, a key concern will be 
keeping mid-career faculty members 
engaged, motivated, and current. 
He thinks it’s critical for deans to 
offer counseling and mentoring—
but he also thinks mentors can be 
found anywhere. In fact, he says, 
junior faculty members with fresh 
ideas and technological competence 
can mentor senior professors. 

At UAA, for instance, younger 
faculty have encouraged the adop-
tion of classroom video capture; 

they’ve also led the way in initiatives 
such as the Experimental Economics 
Lab and the Committee for Innova-
tion in Teaching and Learning. “The 
teaming of newer and longer-term 
faculty resulted in renewed engage-
ment for more senior faculty,” 
Prasad reports. He sees two factors 
that allow junior faculty to influence 
senior faculty: their participation on 
committees that address cutting-edge 
topics, and improved internal com-
munication that allows new ideas to 
diffuse across the college. 

Prasad also believes that deans 
will find it easier to motivate faculty 
now that AACSB has adopted a new 
system of classifying faculty as schol-
arly practitioners, scholarly academ-
ics, practice academics, and instruc-
tional practitioners. “This allows 
faculty to migrate over the course of 
their careers, and maybe even rein-
vent themselves,” he says. “A purely 
academic researcher can become 
more of a practitioner. AACSB is giv-
ing us more tools to work with, but 
keeping senior faculty engaged will 
remain an ongoing challenge.”

4. The changing landscape 
of business education.
The biggest problems might not even 
be on the radar yet. Says Martin, 
“As business school leaders, we need 
to think about the challenges that 
don’t yet exist so we can prepare for 
them, but we aren’t doing enough of 
that.  We need a SWOT analysis of 
what the business school landscape 
will look like in five years, in ten 
years, so we can shift the models we 
use to recruit and retain faculty. 

“For instance, we’re going to 
have to consider the best ways to 
utilize our facilities full-time,” she 
goes on. “I looked out my window 
a few days after May commence-
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ment, and the campus was deserted. 
Can we afford to let our buildings 
sit empty for a few months every 
summer? Can we afford to keep 
faculty who don’t work for 12 
months a year? We could be look-
ing at a paradigm shift.”

Prasad wholeheartedly agrees. 
He says, “I think the very substance 
of our MBA programs is undergo-
ing a change, and this will have a 
huge effect on how we hire. The 
MBA was designed to capture the 
diverse range of skills and knowl-
edge an executive should have, but 
as the knowledge being generated in 
the business world becomes so wide 
and broad, one degree might not be 
able to capture it. It might be more 
logical for executives to earn mul-
tiple specialized credentials—which 
requires a different mix of faculty. 

“At that point, a key challenge 
becomes hiring strategically to meet 
the demands of changing business,” 
he continues. “We can’t just fill old 
slots. We can’t just hire a new mar-
keting professor to replace one that 
just retired. We have to anticipate 
the shape of intellectual capital we 
will need in the future.”

Thus, like many other tasks that 
fall to business school leaders, faculty 
recruiting will become a balancing act. 
Deans will have to weigh their pres-
ent needs against their future plans, 
their local requirements against global 
norms. They’ll have to factor in tech-
nology, globalization, and intensify-
ing competition, while those that are 
accredited will have to meet explicit 
standards. No wonder deans see 
faculty recruiting as one of the most 
critical tasks they’ll face for the rest 
of the decade. In the following pages, 
Martin, Prasad, Dany, and Okonedo 
get specific about their strategies for 
facing these challenges head-on.

A State School, An HBCU
by Mirta Martin

For publicly funded state schools 
like Virginia State University, it’s a 
major challenge to recruit talented, 
qualified faculty, especially as we’re 
competing with private schools 
that have significant endowments. 
I obviously can’t compete with 
schools that can offer candidates 
US$20,000 or $30,000 more than 
I can. But if the difference is only 
$10,000, I’m often able to recruit 
candidates who are looking for two 
things: a congenial working atmo-
sphere, and a chance to make a 
difference in the world by teaching 
students from minority populations. 

At the Lewis College of Busi-
ness, we treat our junior faculty 
with the same respect we give our 
tenured professors, and we rely on 
the expertise and enthusiasm they 
bring to the school. One of the 
reasons we were able to convert to 
a digitally delivered curriculum a 
few years ago is that our tech-savvy 
junior faculty led the way. 

It’s important to me that we have 
a family atmosphere. To my faculty, 
I’m not “the dean”—I’m Mirta. This 
helps us recruit new faculty through 
word of mouth, because our junior 
members spread the word to their 
friends still in school that this is a 
good place to work. 

All the faculty I 
recruit must be from 
AACSB-accredited 
schools, but I also look 
for candidates who have 
had previous lives. Of the 
14 faculty I’ve hired, 13 
had successful careers as 
businesspeople, lawyers, audi-
tors, and CFOs. Most of them 
earned their PhDs after they 
grew tired of the corporate rat 
race. 

These faculty can use their 
real-life experiences to explain 
why a piece of theory is 
relevant. A professor who 
used to own a 

business can tell his class, “We had 
a strategic plan that looked ahead 
one, three, five, and ten years. 
Without it, we wouldn’t have 
survived the market crash. This is 
why you have to do your strategic 
analysis.”

I hire African American profes-
sors when I can, because I believe 
our students need to have role mod-
els who share similar values and 
experiences. Unfortunately, minority 
candidates are rare and many go 
to higher-paying institutions. How-
ever, I also think it’s important to 
recruit diverse faculty. My current 
roster is a mini U.N., with African 
American, Chinese, Korean, Cauca-
sian, Hispanic, and Indian faculty 
on board. They come to VSU with 
their cultures and their accents 
and their specific stories from their 
countries, and they give our stu-
dents a real taste of the world they 
will be graduating into. 

Finally, I want to recruit faculty 
for whom education is a calling. 
Everyone who comes here under-
stands that what we do is a matter 
of mission. Schools like ours often 
lack resources, so faculty become 
resources for the students, and they 
know it. They want to pass on their 
knowledge to the next generation of 
leaders. And they want to teach this 

population because 
they believe 
that’s where 

they can 
enact the greatest 

change. 
Anyone can teach a stu-

dent who has as 4.7 GPA. But it’s 
more of a challenge to teach a stu-
dent who has a 2.8 or a 3.0 aver-
age. When I’m interviewing can-
didates, I tell them, “If you follow 
your passion and come here, you 

might not be paid top dollar. 
But you’ll go home every 
evening saying, ‘Today I 
made a difference in some-

one’s life.’”
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A School Off the Beaten Path
by Rashmi Prasad

To find faculty for the University 
of Alaska in Anchorage, we follow 
some of the traditional steps: We 
advertise positions, utilize profes-
sional societies, and rely on infor-
mal networks. But one of the most 
effective methods is outreach by 
senior leaders among our faculty, 
such as Gunnar Knapp, director 
of the Institute of Social and Eco-
nomic Research (ISER). At confer-
ences, Knapp actively promotes the 
state, its mystique, and the oppor-
tunities it affords. A couple of 
years ago, he staged our presenta-
tion space with all kinds of “Alas-
kana,” including smoked salmon 
and posters of our beautiful state. 
He drew quite a crowd. 

We typically see three types of 
faculty candidates. Some are already 
disposed to come here for part of 
their careers, because living in Alaska 
has always been on their “bucket 
lists.” These are often productive 
senior scholars who move easily from 
place to place. Some already have a 
negative attitude about the idea of 
working in Alaska, so we don’t put 
any effort into trying to recruit them. 
It’s not worth the cost. 

The final group is made up of 
more open-minded candidates, 
and with them we are proactive in 
counteracting their misconceptions. 
Yes, Alaska is remote, but Anchor-
age has most of the amenities you’d 
want in a major city. It’s also an 

extraordinary place. It’s built on the 
edge of a national park, with fabu-
lous outdoor recreational oppor-
tunities available year-round. This 
combination of the lifestyle and 
urban amenities is very attractive. 

One fear candidates have is that 
Alaska is so isolated that they will 
have trouble maintaining personal 
and professional networks. But the 
communications revolution means 
that colleagues around the world 
are readily available through video 
chat services like Skype. In addi-
tion, Anchorage is only an eight- or 
nine-hour flight from 90 percent of 
the industrialized world. Moscow 
and London can be reached in nine 
hours, Taipei in eight, Los Angeles 
and Honolulu in five. The faculty 
lifestyle generally accommodates 
trips, and we’re generous about 
faculty travel. 

Finally, some candidates worry 
that they’ll have a hard time adjust-
ing to Alaska’s environment, such 
as its swings between seemingly 
endless days and nights. For this 
reason, we actively mentor them—
either formally, through the Center 
for Advancing Faculty Excellence 
(CAFE), or informally among 
department chairs and senior faculty. 
For instance, if new hires are having 
trouble with the long nights during 
winter, we encourage them to buy 
lights that simulate sunlight or to 
travel to someplace like Hawaii. 

Once we get candidates past the 

obstacles of coming to Alaska, we 
point out UAA’s many advantages. 
For instance, Anchorage contains 
more than 40 percent of the state’s 
population, which means faculty 
at our university can make a big 
impact. We have access to busi-
ness leaders, and politicians take us 
seriously. 

Many local leaders rely on the 
policy research produced by faculty 
who work at ISER and who focus 
on key Alaskan issues such as energy. 
Faculty members who join ISER 
don’t have to have a great deal of 
previous understanding of Alaska’s 
priorities; they just have to learn 
local conditions.

And that’s important, because 
we believe it’s critical for us to 
recruit diverse faculty from any-
where in the world. Our state has a 
huge geography and a small popu-
lation, so we rely on trade with the 
outside. We can’t afford for Alaska 
to be inward-looking and paro-
chial, because Anchorage needs 
to be a first-class business center. 
That means we need a population 
that is cosmopolitan, understands 
other cultures, maintains a broad 
global perspective, and can interact 
with other citizens anywhere in the 
world. To help educate that popu-
lation, we need diverse faculty. 

Even so, for business schools 
like ours in remote regions, the 
questions remain: What are our 
critical tasks? What is our continu-
ing unique offering to the state and 
the community? Has our mission 
changed as we respond to globaliza-
tion, the rise of technology, and the 
shifts in higher education? Those 
are important questions. Since there 
are only a few significant universi-
ties in Alaska, UAA can’t leave the 
answers to someone else. 
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by Françoise Dany

Because EMLYON Business School 
is in a highly competitive region, we 
put a great deal of effort into offer-
ing good working conditions and 
creating a friendly and supportive 
working environment. We have to 
go beyond window dressing.

When recruiting faculty, we point 
out the excellent life conditions in 
the city. Lyon is ranked among the 
best places in the world to live, and 
it is close to numerous popular des-
tinations—London, Geneva, Barce-
lona, Milan, the Mediterranean, and 
the French Alps.

But, even more important, we 
emphasize the quality of local infra-
structures. Lyon is the second larg-
est economic area of France, which 
is the sixth-largest economy of the 
world, and it is characterized by 
dynamic industries. This means fac-
ulty have tremendous opportunities 
to cooperate with business leaders 
to develop knowledge. We recognize 
the importance of fieldwork, and 
we know how critical it is for fac-

ulty to develop strong relationships 
with our economic partners as well 
as our program participants.

Therefore, when we’re recruiting 
faculty, we emphasize the potential 
for them to develop rich long-term 
professional projects. We also 
strive to develop a collective and 
engaging intellectual life within our 
faculty as we consider our roles 
and responsibilities toward society. 
Because we are a research-oriented 
institution, we give faculty mem-
bers time to research and write for 
publication. We also encourage 
individual and collective initiatives 
through our learning lab and five 
research centers. 

For EMLYON, the goal is to 
attain increasing international rec-
ognition, which means we recruit 
faculty members who produce 
significant publications and are 
engaged in numerous research 
networks. Having well-known 
individuals at our school enhances 
our reputation and increases the 
employability of our faculty. 

But we also make sure candi-
dates know they have the possibil-
ity of developing different kinds of 
careers—either focused on research 
or on teaching and development. 
This may well be one of the key 
challenges for all business schools 
going forward: making sure we 
develop career paths for both 
research-oriented and teaching-ori-
ented faculty. Among other things, 
this means making sure we pro-
mote interactions and projects that 
involve both kinds.

In the coming years, we expect 
EMLYON’s biggest challenge to be 
finding the balanced profiles we are 
looking for, while keeping faculty 
committed to our institution. We 
want to work together to build a 
collective project for developing 
entrepreneurs for the world.   

A School in 
An Emerging 
Nation
by Enase Okonedo 
At business schools in emerging 
markets, it’s critical that faculty 
members are not only academically 
sound, but also knowledgeable 
about business in their environ-
ment. Management knowledge 
obtained through a purely Western 
education often isn’t applicable to 
the situation in developing econo-
mies. We must teach our students 
to think globally but act locally.

Lagos Business School is a post-
graduate school whose mission 
is to improve the management of 
African enterprises by strengthen-
ing the capacity of African man-
agers. Thus, we seek faculty who 
have practical business knowledge 
and who maintain continuous 
engagement with industry. This 
practical experience allows them to 
effectively communicate manage-
ment theories to students and also 
to develop pedagogical materials 
that can enhance student learning. 

Having said this, for faculty who 
are teaching in the doctoral program, 
we look for those who have back-
grounds that skew toward the theo-
retical side. We always look for can-
didates who are active in at least two 
legs of the faculty tripod: teaching, 
research, and industry engagement.  

Finding suitable faculty is 
always difficult because we want 
candidates who can work within 
the culture at our school, where 
we use the case study method, 
focus on humanistic management 
practices, and emphasize a strong 

A School in a Crowded Market
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engagement with industry. In addi-
tion, we are founded on the Chris-
tian concept of the human person, 
as well as economic activity. Thus, 
we want faculty who can share our 
values, who have strong academic 
abilities, and who have significant 
practical experience. In addition, 
we look for faculty who can be 
facilitators in the classroom.

Not all the faculty we hire are 
ready-cut diamonds, so we engage 
in faculty development, especially 
to familiarize them with the case 
method. Most of our faculty are 
alumni of either the International 
Faculty program at IESE or the 
Teaching the Practice of Manage-
ment program offered by the Asso-
ciation of African Business Schools.  

We also sometimes grow our 
own talent by hiring promising 
young people who have values that 
are consistent with ours. We usu-
ally find them by looking among 
our graduating students for bright 
individuals and encouraging them 
to apply as research associates. 
This gives them a couple of years 

to explore the academic life and see 
if they find it attractive. If they do, 
we help them earn their master’s 
degrees and PhDs, after which they 
become lecturers. We also have two 
designated “scouts” among our 
faculty; they are involved in youth 
networks, and they keep an eye 
out for bright young individuals 
we could bring in as research assis-
tants and start on the same path.  

In some disciplines, such as 
finance and marketing, it’s particu-
larly difficult to recruit qualified 
faculty, because candidates can 
earn much better salaries in indus-
try. In those cases, we must find 
people who really love teaching 
and want academic careers. 

We recruit both locally and 
internationally, by advertising, net-
working at conferences, and asking 
current faculty for recommenda-
tions. While individuals who know 
and understand the Nigerian busi-
ness environment are our primary 
targets, we also believe in exposing 
our students to global business 
environments through outside fac-

ulty who have fresh perspectives.
When we’re recruiting from 

outside Nigeria, the biggest chal-
lenge is overcoming worries about 
“environmental factors” that make 
candidates hesitate to commit to 
a long-term stay. Often they have 
concerns about the level of security 
or the adequacy of the infrastruc-
ture. In addition to dealing with 
these issues, we must try to match 
international salaries and pay can-
didates enough to afford our high 
cost of living. We frequently find 
these outside faculty members by 
collaborating with international 
schools to arrange faculty visits 
and/or study tours. 

We also reach out to academ-
ics from the Nigerian diaspora 
who wish to return to their home 
country. Sometimes we encounter 
Nigerians working abroad who are 
trying to decide whether to join LBS 
or take positions in South Africa or 
a Persian Gulf country. To convince 
them to come to LBS, we emphasize 
that here they can contribute to the 
building up of the country, which 
we consider an exciting adventure. 

We also emphasize that work-
ing at LBS could be very good for 
their careers, because their vis-
ibility and impact will be much 
greater in Nigeria than abroad, 
where each would be only one 
among thousands of equally well-
qualified academics in hundreds of 
business schools. We promise that 
we can give them the kind of sup-
port toward personal and career 
development that they will not find 
anywhere else in the country. And 
we tell them they will derive deep 
satisfaction from communicating 
our values to others as they help 
transform the business environment 
and, thus, the society at large. 
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While business school 
deans worry that global 
competition for faculty 

will increase the doctoral shortage, 
for the moment the situation seems 
relatively stable. Five-year data 
trends show that, despite minor 
fluctuations, demand remains 
nearly constant for PhDs in spe-
cific disciplines, at least in North 
America. Conclusions are based on 
data drawn from a controlled set 
of 430 schools in the annual Salary 
Survey conducted by AACSB Inter-
national. For this particular set of 
respondents, the majority are from 
North American schools. 

According to the Salary Survey, 
accounting is the discipline that 
needs and draws the most candi-
dates every year. It’s the field that 
has the highest numbers in terms 
of positions filled, positions filled 
by doctorates, positions that are 
currently open, and additional 

positions planned for growth in the 
next year. The other top contenders 
annually are finance, marketing, 
management, and economics.

While the explosion of business 
education worldwide might lead 
observers to expect that schools are 
posting an increasing number of 

positions that are going unfilled, that 
does not appear to be the case, at 
least in the U.S. In the 2008–2009 
academic year, for instance, schools 
reported a total of 21,026 full-time 

positions that were currently filled, 
and 1,058 unfilled. In the 2012–
2013 year, those numbers were actu-
ally better—22,330 and 872, respec-
tively. And the gap should only get 
a little wider in the next 12 months: 
Five years ago, schools expected to 
add 785 new doctoral positions in 
the next academic year; today, that 
number is 812. 

Again, these numbers are drawn 
from the Salary Survey and primarily 
reflect the situation in North Amer-
ica; worldwide, demand for doc-
toral faculty can vary by location, 
local competition, and the needs of 
specific disciplines. As Juliane Ian-
narelli, vice president of AACSB’s 
Knowledge Development, explains, 
“Any attempt to quantify a doctoral 
shortage globally requires a vast 
oversimplification of the relation-
ship between supply and demand 
figures. Even if these figures were 
more comprehensively available, 

A quick look at which disciplines are attracting  
the most faculty and whether that trend is changing.

Faculty
in Demand

Accounting is the 
discipline that 

needs and draws 
the most candidates 

every year.
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they still wouldn’t take into account 
facilitators and barriers of interna-
tional mobility, individual graduate 
strengths and research productivity, 
and competing hiring interests from 
the corporate world. What we do 
know is that in the regions where 
business schools are experiencing 
the greatest growth, administrators 
express strong desires to strengthen 
the research culture among their 
faculty, and one way they try to do 
this is through a stronger cadre of 
doctoral faculty.”

One thing’s certain: As schools 
hire more faculty with PhDs, 
they’re seeing salaries rise. Accord-
ing to the Salary Survey, in the 
2008–2009 academic year, the 

average salary for a full professor 
was US$131,200; today, the aver-
age has climbed to $144,200. 

The disciplines that enjoy the 
highest paychecks are behavioral 
science/organizational behavior, 
where the average salary for a pro-
fessor is $172,000. It’s followed 
by finance ($167,000), strategic 
management ($163,500), business 
ethics ($148,000), and marketing 
($147,500). 

A few professors are making 
considerably more. The high-
est reported individual salary for 
2012–2013 was $529,200 for a 
professor of marketing. The other 
highest salaries were for profes-
sors in behavioral science/OB 

($497,000), finance ($487,500), 
economics ($420,600), and 
accounting ($389,000).

The upshot? It’s a good time 
to be a professor with a PhD. But 
business schools with job openings 
will continue to work hard—and 
pay heavily—to attract quality fac-
ulty to their campuses. 

For more insights on global mod-
els of doctoral education, watch 
for a report that will be released in 
September by AACSB’s Doctoral 
Education Task Force. The report 
pays particular attention to how 
doctoral education can continue to 
evolve in a way that best supports 
different needs, experiences, and 
goals around the globe. 

		

      In-Demand Business Disciplines
		                 2008–2009		                 	2012–2013
	 	 Filled by				    Filled by
		  Doctoral 				    Doctoral
		  Degree	 Not			   Degree	 Not
	 Filled	 Holders	 Filled	 Planned	 Filled	 Holders	 Filled	 Planned

	 Accounting	 3,547	 2,855	 248	 136	 3,758	 2,950	 202	 157

	 Finance	 2,764	 2,527	 159	 133	 3,044	 2,775	 120	 112

	 Marketing	 2,808	 2,465	 161	 112	 2,937	 2,590	 114	   98

	 Management	 1,934	 1,650	   92	   77	 2,142	 1,815	   75	   75

	 Economics	 2,072	 1,943	   69	   54	 2,113	 1,982	   70	   45

	 All Disciplines	 21,026 	 18,311	 1,058	 785	 22,330	 19,260	 872	 812

According to AACSB International’s annual Salary Survey, the top five most in-demand  
disciplines have stayed relatively consistent over the past five years, though finance moved  
ahead of marketing for the 2012–2013 academic year. 
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Tenure
Does tenure protect 
academic freedoms 
and allow professors 
to put down roots 
at their institutions? 
Or does it restrict 
growth and stifle 
innovation?

Bring up the topic of tenure 
to a room of academics, 
and then step back—a 
heated debate is bound to 

ensue. Many educators hold that 
tenure offers needed support and 
protection for faculty and allows 
them to establish themselves at their 
institutions; others see it as a rigid, 
expensive practice that is rooted in 
the past and has outlived its useful-
ness. Here, Villanova’s John Pearce 
and Texas Tech’s James Wetherbe 
weigh the pros and cons of tenure in 
the 21st century. 
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The Value of University Tenure
When all benefits are taken into account, tenure remains a compelling 
and pragmatic option for academic institutions.

by John A. Pearce II

Although tenure allows universi-
ties to strengthen their ability to 
recruit talented faculty, it repre-
sents a long-term commitment to 
faculty who may not continue to 
make important contributions to 
the university over time. If that’s 
the case, why do so many institu-
tions continue to employ tenured 
professors? Of business schools 
that responded to AACSB Inter-
national’s 2013 Business School 
Questionnaire, 99 percent of 
schools in the U.S. (504 of 509) 
and 88 percent in Asia (52 out of 
59) reported that they offer tenure.

I believe there are three compel-
ling reasons. First, tenure helps uni-
versities attract and retain the best 
research faculty. Second, universi-
ties without tenure are at a disad-
vantage when it comes to securing 
top-tier faculty for the long term, 
which limits faculty involvement 
in the life of the institution. And, 
finally, tenure positively impacts 
a university’s reputation, perfor-
mance, and ability to deliver qual-
ity education.

Tenure attracts faculty who 
publish high-impact research.
Over the last two decades, business 
schools increasingly have measured 
the impact of faculty by how often 
their faculty’s research is published 
in high-quality journals and cited 
by other authors. But scholarship 
with real impact on a field of study 
is relatively rare.

In a 1998 study, Eugene Garfield 

found that of approximately 33 mil-
lion articles included in the Science 
Citation Index from 1945 to 1988, 
40 percent were never cited by oth-
ers, and 56 percent were cited only 
once. Only 4 percent received two or 
more citations. Publishing articles in 
top-tier journals with rejection rates 
of 90 percent to 95 percent may be 
extremely difficult, but publishing 
articles with enduring impact on the 
field of study is extraordinarily so.   

In a 2008 study, Philip Podsa-
koff, Scott MacKenzie, Nathan 
Podsakoff, and Daniel Bachrach 
found that a mere 5 percent of 
faculty account for 50 percent or 
more of all citations. They also 
found that the number of a profes-
sor’s scholarly publications is posi-
tively related to the number of cita-
tions he or she receives. Likewise, 
the recognition a university receives 
for research is positively related to 
its number of faculty publications. 

The only way universities can set 
themselves apart through scholar-
ship is by hiring faculty with proven 
capability to publish high-impact 
articles in top-tier journals. 
Not surprisingly, these pro-
fessors can command con-
tracts with significant ben-
efits, and many of them 
expect to be offered 
the possibility of 
tenure. Schools 
need to offer a 
tenure process 
to attract and 
retain such 
faculty. 

The absence of tenure affects 
the quality of education.
The imbalance between part-time 
and full-time faculty appointments 
has steadily increased since 1975. 
The number of part-time, short-term, 
non-tenure-track—or “contingent”—
professors has grown tremendously 
over the last four decades, across all 
institutional categories. 

As of the 2012–2013 academic 
year, tenured and tenure-track full-
time positions represented fewer 
than 24 percent of all instructional 
staff positions in colleges and uni-
versities, according to the American 
Association of University Professors’ 
“Annual Report on the Economic 
Status of the Profession.” Authors 
John Curtis and Saranna Thornton 
note that non-tenure-track full-time 
and part-time faculty and gradu-
ate teaching assistants represent the 
remaining 76 percent. While full-
time tenured or tenure-track posi-
tions grew by only 26 percent since 
1975, contingent academic positions 
increased by more than 300 per-
cent. Although these trends are less 
marked in business disciplines, their 
direction is nearly identical.

Curtis and Thornton 
calculated the median rate 
of pay per three-credit 

course over all disciplines 
to be just US$2,700, 

which suggests 
that schools are 

cutting costs by 
relying on contingent 
professors. Unfortu-

nately, such appointments F
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provide very limited academic free-
dom because nonpermanent profes-
sors are subject to termination or 
nonrenewal without due process. 

Non-tenure-track professors often 
serve as academia’s equivalent of 
professional baseball’s “utility play-
ers”—they are hired to teach a mis-
cellany of courses and provide cost-
efficient emergency service. But they 
often lack the expertise in theory, 
pedagogy, and practice needed to 
deliver quality educational experi-
ences. Certainly, adjuncts can offer 
rich experiences in practice-oriented, 
standalone courses. But overall, 
students are less likely to receive a 
high-quality education from one-off 
courses than from an integrated, the-
ory-based, and pedagogically coher-
ent package of courses provided by a 
committed tenured faculty. 

Tenured faculty are instrumental 
in maintaining mission over time. 
The scholarly contributions of a 
school’s faculty are important to its 
reputation and ability to deliver qual-
ity education. But no less important 
is the value a school derives from 
its faculty’s myriad other contribu-
tions. These include textbooks and 
other pedagogical materials, books 
and articles targeted to practitioners, 
blogs, consulting, and interviews. 

Through such work, tenured fac-
ulty contribute instrumentally to the 
stability, predictability, and continu-
ity of a university’s mission. A school 
is much more likely to achieve long-
term consensus among its faculty 
and administration—contributing to 
continuity in its programs, pedagogi-
cal integration, and student perfor-
mance expectations—with a stable 
faculty roster. Such consensus affects 
crucial areas such as curriculum 
design, graduation requirements, and 
faculty tenure standards.

Tenured faculty members also can 
link generations of stakeholders to 
the institution and inspire their trust 
and support. For many students, 
graduates, parents, community lead-
ers, and employers, long-term faculty 
personify the university, implying an 
assurance of continuity. 

When a university offers tenure to 
carefully vetted professors who share 
its values, it strengthens its culture 
and enhances its reputation. That 
makes a university’s investment in 
promising faculty worth it, even if 
only a few produce great scholarship.  

Tenure protects faculty’s 
academic freedom. 
In his 1998 article “Is tenure neces-
sary to protect academic freedom?” 
law professor Erwin Chemerinsky 
writes: “The reality is that a uni-
versity that seeks to abolish tenure 
and replace it with an alternative 
is doing so precisely to provide less 
job security for faculty members. 
Inevitably, this will have a detrimen-
tal effect on academic freedom.”

Although some might think this 
aspect of tenure is obsolete, Chemer-
insky’s statement highlights tenure’s 
original purpose—to promote aca-
demic freedom. Tenure preserves 
academic freedom by protecting 
professors against capricious and 
unwarranted dismissal. Although 
the risk is small, some administra-
tors might wish to remove high-paid 
faculty members to reduce salary 
budgets or substitute new hires to 
support changed university priori-
ties. For these reasons alone, tenure 
deserves widespread support. 

Tenure emboldens a school’s 
faculty to excel.
Tenure doesn’t just strengthen a 
university’s ability to recruit and 
retain faculty or communicate 

its commitment to educational 
excellence. It also emboldens 
faculty members to accept posi-
tions of leadership and adminis-
tration within the university. It 
reinforces the institution’s culture 
and strengthens the bond between 
administration and faculty. It 
encourages faculty to extend their 
work for the university community 
beyond contractual requirements. 

The one thing tenure does not 
do is to encourage faculty inactivity. 
As much as professors pursue and 
appreciate tenure, their tenure does 
not guarantee merit raises, promo-
tions, graduate assistants, summer 
employment, or access to funds 
for travel or research. It does not 
guarantee that they’ll receive their 
preferred teaching schedules, office 
spaces, course assignments, or other 
institutional resources, perks, and 
opportunities. The notion that intel-
ligent, career-minded, ambitious, 
well-educated professors will lapse 
into decades of dramatic underper-
formance just because they have 
tenure is not credible.

Some critics of tenure believe 
that the future is too uncertain to 
offer faculty such a valuable and 
enduring benefit as tenure. After 
all, an institution’s priorities can 
change; a professor’s productivity 
can decline over time. Such con-
cerns have merit, but uncertainty 
characterizes all future-oriented 
decisions. When university admin-
istrators grant a professor tenure, 
they undeniably make a large 
investment in the future. The value 
of tenure is well worth its price. 

John A. Pearce II is the VSB Endowed 
Chair in Strategic Management 
and Entrepreneurship and professor of 
management at the Villanova School of 
Business in Pennsylvania.iS
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by James C. Wetherbe

“I can resign tenure?” I asked with 
pleasant surprise. This was not the 
response my dean had expected 
when he explained that my cur-
rent situation was untenable. He 
had expected me to return to the 
University of Minnesota full-time. 
Instead, he offered me an alterna-
tive I had not yet considered—and 
one I was happy to take.

Previously, the dean and I had 
agreed that I could work part-time 
for three years as the FedEx Chaired 
Professor in Information Technol-
ogy at the University of Memphis. 
While I helped found the FedEx 
Center for Cycle Time Research 
at Memphis, I would continue to 
direct the Management Information 
System Research Center at Minne-
sota. The dual responsibilities were 
demanding, but my work at Mem-
phis was a boost to my teaching and 
research. After three years, the presi-
dent of the University of Memphis 
wanted me to continue my work at 
the FedEx Center. I was game—I just 
needed to get the approval of my 
dean at Minnesota.

That’s when the dean made 
everything clear: “If you don’t 
come back to Minnesota full-time 
next year,” he said, “you will have 
to resign your tenure.”

By this point, I had come to 
disdain the way tenure protects 
the few faculty whose performance 
is complacent and subpar—who 
make the majority of faculty look 
bad. As a tenured professor, you 
have a guaranteed “job for life” 

unless you do something really hei-
nous. During my 13 years of ten-
ure, I grew weary of the sarcasm 
I heard from the businesspeople 
with whom I consulted. At times it 
felt as if tenure were an albatross 
around the neck of my credibility. 
“Easy for you to suggest changes 
needed in business,” they’d wise-
crack. “You’ve got tenure.”

So, 20 years ago, I resigned my 
tenure. Just two years later, after I 
gave a speech to executives in Boca 
Raton, a participant challenged 
me during the Q&A with that oft-
heard criticism: “You have tenure, 
so it’s easy for you to say….” This 
time, I had a clear response: “You 
and I share the same point of view 
on tenure. That’s why I resigned 
it.” A loud round of unexpected 
applause followed. 

The albatross was gone. 

In Support of Academic Freedom
Make no mistake—I am a strong 
advocate of academic freedom, 
just not lifetime tenure. And I am 
not alone.

Mark Taylor, a religion profes-
sor at Columbia University and 
author of the 2010 book Crisis on 
Campus: A Bold Plan for Reform-
ing Our Colleges and Universi-
ties, acknowledges that tenure has 
become less about academic free-
dom and more about job security. 
He discusses the history of tenure, 
which emerged at religious schools 
in the late 1800s to protect the 
jobs of professors, even if their 
doctrine offended donors. How-

ever, he takes the still somewhat 
controversial position that tenure 
has outlived its usefulness.

Taylor joins many business 
experts and academics who have 
called for the end of tenure. Before 
becoming the United States’ 28th 
president, Woodrow Wilson served 
as president of Princeton Univer-
sity from 1902 to 1910. From that 
experience, he noted that “it is 
easier to change the location of a 
cemetery than to change the school 
curriculum.” As Wilson found, 
tenure often serves as a barrier to 
innovation. With today’s fleeting 
product cycles and agile business 
models, tenure remains the ulti-
mate business school irony—and 
business leaders know it.

In a 1989 lecture, professor and 
management guru Peter Drucker 
asked: “Can even tenure be morally 
justified? We do need a safeguard 
against political and administrative 
tyranny over faculties. … Could we 
not design a way to protect the indi-
vidual against the pressures and yet 
protect the community, the school, 
the student against sloth and incom-
petence?” Another prominent critic 
is author Jim Collins, who wrote 
the 1994 bestseller Built to Last. 
In a June 2000 white paper called 
“Aligning Action and Values,” Col-
lins notes that freedom of inquiry is 
sacred, but tenure is not. 

My experience supports that 
point. When I received tenure, 
I didn’t celebrate the fact that I 
could now speak the truth without 
fear. I already did that before I got 

The End of Tenure
Professors teaching in the U.S. in the 21st century should rely on the Constitution’s 
First Amendment to protect their academic freedom—not lifetime tenure.
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tenure. What self-respecting profes-
sor would do otherwise?

In fact, in nearly 40 years in 
academia, I’ve never heard of a 
business faculty member who 
needed tenure to exercise his or her 
academic freedom. In the U.S., the 
First Amendment of the Constitu-
tion guarantees all citizens, includ-
ing faculty members, freedom of 
speech. Is that not a sufficient safe-
guard for academic freedom?

However, I have heard from 
faculty who have said they 
needed tenure to protect 
their positions from capri-
cious administrators, 
as Drucker suggested. 
I argue that, at the 
very least, we 
should no lon-
ger claim that 
the purpose of 
tenure is to pro-
tect academic 
freedom, as 
it was in the 
1800s. In today’s 
academia, tenure has a 
much different purpose—job 
security.

In a recent interview, 
a student journalist for 
the Daily Toreador, 
Texas Tech’s newspaper, 
asked if I thought tenure 
protected subpar professors. I 
responded, “Yes.” He then asked 
if I thought there were such profes-
sors at Texas Tech. I said, “You’re 
a student here. Have you had 
any?” He laughed and responded, 
“Point made.”

Advocates of tenure argue that 
post-tenure reviews address this 
problem of giving “jobs for life” 
to faculty whose performance is 
less than stellar. But do they? Loss 
of tenure through post-tenure 
review is so rare that it’s a nonis-
sue. A 1994 Chronicle of Higher 
Education study found that out 
of 280,000 tenured professors 
in the U.S., only 50 to 75 lost 

tenure each year. Cathy Trower, 
a senior research associate and 
director of the Collaborative 
on Academic Careers in Higher 
Education at Harvard University, 
notes that those numbers are likely 
unchanged today. In my 40-year 
academic career, I have never heard 
of a single business professor at 
any university losing tenure. 

A Rational Alternative
I suggest that, rather than guarantee-
ing lifetime employment, colleges 
and universities offer faculty roll-

ing contracts, which last 
three years for newly 
promoted associate 
professors and five years 

for full professors. 
Please note 

that a rolling 
contract is dif-

ferent from a 
renewable contract. In 
a renewable contract, 
a professor’s job is at 
risk each time his or 
her contract renewal 

approaches. In a rolling 
contract, however, the length 

of the contract rolls forward 
each year. So with a five-year 

rolling contract, a professor 
would receive a minimum of 

five years’ notice prior to contract 
termination.

That means that when an 
administrator calls for a profes-
sor’s dismissal, faculty have time 
to organize and respond. On the 
other hand, if administrators 
need to dismiss professors, the 
worst-case scenario is that they 
will have to negotiate a multiyear 
contract buyout. Is this not a bet-
ter exit strategy for both sides? 

It’s certainly preferable to subject-
ing tenured professors to terrible 
teaching schedules and office 
accommodations in hopes of mak-
ing them quit, and it’s much better 
than subjecting students to poor 
teaching indefinitely.

Rolling contracts were well-
debated by commenters responding 
to my March 2013 Harvard Business 
Review commentary, “It’s Time for 
Tenure to Lose Tenure.” But I think 
the debate will become more one-
sided, in favor of rolling contracts, 
as time goes on. In an ongoing poll 
in The Wall Street Journal—whose 
audience has a high concentration of 
college graduates, senior managers, 
and educators—three out of four 
respondents indicated a preference 
for abolishing tenure.

Abolishing tenure only reinforces 
faculty’s credibility in the business 
community. It also improves their 
ability to negotiate with admin-
istrators to design less traditional 
academic careers, as I did 20 years 
ago. It’s already happening in other 
countries: The United Kingdom 
abolished tenure more than two 
decades ago with its Education 
Reform Act of 1988. Wouldn’t it be 
better for U.S. institutions to initi-
ate change now, rather than wait 
until public pressure forces more 
drastic measures? 

James C. Wetherbe is the Steven-
son Chaired Professor of Information 
Technology at the Rawls College of 
Business at Texas Tech University in 
Lubbock. He resigned tenure from the 
University of Minnesota 20 years ago 
after previously earning it at the Univer-
sity of Houston. He has opted for one-
year rolling contracts at the University of 
Memphis and Texas Tech.

A list of all of the sources cited in 
these two commentaries—as well as links to their full content online—is 
available at www.bizedmagazine.com/features/sources/topic-of-tenure.pdf.

Haub School of Business  |  Saint Joseph’s University  |  5600 City Avenue, Philadelphia, PA 19131

Haub
has it.

No. 4
out of 1,500 business
schools for best return 
on investment. —Payscale

sju.edu/haub
Haub School of Business

http://www.bizedmagazine.com/features/sources/topic-of-tenure.pdf


thinking
outside

What’s the best way to teach business?
In recent years, schools have started to move toward 
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subjects still persist, new perspectives are slowly changing the way 
business students worldwide learn about industry and commerce. 
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fresh approaches to the business school classroom as they call for 
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By Kaustubh Dhargalkar 

I once saw this phrase on a T-shirt: 
“We were all creative till educa-
tion happened to us.” That indict-
ment of the modern educational 
system echoes an observation made 
by Nobel Laureate Rabindranath 
Tagore back in 1929, when he 
described education as an institution 
that “had its luggage van waiting for 
branded bales of marketable result.”

It’s time for a change. 
I believe that educators must 

approach learning as an activity 
that happens every day, around the 
clock; I believe that their goal must 
be, not to disseminate knowledge, 
but to inspire their students with a 
thirst for knowledge. Each session 
should end with students racing 
out of the classroom to learn more 
about the day’s topic through their 
own experiments. 

I think our students would ben-
efit immensely if business schools 
took Tagore’s viewpoint to heart. 
Tagore, an outspoken critic of the 
rote lecture style of education, 
emphasized that teachers should 
see the world as a global village 
populated by curious children eager 
to fill their empty minds not just 
with data, but also with wisdom 
and experiences and the conviction 
that curiosity pays rich dividends. 
He recommends two simple yet 
effective teaching methods: teach-
ing through experimentation, which 
takes students out of the classroom 
so they can get firsthand experi-
ences; and active learning, in which 
educators perform fewer mono-
logues and students engage in more 
discussions and debates.   

How We Learn
If we are going to encourage our 
students to truly learn, we first 
must understand how learning 
happens. Mitchel Resnick of MIT’s 
Media Lab has described the learn-
ing experience as the “imagine-
create-play-share-reflect-imagine-
create” cycle. 

It might be easier to understand 
if you visualize what happens 
when you hand a new toy to an 
18-month-old toddler. She looks at 
it from all angles, shakes it, holds 
it to her ear, bites it, throws it on 
the floor, digs into it with her fin-
gers, squeezes it, sniffs it. This is 
curiosity at its best. The child is 
using all five senses—sight, sound, 
touch, smell, and taste—to explore 
the new thing she’s been given.

When one of her experiments 
leads to an outcome—the toy 
makes a sound—she repeats a few 
of her actions until she can isolate 
cause and effect. When she learns 
that squeezing the toy causes it to 
squeak, she experiences a Eureka! 

moment of unbounded glee. She 
prances around, repeating the act, 
thrilled anew every time the toy 
reproduces the desired outcome. 
When she sees the adult watching, 
she rushes over to show what the 
toy can do. In effect, she is sharing 
the knowledge pool she has created 
out of her own explorations. 

The adult pretends to be awe-
struck, and this positive reinforce-
ment encourages the child to go 
back to the toy for the next round 
of exploration, attempting to make 
some other meaning out of the same 
object. Perhaps she finds that it 
squirts water out when she squeezes 
it, and she quickly shows that abil-
ity to the adult audience as well. She 
has gotten into an ever-expanding 
helix of exploring, making meaning, 
experiencing glee, and sharing. 

The adult audience plays a 
key role in her learning cycle. If, 
instead of participating approv-
ingly in her triumph, the adult 
says, “The toy is not supposed to 
make noise,” he kills the child’s 
sense of accomplishment.  

This is exactly what our educa-
tional system does when it creates 
an environment where teachers are 
always right and their views are 
the only possible interpretations 
of events. Creative children might 
answer test questions with their 
own unique interpretations, but 
they are likely to receive zero points 
for the exam or be admonished for 
fantasizing in class. These repeated 
snubs cause them to lose interest in 
the subjects they’re studying; they 
eventually stop learning and begin 
“aping” what they’re told in class 
or read in books. 

Education and the Curious Child  

Teachers should 
see the world as  
a global village 
populated by  

curious children 
eager to gain  
wisdom and  
experience.
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This mimicry is not a path to 
learning. And it’s definitely not a 
path to the innovation the world 
requires if we are to solve tomor-
row’s problems. 

A New Approach
I believe business school education 
must produce graduates who are 
open-minded and flexible enough 
to grasp the changes occurring in 
the world, dip into their knowledge 
pools, connect the dots across dif-
ferent disciplines, and generate syn-
ergistic solutions. If schools want 
to develop students with creative 
minds, they need to develop an 
approach in which individuals:

■ Are unafraid of starting from 
a blank canvas.

■ Can see linkages and apply 
fundamental concepts across seem-
ingly unrelated fields.

■ Are willing to experiment con-
tinuously and act on the feedback 
received. 

■ Can visualize possible sce-
narios and view the larger picture 
without the interference of func-
tional silos.

■ Can appreciate the needs of 
various stakeholders.

■ Can see models end-to-end, 
whether they’re about consumer 
experiences or business initiatives. 

This approach to problem solv-
ing is known as design thinking, 
which is already being taught at a 
few business schools (see “Design 
Think at Innovation U” in the 
November/December 2007 issue 
of BizEd and “Management Meets 
Design” in the September/October 
2010 issue). Students who learn 
this iterative, collaborative way of 
thinking learn to reframe problems 
and come up with better and more 
integrated solutions.

Design Thinking in the 
Classroom
At the Welingkar Institute of Man-
agement Development & Research, 
we teach this way of thinking in 
our PGDM Business Design & 
Innovation (post-graduate diploma 
in management) program. We have 
structured the course so we delib-
erately keep students away from 
functional specializations in market-
ing, finance, operations, HR, and 
other conventional MBA disciplines. 
Instead, we rely on a multidisci-
plinary approach that encourages 
them to experiment and learn 
through the “imagine-create-play-
share-reflect-imagine-create” cycle. 
In fact, we take students through 
the entire business cycle, from cre-
ation to exit, in four key steps:

1. Identifying needs and spot-
ting opportunities. We send stu-
dents out to do firsthand research 
in various sectors—such as tele-
com, banking, insurance, and 
IT—and to explore the pain points 
and aspirations of consumers. At 
the same time, to support students 
in the discovery process, we teach 
subjects such as research methodol-
ogy, ethnography, individuals and 
society, and applied economics. 

We also give students a practi-
cal introduction to the basics of 
marketing, finance, and operations 
by assigning them to a company to 
study its operations. Through this 
module, students acquire a ground-
level understanding of what con-
sumers want and how business 
works in reality. 

2. Generating concepts. After 
identifying opportunities in vari-
ous markets, students pick a sec-
tor where they can generate viable 
business concepts. First they go 
through a systematic, in-depth, 
milestone-based sector analysis. 
Then they study other subjects—
including market research, environ-
mental issues, interactive design, 
accounting, and so on—so they can 
create viable concepts based on the 
realities of the sectors they choose. 

3. Planning for rollout. Students 
learn everything they need to launch 
a business: developing a business 
plan, prototyping, branding, financ-
ing, project management, strategic 
marketing, corporate law and taxa-
tion, and operations research. This 
section also includes a week called 
“Exploring the Grass Roots,” dur-
ing which students visit rural India 
to research various aspects of village 

…an ever-expanding helix of self-learning
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Share knowledge

Make meaning

Make meaning
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Boredom

Positive reinforcement

Negative reinforcement

When students receive positive reinforcement for their excitement in learning, 
they will continue to explore and share new knowledge.



life. They explore communications 
and banking systems, the healthcare 
infrastructure, and energy consump-
tion patterns in rural India. These 
visits make them consider how they 
can grow their businesses in ways 
that will be sustainable and also 
improve village life. 

4. Taking the concept to market. 
In this final module, students cre-
ate plans for financing, marketing, 
operating, staffing, and mitigating 
the risks for their chosen enterprises. 
They attain the necessary know-how 
through subjects like innovation 
management, international business, 
integrated communication manage-
ment, advanced prototyping, quality 
management, and advanced financial 
management. The module ends with 
a forum where they display their 
ideas to a panel of industry experts. 
Angel investors and venture capital-
ists also attend, so there is potential 
for the most promising ideas to 
receive funding. 

Feedback for the Future
Students have responded enthusi-
astically to this business design and 
innovation program. According to 
2008 student Sunny Gandhi, the 
course “made me open to new ideas 

and thoughts without judging their 
impact beforehand.” Sweety Jain, 
a student from 2011, said that the 
class “led to the transformation of 
my thinking from ‘how’ to ‘why’ 
and ‘what,’ and from there to a 
customized approach to solving the 
pain points of the consumer.” 

Even more tellingly, 2012 student 
Sweta Nair commented that the 
business design course “has been like 
a reincarnation experience. It taught 
me to be detached from my own 
creation, to allow ideas and concepts 
to evolve and adapt with time and 
changing requirements. I have learnt 
that everything in nature is a cycle 
and hence to consciously plan for the 
end as we do for its creation.” 

I am convinced that the model 
of business education for the future 
must move away from a one-way 
dissemination of facts and figures. 
It must encourage students to 
explore, connect the dots, form 
their own constructs, test them, 
reconstruct them, and refine them. 
Only then will graduates defy 
today’s “dominant logic,” as C.K. 
Prahalad referred to cultural norms 
and beliefs. Only then will they 
move beyond “functional fixed-
ness,” which Karl Duncker defined 
as a “mental block against using an 
object in a new way that is required 
to solve a problem.” Only then can 
students be industry-ready—and 
only then can we say that our uni-
versities are doing their jobs well. 

Kaustubh Dhargalkar is associate dean 
of Business Design & Innovation and 
head of the Innowe Center for Inno-
vation & Memetics at the Welingkar 
Institute of Management Development 
and Research, Mumbai, India. For this 
article, he was assisted by Aditi Nair 
and Gaurav Wankhade.

Over the last decade, we have 
watched powerful businesspeople 
wreak havoc on the global econ-
omy and harm individual inves-
tors by making foolish and risky 
choices. For instance, last year, a 
rogue trader at JPMorgan Chase 
lost US$5.8 billion trading in 
obscure and complex credit deriva-
tives. As such behavior seems to 
grow more common, the general 
public has stopped trusting busi-
ness and financial institutions to 
act responsibly. This distrust has 
tarnished the reputation of business 
schools—and of graduates who 
have earned MBA degrees. 

My belief is that MBAs could 
break this destructive cycle if they 
were taught to be self-reflective 
instead of being taught only to 
pursue ever-increasing profits. In 
today’s business school classrooms, 
teachers overemphasize technical 
skills instead of modeling personal 
responsibility and morality. We 
fret over the minutiae of our cur-
ricula, yet fail to consider whether 
we are helping students become 
better people. By broadening our 
approach, we can help MBA grad-
uates earn greater respect for their 
contributions and their roles in 
society—not just big paychecks.

Business school faculty must 
learn to teach with heart, no mat-
ter how technical and focused their 
classes seem to be. At the Gradu-
ate School of Management in the 
University of California at Davis, I 
teach statistics, a course that many 
would consider to be without 

Teaching  
With Heart 
By Chih-Ling Tsai
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nuance. And yet I use a teaching 
method that allows me to combine 
practical knowledge with empathy, 
morality, creativity, and persistence. 
I also show students how to draw 
from empathy and compassion in 
their roles as leaders. 

Anyone can learn this method to 
teach any topic—and I believe busi-
ness education will be profoundly 
improved if more professors teach 
their courses with heart. This is a 
call to action. 

Putting Your Heart Into It
There are four critical components 
to my holistic teaching approach: 
purifying the heart, cooling the 
heart, warming the heart, and 
teaching students heart-to-heart. 

■ The first step is to lead stu-
dents into purifying their hearts. 
In my classes, I teach students to 
observe nature and then reflect on 
how humans participate in the flows 
and cycles of the natural world.  

Since many students attend busi-
ness school because they wish to 
“climb to the top of business,” I 
ask them to extend this metaphor 
and think of the business world as 
a mountain. The metaphor allows 
students to see the formidable 
challenges they’ll face in busi-
ness in a more concrete way, one 
that disabuses them of notions of 
quick or easy success. I remind 
them that climbing a mountain is 
a slow, deliberative process, beset 
with many obstacles, with few if 
any shortcuts. Reaching its peak 
requires persistence and apprecia-
tion. It takes just one misstep or one 
powerful storm to cause a climber 
to tumble, just as an error in judg-
ment or lack of foresight can cause 
even the strongest leader to fall. 

Once a mountain’s summit is 

themselves and realize that every 
business discipline is ultimately 
rooted in humanity.  

Once students are taught to think 
this way—in both their professional 
and their personal lives—they can 
apply this model to all their major 
decisions. It is my contention that 
business leaders who have learned 
to be self-reflective, who know how 
to erase the “noise” from the situ-
ation they are contemplating so 
they can see the essential truths and 
likely outcomes, are less likely to 
become rogue traders or CEOs who 
take rash and ultimately disastrous 
actions. 

■ Business professors also must 
teach our students to be reflec-
tive through cooling their hearts. I 
encourage students to take three to 
five minutes outside of class each 
day to sit alone and silently reflect 
on the new knowledge they’ve 
acquired. They should take time to 
digest what they’ve learned about 
every statistical topic, including 
motivation and purpose, data col-
lection, model formulation and 
assumptions, parameter estimation, 
model diagnosis, statistical inference 
and prediction, and interpretation. 
This digestion process allows them 
to cool down, overcome panic, and 
build confidence. It also helps them 

achieved, a climber must descend 
gracefully and carefully to the base, 
just as a business leader at the top 
of his field must consider the ideal 
way to step down gracefully from 
his position of power. When students 
truly understand the natural cycle 
of business in this way, they learn to 
make decisions carefully and delib-
erately, and they learn to understand 
the essence of any subject.

Analogies to the natural world 
can be used with any topic, such 
as my own subject of statistics. I 
teach students to polish a statisti-
cal model by removing unneces-
sary noise—that is, to make sure 
they consider only those factors 
that are absolutely relevant to the 
matter at hand. For example, stu-
dents recently used quantitative 
forecasting techniques to better 
predict sales for a multinational 
high-tech company, filtering need-
less noise from the data and elimi-
nating unrelated variables from the 
models. Another team of students 
sorted and analyzed data to fore-
cast passenger volume for a major 
international airport and create the 
key leading indicators for manag-
ing expansion and construction. 

But, more important, I explain to 
students how polishing the model 
in this way is akin to purifying their 
hearts by removing all the dust and 
extraneous considerations from 
their lives. I use critical life lessons 
as examples—for instance, I tell 
them that selecting the best statisti-
cal model is analogous to choosing 
the best spouse by removing all the 
“noise” from the heart and con-
centrating only on the essentials. I 
believe that teachers should always 
link the subjects they’re teaching to 
examples from the human heart. 
This allows students to see inside 
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to develop their creativity and inde-
pendent thinking skills. 

More important, this process 
naturally leads students to further 
ponder their own life experiences 
and nurture greater tendencies 
toward appreciation, sympathy, 
forgiveness, persistence, and inno-
vation. As a result, they learn 
to keep their own counsel. They 
understand that conscientious and 
deliberate decisions emerge only 
after calm and careful reflection. 

I am convinced this process is 
valuable because, after they’ve 
earned their MBAs, alumni often 
get in touch with me. They share 
with me how the insights they gain 
are helping them in their careers to 
better understand complex infor-
mation, ask the right questions, 
find solutions, demonstrate compli-
cated concepts in an effective man-
ner, and apply quantitative skills to 
make decisions.

■ Most business students learn 
that they should make their decisions 
based on cold, rational analysis, 
but I believe they also must learn 
the value of warming their hearts. 
That is, I want them to feel a sense 
of excitement about what they’ve 
learned and be able to communicate 
that excitement to others. Respected 
leaders in art, music, literature, and 

sports energize and inspire others 
through their passion and discipline, 
and the same approach works with 
MBA students. To this end, my goal 
for each class is to find ways to 
ignite my students’ passions—to help 
them take what they’ve learned and 
practice using it in unexpected ways.

For instance, to deepen their con-
nection to the knowledge they’ve 
gained, I want them to solve a prob-
lem by hand with a small sample of 
data. This exercise helps them com-
fortably grasp concepts and makes 
statistics come alive. 

They also learn to convey 
quantitative results in layman’s 
terms for a nonquantitative world, 
and they use this skill to produce 
a series of high-quality reports. 
Through the process of warming 
their hearts, they develop a sense 
of passion, energy, and confidence 
that they carry with them the rest 
of their lives. 

■ None of this is possible if teach-
ers aren’t communicating heart-to-
heart with students. I build a tight 
connection with my full-time MBA 
students by interviewing them at 
the beginning of class. I learn their 
backgrounds, abilities, strengths, 
weaknesses, and expectations for the 
course. These interviews build trust 
between the students and me, which 
makes it easier for me to offer them 
appropriate personal and academic 
advice. The interviews also allow me 
to spend more time with students 
who need additional assistance in 
purifying their hearts and digesting 
and practicing what they’ve learned.

But communicating heart-to-
heart means I also must be a role 
model for my students. I must 
demonstrate the passion, integrity, 
morality, diligence, and knowledge I 
wish them to develop further. From 

my example, students learn that the 
best leaders inspire trust among fol-
lowers by listening to them, under-
standing them, and serving as men-
tors and role models. 

A Heartfelt Philosophy
My approach and methodology 
may seem unconventional—per-
haps even contrary to the philoso-
phy and pedagogy in place at most 
business schools. However, in my 
30 years of teaching, I have seen 
how my methodology can lead 
to positive results. I am continu-
ally inspired and energized by the 
response I receive from students 
who appreciate learning life lessons 
in their statistics class.  

Business professors can help 
their graduates earn great respect as 
innovative leaders who create eco-
nomic opportunities for generations 
to come. But I believe we can only 
do this if we reach the hearts of 
our students, build trust with them, 
and prepare them to lead with love 
and soul, whether we’re teach-
ing soft skills like leadership and 
communication or hard skills like 
statistics and accounting. In fact, 
it’s the errors our graduates make 
in applying the seemingly straight-
forward hard skills that most often 
make sensational headlines. We can 
change those headlines—but only if 
we teach with heart.  

Chih-Ling Tsai is a distinguished profes-
sor of management and holds the Robert 
W. Glock Chair of Management at the 
Graduate School of Management in the 
University of California at Davis. MBA 
students have recognized him as the 
school’s “Teacher of the Year” 14 times. 
He is also a Distinguished Visiting Chair 
Professor at the College of Management 
at the National Taiwan University, Taiwan.
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New accreditation standards, an
increasingly diverse membership, and the ongoing 

transformation of higher education will drive 
activity at AACSB International during  

2013–2014. The association’s new board chair 
examines how all these factors will work together 
to shape business education in the years to come.

By Robert S. Sullivan

In a sense, every new academic year feels like a 
pivotal one for business schools, but I believe that 
the 2013–2014 academic year is a tipping point 
for our industry. The landscape is changing, both 

for management education and higher education, and 
AACSB International has a definite role to play. 

Having been dean at three institutions—Carnegie 
Mellon University, the University of North Carolina 
at Chapel Hill, and the University of California, San 
Diego—I know how broad the business school com-
munity can be. Each school has its own mission, loca-
tion, funding sources, financial model, faculty mix, 
and brand. As a result, management education is an 
increasingly diverse, complex, and competitive field, 
and it continues to evolve. 
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More than ever, AACSB recog-
nizes and appreciates the differ-
ences among business schools. In 
fact, the organization’s new accred-
itation standards are designed to 
make sure that institutions around 
the world will focus on innovation, 
impact, and engagement even as 
they embody their wide variety of 
missions.  

I am honored to chair AACSB’s 
board of directors for the com-
ing year. As I look ahead, I see at 
least three areas where the associa-
tion will focus: making a seamless 
transition to the new accreditation 
standards; promoting the value of 
accreditation; and helping to influ-
ence positive transformations in the 
business school industry. I would 
like to look at these one by one. 

Awareness, Support, Education
Earlier this year, AACSB members 
voted to approve a new set of 

accreditation standards for the first 
time in ten years. The standards 
were developed by the Blue Rib-
bon Committee, chaired by Rich 
Sorensen, through a meticulous, 
open, and inclusive process, and 
their development was unstintingly 
supported by AACSB staff and vol-
unteers from around the world.

Now that the new standards 
have been approved, we will 
undergo a three-year process of 
implementation. Between the 
spring of 2014 and the 2015–2016 
academic year, schools will be able 
to choose whether they want to be 
reviewed under the 2003 or 2013 
standards. After July 2016, all 
schools will be reviewed under the 
2013 standards. 

The association will undertake 
significant, comprehensive efforts 
to train volunteers and develop 
awareness programs for prospec-
tive schools so they have all the 

support and education they need to 
be successful. We will hold infor-
mation sessions at conferences and 
events, and we have revised and 
updated the materials used at the 
Business Accreditation and Main-
tenance of Accreditation seminars. 
Other member training will be 
offered at the Accreditation Con-
ference, Deans Conference, Assess-
ment Conference, and the Inter-
national Conference and Annual 
Meeting (ICAM). 

AACSB also is developing four-
hour training sessions for volun-
teers, and these will be held at the 
Deans Conference, the Asia-Pacific 
Conference, the European Advisory 
Council Meeting, the Accreditation 
Conference, and regional deans 
meetings. AACSB’s online resources 
also have incorporated informa-
tion on the new standards. The 
association is doing everything in 
its power to make sure that, for the 

Robert Sullivan had an impressive 
résumé even before he joined the Uni-
versity of California, San Diego, in 2003. 
He had been dean of the Kenan-Flagler 
Business School of the University of 
North Carolina in Chapel Hill; director 
of IC2 Institute, a research center on 
innovation and commercialization at the 
University of Texas at Austin; and dean of 
the Graduate School of Industrial Admin-
istration at Carnegie Mellon University. 

If those jobs don’t show how much 
he’s focused on taking new ideas and 
turning them into viable commercial 
enterprises, here are additional titles 
from his time at UT Austin: J. Marion 
West Chair for Constructive Capitalism, 

co-director of the Center for Technology 
Venturing, and director of the Bureau of 
Business Research.

His educational background is simi-
larly skewed toward tangible application 
of research and knowledge. He holds 
a doctorate in operations management 
from Pennsylvania State University, a 
master’s degree in production manage-
ment and quantitative methods from Cor-
nell University, and a bachelor’s degree 
in mathematics from Boston College.

Even when Sullivan isn’t on a campus, 
he involves himself in organizations that 
favor innovation and entrepreneurship. 
He belongs to the Society for Design 
and Process Science, which serves as 
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first schools accredited under the 
new standards, the process will go 
smoothly and seamlessly.  

The Value of Accreditation
As AACSB transitions to the new 
standards, it is imperative that we 
re-examine the real value of accredi-
tation. The association wants to 
make sure it clearly brands and 
articulates the value of AACSB 
accreditation while it also constructs 
the messages that will help diverse 
member schools corroborate that 
value to their particular stakehold-
ers. This is extremely important.

AACSB has engaged the consult-
ing firm Eduvantis to determine 

how schools and their stakeholders 
perceive accreditation. As Eduvan-
tis completes its analysis, AACSB 
plans to repurpose some of its chan-
nels and services to better support 
schools as they use accreditation 
to differentiate themselves in their 
markets. The association wants to 
become a marketing partner with 
accredited schools as they commu-
nicate with their stakeholders. 

So far, our research has shown 
that a school can profit from 
accreditation in both internal and 
external ways. The very process 
of accreditation requires members 
to focus on quality improvement, 
clarify their missions and strategies, 

and develop high-quality faculty 
rosters. Schools seeking accredita-
tion also meet with deans on peer 
review committees and receive 
one-on-one guidance and insights 
about similar challenges that other 
schools have faced. 

Schools that achieve accredita-
tion see intangible benefits such as 
improved reputation and standing in 
the eyes of stakeholders. They also 
enjoy measurable benefits including 
increases in the number and quality 
of student applicants, improved stu-
dent retention rates and outcomes, 
greater partnership opportunities, 
and new avenues for fundraising.

Schools from different market 
segments will leverage these results 
in different ways. If an institution 
is in an area highly saturated with 
accredited schools, it must not 
only emphasize the competitive 
advantages it has achieved through 
accreditation, but also differentiate 

a catalyst for change by enabling the 
discoveries of new solutions to complex 
societal challenges. He is also indepen-
dent director of Cubic Corporation, a 
technology company that specializes in 
transportation, defense, and RFID; and 
ex-officio board member of BIOCOM, an 
association devoted to accelerating the 
life sciences in Southern California. 

So he was a logical choice to 
become founding dean of UC San 
Diego’s Rady School of Management ten 
years ago. From the school’s inception, 
he was committed to building close part-
nerships with local industry, particularly 
in the sectors of science and technology. 
His goal was to capitalize on the univer-
sity’s strengths in science and to pro-
mote innovation and entrepreneurship. 

Today, the school offers BBA, MBA, 
PhD, and executive education programs, 
most of them underscored by powerful 
corporate connections. The signature 
program of the MBA curriculum, Lab to 
Market, is a three-course sequence that 
allows students to develop ideas in the 
classroom and eventually take them into 
the real world. Local business leaders 
are invited to sponsor the student proj-
ects that arise. 

The school’s fierce focus on business 
and entrepreneurship appears to be pay-
ing off: The Financial Times’ Global MBA 
Rankings for 2013 placed the Rady 
School as seventh in entrepreneurship 
by alumni. 

And that’s exactly what Sullivan is 
going for. As he says on the school’s 

website: “We think of our impact in terms 
of discoveries brought to the market-
place, products launched, new service 
models established, companies started 
or reinvented.” These are the questions 
the school continually asks: “How has 
our thinking and teaching changed 
companies? What has happened in our 
business community that would not have 
happened without the Rady School?”

Sullivan brings this same entrepreneur-
ial spirit to AACSB International, where he 
will serve as chair of the board of directors 
for the 2013–2014 academic year. In fact, 
AACSB’s new catchphrase of “innovation, 
impact, and engagement” might almost 
serve as his personal slogan. It’s one that 
has served him—and will serve the associa-
tion—very well.

AACSB wants to accelerate dialogue 
with its members on three broad 
areas of transformation: learning 

and pedagogy, knowledge creation, 
and financial models.
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itself on other factors such as mis-
sion. If an institution is in an area 
where few schools are accredited, 
such as an emerging economy, 
AACSB accreditation could serve as 
a strong primary market message. 

How well AACSB serves its 
members depends largely on the 
contributions of the schools them-
selves, whether they are distributing 
press releases, sharing best practices, 
or participating in surveys. In fact, 
every time a member completes an 
AACSB Business School Question-
naire, it contributes to the data 
pool. The more AACSB knows 
about its member schools, the bet-
ter it can align its offerings with the 
unique needs of its various segments 
and make definitive statements 
about management education and 
the value of accreditation.

The Changing Landscape
As our membership expands and 
diversifies, AACSB wants to make 
sure it is inclusive. Therefore, it 
is creating blogs and using social 
media to elicit rapid member feed-
back on the issues that the associa-
tion should be focusing on now. 

We already know what some of 
those issues are. The education field 
is experiencing huge shifts in pro-
gram delivery, financial models, stu-
dent demographics, faculty profiles, 
and classroom technology. AACSB 
wants to accelerate dialogue with 
its members on three broad areas 
of transformation: learning and 
pedagogy, knowledge creation, and 
financial models. In other words, 
how do we teach and learn? How 
do we create knowledge? And what 
business models do we use? 

In the first area, learning and 
pedagogy, much of the transforma-
tion is being driven by technology, 

which has enabled innovations such 
as online delivery of traditional 
programs and massive open online 
courses (MOOCs). Schools also are 
redefining the classroom through 
“flipped” models, where students 
view video lectures online and com-
plete projects in class; and custom-
ized learning paths, which allow 
students to have a high degree of 
choice in the courses they take. 

In the second area, knowledge 
creation, we are studying the role 
of research. Because AACSB now 
recognizes four types of faculty—
scholarly practitioners, scholarly 
academics, practice academics, and 
instructional practitioners—we 
have evolving expectations for the 
kinds of research faculty will pro-
duce and what kind of impact this 
research will have. Some faculty 
will focus on a type of knowledge 
creation that is almost pure sci-
ence; others will create knowledge 
that comes from empirical studies 
that include observations about 
and engagement with industry; still 
others will study the way individu-
als learn. Many different types of 
contributions to scholarship will 
need to be recognized and valued.

The third area of interest is the 
way administrators manage their 
schools. The new accreditation 
standards explicitly ask schools 
if they have sustainable financial 

models. But, as an organization, 
AACSB also needs to understand 
how various business models are 
being affected by the changing 
parameters of teaching, learning, 
and research. How do business 
schools hire and deploy faculty? 
How do they generate resources? 
Are they taxed by their parent 
universities, and if so, what are the 
taxation rules? How does the finan-
cial model change for public schools 
and private schools? A diverse 
membership will have a diversity 
of funding models. We need to 
understand how each model affects 
a school’s ability to achieve its mis-
sion in a sustainable way. 

There is a fourth area that is 
also being considered by AACSB’s 
Committee on Issues in Manage-
ment Education (CIME): How do 
we measure the impact of AACSB? 
Our new standards ask business 
schools to measure the impact they 
have had on student learning and 
knowledge creation; is it time for 
AACSB to measure the effect it is 
having on member schools? One 
way we might do this is by weigh-
ing how accreditation has changed 
the lives of students by contribut-
ing to their professional successes. 
Another way is to look at how 
AACSB members have benefited 
industry by improving the educa-
tion levels of corporate employees.
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I think we also could look at 
ways our members might work 
within academic communities to 
make colleges of business more suc-
cessful and relevant. For instance, 
how can we facilitate business 
schools’ collaborations with other 
units on campus—the engineering 
schools, the arts and humanities 
programs, the offices of technology 
transfer? There are a number of ways 
business schools can be synergistic 
and impactful on their own cam-
puses, and AACSB wants to open a 
dialogue to debate those ways.

What About Tomorrow?
Clearly, AACSB and its members 
have plenty of challenges and 
opportunities ahead of them during 
2013–2014. I believe this year will 
be a momentous one for higher 
education, particularly as technol-
ogy changes the way universities 
deliver education and compete for 
students and funding streams. 

In fact, many business schools 
are leading the way at their institu-
tions as they embrace new models of 
online delivery and global competi-
tion. Technology is not only changing 
the geographic nature of competition, 
it is also enhancing learning in ways 
that can be measured, observed—
and, most important, demonstrated 
to employers. In this improved yet 
radically different model, education 
occurs alongside employment for 
“on-the-job learning” instead of “on-
the-job training.” 

These patterns of change are not 
subtle, and they are not fads that 
hit the system and pass. They are 
leading to permanent, substantive 
transformations, and our members 
must decide how best to respond 
so they can get ahead of the curve.  
They can go on the defensive, 
resisting new developments and 
clinging to traditions. Or they can 
go on the offensive, adjusting to or 
even defining change, addressing 

new challenges head-on, and deter-
mining how new developments 
can enhance their offerings and 
align with their missions. I believe 
that, just as businesses that last for 
decades are most often those that 
adapt to the new realities of their 
markets, the business schools that 
thrive are those that adapt to an 
evolving educational landscape.

AACSB and its members cannot 
wait for change to manifest; rather, 
we should be contemplating our 
paths forward. AACSB will help 
anticipate, envision, and define the 
educational environment of tomor-
row. We will support member 
schools as they embrace this transfor-
mation and boldly move forward.  

Robert S. Sullivan is dean of the Rady 
School of Management at the Univer-
sity of California, San Diego. He will 
be the chair of the board of directors 
for AACSB International for the 2013–
2014 academic year.

http://www.fb.polyu.edu.hk/default.aspx
https://www.facebook.com/PolyU.B.School
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Embrace  
Managerial Bias

sumer goods company that solicited ideas from its 
employees as part of a firmwide initiative to spur inno-
vation. In response, employees submitted about 10,000 
idea proposals for evaluation. The researchers analyzed 
those submissions, the evaluations, and the identities of 
the evaluators and the submitters. 

Sorenson and Reitzig found that managers accepted 
ideas from their own units at a rate that was nearly 16 
percentage points higher than the baseline acceptance 
rate of 42 percent. Their bias was greatest when their 
own units were smaller or of lower status. Those from 
larger units exhibited less bias in favor of their own 
units. Similarly, ideas from higher-status units experi-
enced less bias when evaluated by managers from else-
where in the company.

The researchers note that companies should be 
aware that managers often psychologically identify 
more strongly with their units than with their organiza-
tions as a whole. The researchers call this phenomenon 
“intra-organizational provincialism.”

Surprisingly, the researchers do not recommend that 
companies eliminate bias by assigning managers to 
evaluate only those ideas that originate outside their 
own units. Sorenson and Reitzig warn that with this 
approach, managers often would be evaluating ideas 
about which they have little relevant expertise, increas-
ing the potential for bad judgment. Instead, the two 
recommend that companies do just the opposite—they 
should accept the bias wholeheartedly and assign 
evaluators to only those ideas submitted by employees 
from their own departments.

This way, says Sorenson, “the process will be biased, 
but the bias will operate similarly across ideas.” 

“Biases in the Selection Stage of Bottom-Up Strategy 
Formulation” appeared in the July 2013 issue of the 
Strategic Management Journal.

Even if mid-level managers claim objectivity when 
evaluating ideas from across their organizations, a 
study indicates that most show clear bias for ideas 
that originate from their own units. The study was co-
authored by Olav Sorenson, professor of management 
at the Yale School of Management in New Haven, 
Connecticut, and Markus Reitzig, professor of strategic 
management at the University of Vienna in Austria.

“Managers systematically undervalue ideas that are 
proposed by employees who work outside of their own 
units,” says Sorenson. “This bias can lead to a failure 
to adopt promising new ideas, hurting company inno-
vation and performance.” 

The co-authors worked with a multinational con-

The European Investment 
Bank (EIB) Institute has 
awarded its inaugural EIB 
Prize to Klaus Zimmerman 
of the University of Bonn 
and Elias Papaioannou of 
London Business School for 
their studies on the prize’s 
pre-determined topic of 

“Growth, employment and 
convergence, with applica-
tions to the European Union.” 
Zimmerman received the EIB 
Institute’s Outstanding Con-
tribution Award for his work 
that focused on suitable pol-
icy prescriptions; Papaioan-
nou received its Young Econ-

omist Prize for his research 
on globalization’s effect on 
business cycle synchroniza-
tion and the impact of the 
euro and financial regulation 
on cross-border banking.

The Investor Responsibility 
Research Center Institute 
(IRRCi) of New York City 
announced its 2013 prize 
recipients. The IRRCi gave its 

practitioner award to Edward 
J. Waitzer of the Schul-
ich School of Business at 
Canada’s York University, and 
Douglas Sarro, a student 
at York’s Osgoode Hall Law 
School, for their paper, “The 
Public Fiduciary: Emerging 
Themes in Canadian Fiduciary 
Law for Pension Trustees.” In 
their study, the authors argue 
that pension trustees must 

Research Recognitions
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consult with beneficiaries, col-
laborate with similar fiducia-
ries, and emphasize long-term 
strategies over short-term 
returns to best serve benefi-
ciaries over time. 

The IRRCi also awarded its 
academic award to Lucian 
Bebchuk of Harvard Law 
School, Alma Cohen of 
the Tel-Aviv University Eco-

nomics Department, and 
Charles Wang of Harvard 
Business School for their 
study “Learning and the 
Disappearing Association 
Between Governance and 
Returns,” which shows 
how financial markets have 
learned over time to factor 
certain governance provi-
sions into market prices and 
earnings forecasts.

Finance professor Martin 
Lettau of the Haas School 
of Business at the University 
of California, Berkeley, Mat-
teo Maggiori of the New 
York University Stern School 
of Business, and Haas doc-
toral student Michael Weber 
have received the 2013 
AQR Insight Award for their 
research on capital asset pric-
ing. The winning paper, “Con-

ditional Currency Risk Premia,” 
shows how the returns of 
high-yield currencies are highly 
correlated with aggregate 
market returns when market 
returns are low, while low-yield 
currencies follow the opposite 
correlation pattern. The paper 
is available at www.haas.
berkeley.edu/groups/online_
marketing/facultyCV/papers/
lettau_risk.pdf. 

As the world continues to cope with the effects of 
the global financial crisis, two surveys shed light on 
what business leaders believe would spur economic 
development:

n The London Business School conducted a live poll 
of executives attending its Global Leadership Summit 
in May. The executives recognized that markets in  
Brazil, Russia, India, China, and South Africa (BRICS) 
have experienced fast-paced growth since the down-
turn. Fifty-six percent believe that Western leaders are 
missing investment opportunities because they do not 
understand local business practices in these nations. 

In addition, 82 percent think that a sustained eco-
nomic recovery could take between two and ten years 
to achieve, making it more important for organizations 
to tap opportunities in BRICS nations.

Attendee Martin Gilbert is CEO of Aberdeen Asset 
Management, which has 75 percent of its equities in 
emerging markets. He said that, to spur faster growth, 
companies need to make “fundamental bottom-up 
investments” in BRICS by sending staff to those 
regions to research local business practices.

n The 2013 State of the European Union Report 
recently surveyed 1,500 executives inside and outside 
Europe. Of these leaders, 61 percent are pessimistic 
about Europe’s economic future, compared to 52 per-
cent last year. Eighty-two percent see a gap between 
Europe’s competitiveness and that of other regions, and 

Leaders Explore the World’s Economic Future
49 percent believe this gap will increase over the next 
decade. To bridge that gap, 88 percent believe that the 
EU needs to take urgent action, such as negotiating 
stronger trade relationships.

In spite of such pessimism, 72 percent believe the 
EU is capable of remaining a global power if it acts “as 
an orchestrator,” says Bruno Lanvin, executive director 
of the INSEAD European Competitiveness Initiative. 
“Countries don’t have to sing in unison but the EU 
should entice them to sing in harmony.”

Ninety-one percent of these leaders “favor incen-
tives to work—more flexibility in working hours, pen-
sions, and wages—to help boost growth and reduce 
unemployment,” Lanvin adds. Leaders from countries 
with stronger economies also are open to adjusting 
the European social model if it helps problems such 
as high unemployment and low productivity. For 70 
percent of respondents, solutions include tax incentives 
and subsidies to hire and train more young people.

In addition, 80 percent are more concerned about 
innovations from China—and less worried about 
similar competition from India, Japan, and the United 
States—than they’ve been in previous years. 

Compiled by INSEAD in Fontainebleau, France, 
with Booz & Company and the European Executive 
Council (EEC), the full report is available at www.
insead.edu/home/documents/INSEAD_BOOZ_SoEU_
Study2013.pdf.

http://www.insead.edu/home/documents/INSEAD_BOOZ_SoEU_Study2013.pdf
http://www.haas.berkeley.edu/groups/online_marketing/facultyCV/papers/lettau_risk.pdf
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Twitter users tweet—or don’t tweet—depend-
ing on how many followers they attract, according 
to a study by Andrew Stephen from the University of 
Pittsburgh’s Katz Graduate School of Business and 
College of Business Administration in Pennsylvania 
and Olivier Toubia of Columbia Business School in 
New York City.  

The authors identified approximately 2,500 Twit-
ter users, none of whom were celebrities or corporate 
representatives or tweeting for commercial purposes. 
The authors recorded the tweeting activity and num-
ber of followers of those users over two months.

The pair also hired undergraduate assistants to 
create 100 Twitter accounts with realistic names and 
locations. Through these accounts, the assistants fol-
lowed both each other and celebrity users such as 
Justin Bieber, and they sent out simple tweets such 
as “It’s a pretty day today” to make the accounts 
seem genuine. Over the next two months, the assis-
tants followed each of the users in the test group, 
gradually increasing those users’ followers by 100.

The researchers found that “low-end” users (who 
had 13 to 26 followers initially) began tweeting 
more content to their suddenly larger audiences. 
“High-end” users (who already had thousands of 
followers) did not change their activity, perhaps 
because 100 new followers went largely unnoticed. 

But mid-range users (who had 62 to 245 follow-
ers initially) posted fewer tweets as their number 
of followers increased. The reason, the researchers 
speculate, is that they wanted to preserve their status 
and avoid offending anyone—they were more inter-
ested in gaining followers than tweeting content.

Taking a long-term view, the researchers conclude 
that once Twitter reaches a saturation point with 
few new users signing up, people might no longer be 
motivated by follower count. As a result, they specu-
late that Twitter could become more of a one-way 
communication and marketing channel for com-
panies, celebrities, and 
high-end users and less 
an interactive social plat-
form for casual users.

“Intrinsic Versus 
Image-Related Utility in 
Social Media: Why Do 
People Contribute Con-
tent to Twitter?” appears 
in the May/June issue of 
Marketing Science.

Why We Tweet

n CROWDS FUNDING
The University of Virginia 
has partnered with startup 
Useed to create a “crowd-
funding” portal to solicit 
donations to support the 
research and entrepreneur-
ial projects of its faculty 
and students. Two projects 
already have attracted 
funding: One is raising 
US$35,000 to disseminate 
water purification tools to 
rural areas of South Africa; 
the other, $19,000 to 
develop a forensic dye to 
help medical personnel bet-
ter identify assault injuries 
on women with darker skin 
tones. UVA plans to 
add up to ten proj-
ects as it pilots 
the site over 
the next six 
months. To 
learn more, 
visit www.virginia.
edu/useed or www.
useed.org.

n TED’S EFFECTS
A group of library scientists 
who analyzed more than 
1,200 TED Talks, the popu-
lar video lectures distributed 
by the organizers of the TED 
Conferences, found that 
an academic presenter’s 
research receives no more 
citations after a TED Talk 
than before. However, while 
academics delivered only 

21 percent of the TED Talks 
studied, their videos were 
preferred by the public and 
attracted more comments 
than those by nonacadem-
ics. “Scientists Popularizing 
Science: Characteristics 
and Impact of TED Talk 
Presenters” is available at 
www.plosone.org/article/ 
info%3Adoi%2F10.1371%2 
Fjournal.pone.0062403.

n ENERGY IMPACT
The University of South 
Carolina in Columbia has 
opened its Energy Leader-
ship Institute, which will pro-
mote collaboration among 

more than 125 faculty 
members from six colleges, 
including engineering and 
computing, arts and sci-
ences, law, public health, 
mass communications and 
information studies, and the 
Darla Moore School of Busi-
ness. The interdisciplinary 
research team will study the 
economic, environmental, 
and social impacts that arise 
from energy generation.

Upcoming & Ongoing

https://uva.useed.net/
http://useed.org/
http://www.plosone.org/article/info%3Adoi%2F10.1371%2Fjournal.pone.0062403
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A strong network and work ethic may no longer 
be enough to propel employees up the corporate ladder. 
They also may need to commit wholeheartedly to the 
mission and values of their organizations—that is, they 
must be “true believers” in their work. Moreover, compa-
nies may need to communicate a strong sense of mission 
to attract such passionate employees in the first place. 

These are the findings of a study by John Bingham, 
Jeffery Thompson, and Jeffrey Bednar, all of Brigham 
Young University’s Marriott School of Business in Provo, 
Utah; James Oldroyd of the Ohio State University’s Fisher 
College of Business; and Stuart Bunderson at the Olin 
Business School at Washington University in St. Louis.

The researchers surveyed employees at organizations 
with mission-based cultures—for example, one firm was 
an outdoor footwear manufacturer founded on prin-
ciples of sustainability, which 
promotes green policies such 
as subsidizing employees who 
ride bikes to work. They found 
that employees who simply 
focused on their responsibilities 
were likely to have only mini-
mal influence, regardless of 
their positions or performance. James Oldroyd Stuart Bunderson

The Role of ‘True Believers’ at Work

Jeffrey BednarJeffery 
Thompson

John Bingham

“Those who were true believers in this company’s cause 
were considered idea leaders and influenced how other 
employees viewed their work,” says Bingham.

Past research has looked at how job titles and traits 
such as gender and race affect an employee’s influence. 
While such factors are still relevant, a sense of passion 
often defines what kinds of jobs individuals look for in 
the first place, says Bingham. 

“A mission-based organization has great potential to 
recruit and retain talent,” he adds. “But its mission has 
to be legitimate. If top management doesn’t believe it 
or is simply using it as a ploy, it doesn’t work.”

“Status and the True Believer: The Impact of Psy-
chological Contracts on Social Status Attributions of 
Friendship and Influence” appears online in Organiza-
tion Science.

Past studies have explored the link 
between a company’s stock performance and 
the number of women on its board of direc-
tors, says Michel Ferrary, professor 
of human resource management at 
SKEMA Business School in France. 
However, he wanted to examine the 
performance of companies that have 
hired women to serve in managerial 
roles throughout organizations.

Ferrary examined the stock perfor-
mance of each company in the CAC40, 
the Parisian stock index, between 2007 
and 2012—the years corresponding to 
the recent global financial crisis. He then devel-

oped what he calls the Femina Index, an index 
of companies whose management teams are 
made up of at least 35 percent women. 

Ferrary found that over the six-
year period, companies in the CAC40 
lost 34.70 percent of their value, 
while companies in the Femina Index 
lost only 5.28 percent. “Our analysis 
confirms that investing in companies 
with a feminized management is an 
investment strategy that is responsible 
and profitable,” he says. 

To read these results in more 
detail, visit www.skema-bs.fr/faculte-

recherche/documents/femina-index-en.pdf.

Seek Femininity in a (Financial) Crisis

Michel Ferrary

http://www.skema-bs.fr/faculte-recherche/documents/femina-index-en.pdf
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Good ideas 
might spread—
but only if they 
don’t have to 
cross state or 
national geo-
graphic bound-
aries, according 
to a recent study 
by researchers 
from INSEAD in 
Singapore and the Mas-
sachusetts Institute of Technol-
ogy in Cambridge. Jasjit Singh of 
INSEAD and Matt Marx of MIT’s 
Sloan School of Management 
examined data on patent citation 
from the U.S. Patent and Trade-
mark Office between 1975 and 
2004. They found that researchers 
just 100 miles away from a pat-
ent’s origination were 1.3 times 
less likely to cite it if a state or 
national boundary intervened. 

Ideas were three times more 
likely to spread within the same 
metropolitan region. However, pat-
ents generated within 20 miles of a 
U.S. state border were more likely 
to be cited in their own states than 
in neighboring states—even in met-
ropolitan regions like Cincinnati 
that cross multiple state borders.

Although the 
obstructive effect 

of state bound-
aries lessened 
over the 30-year 
timeframe of the 
data, national 
boundaries are 

even stronger bar-
riers than in the 

past, in spite of the 
Internet and other tech-

nologies that encourage global 
access to information and cross-
border interactions. 

While different languages, 
cultures, and regulatory environ-
ments are more obvious causes, 
the authors suggest that indus-
try specialization, which can be 
state- or nation-specific, could 
also play a role. The authors 
note that it will be up to future 
research to discover ways to free 
the flow of ideas across geo-
graphic boundaries.

“Geographic Constraints on 
Knowledge Spillovers: Politi-
cal Borders vs. Spatial Proxim-
ity” appears in the July 2013 
issue of Management Science. 
It also is available at ssrn.com/
abstract=1541794.

Geography 
Still Matters Language is always a critical 

component of a marketing survey. But it 
becomes especially important when survey 
writers must translate their surveys into a 
different language. Even slight differences 
in word choice can skew results, accord-
ing to Bert Weijters and Maggie Geuens, 
both of Ghent University and Vlerick 
Business School in Belgium, and Hans 
Baumgartner of Pennsylvania State Uni-
versity’s Smeal College of Business in 
University Park.

The authors examined surveys of 
English- and French-speaking consumers 
in the U.S., U.K., Canada, and France. 
Whether surveys were written in English 
or French, consumers were more likely to 
respond when categories used common 
phrases such as “completely agree/tout á 
fait d’accord” than uncommon phrases 
such as “extremely agree/extrêmement 
d’accord.” A study involving the Dutch 
language showed similar results.

The takeaway, say these researchers, 
is that marketers need to pay very close 
attention to the wording used on their 
surveys—even if the difference between 
two options seems slight. “Make sure that 
the response category labels used in differ-
ent languages are equivalent in terms of 
familiarity,” they write.

“The Effect of Familiarity with the 
Response Category Labels on Item 
Response to Likert Scales” appeared 
in the August 2013 issue of Journal of 
Consumer Research.

Getting Lost 
In Translation

completely 
agree

tout á fait d’accord

http://papers.ssrn.com/sol3/papers.cfm?abstract_id=1541794
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Though it may seem that online social media sites 
have been around forever, companies are still strug-
gling to determine how to best use social networks 
such as Facebook and Twitter to boost productivity 
and innovation. 

To discover the pitfalls and payoffs of social media, 
three researchers followed a global security com-
pany—which they call “GloSecure”—as it rolled out 
a digital social media strategy with its employees. The 
researchers include Hope Koch and Dorothy Leidner, 
both professors of information systems at Baylor Uni-
versity’s Hankamer School of Business in Waco, Texas; 
and Ester Gonzalez, at the time a doctoral student at 
Hankamer. 

The researchers chose this company because of the 
challenges it faced in adopting a digital social media 

strategy. It had a history of hiring freezes 
and merger and acquisitions activity. Its 
major client was the U.S. government, so 
it had been the target of government cut-
backs. Finally, it had previously restricted 
employees’ Internet usage. These factors 
had created a culture dominated by infor-
mation hoarding and managerial control. 
Encouraging its teams to collaborate on 
social media sites (SMS) via discussion 
boards, blogs, and wikis represented a 
major shift in culture—from “need-to-
know” to “need-to-share.”

The pair spent two weeks reviewing 
the company’s website, annual reports, 
and other documents, and then they 
interviewed employees. One of the SMS 
designers noted that previously “employ-
ees in the aeronautics division and 

employees in the space division could be working on 
the same project without either group knowing.”

After the SMS system was in place, employees who 
were too informal in their social media activity initially 
were admonished and reminded that the SMS was “for 
work only.” Others viewed it as too much like Facebook 
and deemed it a “distraction” and “time waster.”

To resolve the conflict between SMS and the 
entrenched culture, GloSecure took a “leadership-
based” approach by involving executives in the imple-

Resolving Employee Conflicts with Social Media

mentation process. It took a “policy-based” approach 
by having managers write information sharing into its 
employees’ work objectives and by decreasing hierar-
chy—for example, placing engineers’ workspaces on 
the shop floor with other workers. 

It also took a “socialization-based” approach, hiring 
Millennials who were comfortable with interacting on 
social networks, allowing workers to telecommute, and 
planning social events for employees.

As they adopt social media strategies in the work-
place, managers need to be aware that many employees 
may perceive social media as frivolous, distracting, and 
even a threat to their status, the authors emphasize. 
“Organizational adoption of these technologies will 
only accelerate,” they write. “Managers embarking 
on digitally-enabled social network implementations 
should … address both employee misperceptions and 
organizational culture.”

“Digitally-Enabling Social Networks: Resolving 
IT-Culture Conflict” appeared online June 13 in the 
Information Systems Journal and is published in its 
September issue. 

Dorothy 
Leidner

Hope Koch
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by B.J. Zirger

Can the problem of skyrocketing tuition be solved 
by the proliferation of massive open online courses, 
otherwise known as MOOCs? Often offered for free, 
MOOCs enable students worldwide to access afford-
able education and the opportunity to learn at their own 
pace from the world’s finest teachers and guest speakers, 
regardless of physical location. Moreover, MOOCs give 
students opportunities to interact with hundreds or even 
thousands of others from all corners of the globe—from 
traditional college students to working professionals to 
retirees. The benefit that students derive from the diverse 
experiences and viewpoints they can encounter in a 
single MOOC cannot be overstated. 

But schools offering MOOCs face a conundrum: How 
can they justify the high costs associated with delivering 
an online class to thousands of students? In addition to 
the expense of technical resources, schools must invest the 
time, energy, and faculty expertise necessary to create and 
adapt course material for a MOOC setting. 

How to raise revenue with a MOOC is the question 
we grappled with as we prepared to launch our first 
MOOC2Degree offering this fall at the University of 
Cincinnati Carl H. Lindner College of Business in Ohio. 
Co-taught by faculty from the Lindner College of Busi-

ness and the UC College of Engineering and Applied Sci-
ences, the multidisciplinary class “Innovation and Design 
Thinking” is designed to build understanding of the idea 
generation, design, prototyping, and commercialization 
steps involved in product and service development.

Charging students to enroll could raise revenue, but 
would likely drive away those attracted to these free 
courses. We chose another, more elegant, option: We 
hope to convert a portion of our MOOC participants 
into degree-seeking, tuition-paying students by design-
ing our MOOC2Degree course as a “stepping stone.” 
Students who successfully complete “Innovation and 
Design Thinking” and enroll in a UC master’s program 
will receive two graduate-level credits for free. They 
can immediately apply these credits toward a Lindner 
MBA or a master’s in engineering degree. 

For this approach to succeed, we know our MOOC 
must demonstrate the value of our program. Its cred-
its cannot be generic—they must satisfy one or more 
specific core or elective requirements. And the students 
must save time and money by shortening their path to 
a degree by one course. 

The school will benefit by attracting potential stu-
dents who “sample” our MOOC content and are 
impressed enough to pursue a degree. Our measure of 
success will be whether we generate enough incremen-

Can MOOCs Be Profitable?

Gates Foundation Funds 
MOOC Research
As the popularity of mas-
sive open online courses 
increases, there is a call for 
data on how MOOCs will 
affect education. To that end, 
the Bill and Melinda Gates 
Foundation has funded the 
MOOC Research Initiative 
(MRI) with US$400,000 to 
coordinate research examin-
ing the impact of MOOCs 
and other emerging forms of 
digital learning. 

Over the summer, MRI 
considered proposals from 
institutions vying for grants of 
up to $25,000. MRI adminis-
trators plan to hold an interna-
tional conference on MOOC 
research, including interim 
reports by successful grant-
ees, at the University of Texas, 
Arlington, December 5–6.

The MRI grant program 
is administered by Canada’s 
Athabasca University. For 
information, visit www.mooc 
research.com. 

Coursera Receives $43 
Million for Expansion
Coursera, the industry’s lead-
ing MOOC provider, recently 
secured US$43 million in a 
second round of funding from 
GSV Capital, International 
Finance Corporation (IFC), 
Learn Capital, the investment 
arm of the World Bank, global 
higher education firm Laure-
ate Education, and entrepre-
neur and venture capitalist 
Yuri Milner. 

Coursera plans to use this 
funding to expand into inter-
national markets—especially in 

developing countries. “Demand 
for education in developing 
countries is growing rapidly 
due to population growth and 
the rising share of students 
seeking university education,” 
says Elena Sterlin, IFC senior 
manager for health, education, 
and services. The IFC’s invest-
ment is driven by its desire to 
increase access to low-cost 
educational options.

Launched in April 2012, 
Coursera now works with 83 
educational institutions and 
offers nearly 400 free col-
lege-level courses, in which 

MOOCs in the News

http://www.moocresearch.com/
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more than 4 million students 
have enrolled. Coursera is 
exploring profit-generating 
strategies such as offering 
certificates of completion to 
students who finish courses 
satisfactorily. Such certificates 
will be verified through its 
Signature Track program. All 
universities offering courses 
on Coursera will receive a 

share of any revenue resulting 
from Coursera’s strategies. 

Coursera also plans to 
double its workforce, develop 
a suite of mobile apps for 
course delivery, develop col-
laborative online learning envi-
ronments, expand its number 
of Signature Track courses, 
and increase the number of 
its university partners.

Temple Launches  
First MOOC
The University of Cincinnati’s 
Lindner School isn’t the only 
school to offer a MOOC 
as a bridge to its traditional 
program (see “Can MOOCs 
Be Profitable?” above). This 
semester, the Fox School of 
Business in Philadelphia also 
will offer Temple University’s 
first MOOC as part of its 
online MBA program. The 
course in quantitative methods 
for business will be delivered 
using the Blackboard learning 
management system. Students 

in the free four-week course 
will attend weekly classes and 
collaborate on group projects 
via WebEx. Students who com-
plete the course requirements, 
including proctored exams, can 
earn certificates of completion 
or course waivers if they enroll 
in the Online MBA program.

Fox is one of many schools 
delivering MOOCs over the 
Blackboard platform. The list 
of those courses is available 
at www.coursesites.com/
webapps/Bb-sites-course-
creation-BBLEARN/pages/
mooccatalog.html.

tal revenue from these new degree seekers to cover the 
costs of creating and executing the MOOC. 

Our cost/benefit analysis admittedly does not 
account for the brand awareness and reputational 
value that a free MOOC can generate among those 
who participate. It also ignores the qualitative ques-
tions regarding MOOCs. Faculty at UC and elsewhere 
have questioned whether MOOCs are suitable only for 
a certain kind of student or to deliver a certain type 
of content. But universities often offer large introduc-
tory lecture courses, using much smaller class sizes for 
higher-level learning. Perhaps MOOCs will become the 
next evolution of the “large lecture hall” class.

Faculty also wonder whether MOOCs will change 
how many professors schools will need to employ or 
what role these professors will play in the classroom. 
In traditional classes, professors act as “content mas-
ters” who determine what content to teach and what 
pedagogies to use to meet the course’s learning objec-
tives. The more schools utilize or repurpose MOOCs 
created at other universities, the more some professors 
will become facilitators, helping students learn and 
apply the concepts presented in a MOOC.

Perhaps one day, courses that are designed like our 
MOOC2Degree offering will serve as both “feeder” 
courses for degree programs and ways for prospective 
students to sample courses at schools they are con-
sidering attending. Schools could limit the number of 
credits students can earn via MOOCs, much as many 
now cap the number of transfer credits students can 
apply toward a degree. In the future, it’s possible that 
MOOCs will rival third-party rankings and campus 
visits as ways students experience and evaluate the 
quality of a school’s faculty, curriculum, and students. 

MOOCs may still be in their infancy, but I can 
envision a not-too-distant future in which schools use 
MOOCs to build their programs—and generate profits.

B.J. Zirger is associate dean of online education at 
the University of Cincinnati Carl H. Lindner College 
of Business in Ohio.

Lola


 &
 B

e
k

/G
low


 I

mages







https://www.coursesites.com/webapps/login/


58 September/October 2013  BizEd

technology

Business school 
administrators are 

increasingly responding to the 
market’s demands for more flexible 

and accessible business programs. Although traditional 
face-to-face programs might still be mainstays of busi-
ness education, the balance is definitely shifting as 
schools introduce more certificate and degree programs 
that are delivered 100 percent online: 

n This fall, the Walton College of Business at the 
University of Arkansas in Fayetteville is introduc-
ing a 12-credit graduate online certificate program in 
business analytics that focuses on data management, 
analytics, and data mining. Students will work on 
large-scale real-world data sets from active compa-
nies. Students can complete the program in nine to 12 
months, and those who complete it may be eligible 
to receive a certificate endorsed by the SAS Institute 
or apply the credits to the Walton College’s master of 
information systems degree program. 

n In September, the University of Arizona’s Eller Col-
lege of Management in Tuscon launches its online Eller 
MBA. To design the new format, the school worked 
with Academic Partnerships, an organization that helps 
universities convert traditional programs to online for-
mats and recruit and retain students. The new online 
MBA program, says Eller dean Len Jessup, is part of the 
school’s “broader effort to expand access to the Univer-
sity of Arizona and will go a long way toward increas-
ing its footprint in Arizona and beyond.” 

n In January 2014, Georgetown University’s 
McDonough School of business in Washington, D.C., 
will launch its first online degree program, a master’s 
of science in finance. Students will meet in-person dur-
ing an opening weeklong residency, a global consulting 
project, and graduation. The rest of the course will 
be conducted via online videos and live interaction 
with professors and classmates in virtual classrooms. 
The 32-credit, 17-month program will encompass six 
core courses, including financial markets, financial 
accounting, corporate finance, financial econometrics, 
advanced corporate valuation and modeling, and prin-
cipled financial leadership. 

n Also in January 2014, the University of Mary-
land’s Smith School of Business in College Park will 

B-Schools Take More Programs Online
offer an online MBA program aimed at working pro-
fessionals. They can earn a general MBA or choose one 
of four specializations: accounting, information sys-
tems and analytics, finance, or marketing. Each course 
will include two scheduled hourlong online sessions, 
where students will interact with faculty and class-
mates in real time; students can complete other work 
at their own pace. Their only time on campus will be 
residencies that begin and end the 21-month program. 
As in the school’s traditional MBA program, students 
in the online program will work together in groups on 
action-learning projects, in which they’ll conduct meet-
ings and interact with executives remotely and deliver 
presentations virtually.

n The School of Business at the University of Ala-
bama in Birmingham has launched two fully online 
degree programs—a bachelor of science in information 
systems and a master of science in management infor-
mation systems. The school is adding these new pro-
grams to its fully online bachelor’s and master’s degree 
programs in accounting.

Enrollment in the school’s online accounting pro-
grams increased from 110 students in the spring 2013 
semester to 220 for the fall 2013 semester. “People 
are time-shifting, and we’re trying to meet the needs 
of the working professional,” dean Eric Jack told the 
Birmingham Business Journal Online. “Competition is 
coming from across the globe,” he added. “An online 
platform is a way to respond to that.”



59BizEd  September/October 2013

In June, British Airways brought 
together 130 executives and thought 
leaders to participate in its inaugural 
“UnGrounded Innovation Lab in the 
Sky.” In what the airline called “the 
world’s first innovation workshop held 
at 30,000 feet,” the 11-hour overnight 
trans-Atlantic flight between San Fran-
cisco and London involved innovative 
thinkers from technology companies 
such as Google, IBM, Microsoft, 
LeanIn.org, and IDEO; venture firms 
such as Innovation Endeavors and 
Andreesen Horowitz; and nonprofits 
such as the Clinton Global Initiative.

On an airplane specially outfitted 
for collaboration, the group divided 
into four teams, each focusing on 
some aspect of “the STEM challenge.” 
The group brainstormed 22 concepts 
designed to attract more people to 
STEM fields (science, technology, engi-
neering, and math). Their solutions 
came at the challenge from four angles: 
“fostering women in STEM,” “expand-
ing STEM,” “meeting U.S. demand for 
STEM talent,” and “growing STEM 
opportunities in emerging economies.”

Participants collectively selected 

Innovation at 30,000 Feet
one winning idea in each of the four 
categories. Winning concepts included 
AdviseHer, an online community 
designed to attract, advise, and advance 
more women in STEM fields; a solar-
powered “lab in a backpack” that entre-
preneurs could carry into rural areas to 
help small enterprises access data; INIT, 
a labeling system for software similar to 
nutrition labels on food, which would 
help people understand what goes into 
software programs; and Certify Me, an 
online testing system to allow people to 
prove their technology skills to employ-
ers, even if they lack academic degrees.

Two UnGrounded participants—Flight 
With Friends co-founder Kyle Killion 
and entrepreneur Kay Koplovitz—have 
written firsthand accounts of their expe-
riences on the flight. Killion’s account is 
available at www.tnooz.com/2013/06/17/
news/in-the-aeroplane-over-the-sea-first-
hand-account-of-the-ungrounded-trip-
run-by-british-airways/. Koplovitz’s is 
at www.koplovitz.com/ungrounded-
unleashes-dynamic-innovation-four-
teams-top-competitors-to-create-stem-
solutions/. For more information, visit 
www.ungroundedthinking.com.

Roy Sosa, left, CEO of Rev Worldwide, and Hugh Molotsi, vice president of Intuit Labs, 
brainstorm as members of “Team Ground Control,” one of four teams of innovators 
taking part in British Airways UnGrounded Innovation Lab.

Newsbytes
n TRAINING PARTNERS
Kelley Executive Partners, 
the executive education arm 
of Indiana University’s Kel-
ley School of Business in 
Bloomington, has partnered 
with CareerBuilder to create 
online tools for corporate 
career training and develop-
ment. Initially, the partnership 
will focus on sales training 
modules designed to be 
used by sales organizations 
and managers to strengthen 
the skills of their staff.

n MOBILE GMAT
The Economist has launched 
GMAT Tutor, an iPhone app 
to help prospective business 
students prepare to take the 
GMAT. Developed with Isra-
el-based Mindojo, the app 
features 100 hours of con-
tent, more than 5,000 prac-
tice questions, and access 
to an online version at gmat.
economist.com. The app 
offers a seven-day free trial, 
after which students can 
purchase one of two learn-
ing plans priced between 
US$475 and $695. 

n GAMIFARMING
The Bill and Melinda Gates 
Foundation, INSEAD, and 
ICON Group International 
have funded the creation of 
“Farm Defenders,” a simula-
tion game that NGOs and 
governments can use to 
educate African farmers 
about effective business 
practices. “Farm Defenders” 
simulates local agricultural 
conditions and allows play-
ers to manage virtual farms. 
The game is scheduled for 
launch later this year. For 
information, visit www. 
farmdefenders.org.

http://www.tnooz.com/2013/06/17/news/in-the-aeroplane-over-the-sea-first-hand-account-of-the-ungrounded-trip-run-by-british-airways/
http://koplovitz.com/ungrounded-unleashes-dynamic-innovation-four-teams-top-competitors-to-create-stem-solutions/
http://ungroundedthinking.com/
http://www.farmdefenders.org/
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Tools of the Trade

Whether at the professional, college, or high school level, 
sports is big business. So much so that sports organizations 
across the spectrum are turning to data mining to design strat-
egies to engage fans and gain a competitive edge. 

To prepare business students interested in careers in the 
sports industry, a number of business professors are designing 
classroom exercises—or even whole courses—around the Sports 
Business Research Network (SBRNet), 
an online data resource that crunches 
the numbers on everything from fan and 
player participation to sporting goods 
sales and social media use. 

Jacob Tingle, assistant professor and 
director of the sports management minor 
at Trinity University in San Antonio, Texas, 
uses the platform in his undergraduate 
introductory course in sports management. 
On the first day, he sends student teams 
on “fishing expeditions” to find different 
pieces of data—such as how many high 
school boys participated in lacrosse in 
2005 or how many Twitter followers of 
Major League Baseball (MLB) purchased 
licensed apparel in the last year. He offers 
no guidance other than to show them 
how to log on to the platform. The simple 
exercise helps them not only get used to 
the database, but also develop problem-
solving and collaboration skills.

Throughout the course, Tingle gives 
seven-minute quizzes in which students 
have to find different pieces of information. He also presents them 
with a case study on how sports organizations are using new 
media, and then asks them to gather data to answer questions 
embedded in the case. In his final exam last semester, he asked 
students to explore why Nike does not have a line of lacrosse 
equipment. Students looked up data related to areas such as 
youth participation rates and apparel sales to determine how a 
decision maker at Nike would choose that strategy. “That’s the 
next level—to use real data to solve a problem,” he says.

This semester, Tingle’s students will work with the local 
American Hockey League franchise to create a marketing plan 
to increase group ticket sales. They’ll use SBRNet as part of 
that project.

Tingle emphasizes that sports organizations are increasingly 
using data mining to raise revenues and compete not only with 
other sports teams, but also other forms of entertainment. He 

points to how the MLB’s San Francisco 
Giants team used data analysis to imple-
ment dynamic ticket pricing, which bases 
ticket price on factors such as the day of 
the week a game is played or the starting 
pitcher. “They’ve realized nearly an addi-
tional US$500,000 in their first year using 
that strategy,” says Tingle. “Sports teams 
are now using analytics to make strategic 
decisions, just as hotels and airlines have 
had to do for years.”

Steven Andrews, an assistant professor 
of marketing at Roger Williams University 
in Bristol, Rhode Island, has been using 
SBRNet in his introductory marketing elec-
tive course for a year. Andrews asks stu-
dents to link data on sports participation to 
macroeconomic trends in everything from 
nutrition and health to the effects of the 
economic downturn. He also asks them to 
use the database to research trends in social 
media, such as how social media use drives 
greater game attendance and merchandise 
sales.

Such a resource allows students to work with up-to-date 
data in ways that textbooks can’t, says Andrews. “I’m trying to 
teach students to not just interpret data, but to find the story 
that’s buried within the numbers.”

Individual faculty can access the SBRNet database through 
one of three basic subscriptions—a one-month trial for $125, a 
three-month trial for $279, or an annual subscription for $750. 
The company also provides institutional subscriptions to colleges 
and universities. For information, visit www.sbrnet.com. 

Students Run the Numbers with SBRNet

http://www.sbrnet.com
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your turn

In education, nothing influences students’ success 
in a field of study more than their experience in its 
introductory course. If an introductory course fails to 
adequately prepare them, not only will they be unable 
to apply their new knowledge to the real world, but 
they won’t possess the understanding they need to 
proceed to advanced material. As we well know, trying 
to correct these deficiencies later on can be painful for 
both students and faculty.

Thus I feel that it’s particularly important that we 
do an excellent job with the very first course our busi-
ness students take—the big-picture course that intro-
duces them to the field of business. Here’s where we 
set the foundation for every subdiscipline that follows. 
And here is where we all too often go wrong.

It seems to me that most introductory business 
courses fail for one of three reasons: They’re too 
focused on accounting, they’re too focused on profits, 
or they’re not focused at all. Let’s look at the problems 
with each approach and nail down potential solutions.  

Focusing on accounting. It’s often said, “Account-
ing is the language of business. To understand busi-
ness, you must speak the language.” 
Accounting professors are experts in 
the methodology of recognizing, mea-
suring, recording, and reporting busi-
ness transactions—all important and 
necessary functions. However, students 
are often frustrated with account-
ing when they do not understand 
the nature, logic, or purpose of the 
transactions. 

For an analogy, imagine taking stu-
dents to a field full of chickens, sheep, 
cows, and horses. You tell them that, 
to be successful, they must find each 
cow, record the total number of cows, 
and prepare a follow-up report on 
their findings. The students have been 

The True Purpose of Business? Value
trained to complete all these tasks, but before they 
begin, one raises her hand and asks, “What is a cow? 
And why are cows important?”

The lesson is simple. Students become confused and 
demotivated when asked to account for transactions for 
which they do not understand the nature or purpose. 
Students may become very good at totaling up debits 
and credits, but they won’t be good at business until 
they understand why the transactions are important. 

Focusing on profits. Another frequent declaration 
is that “The purpose of business is to make profits.” 
Unfortunately, the statement is both misleading and 
untrue. It leads to introductory business courses that 
concentrate on the wrong things—and turn out gradu-
ates who make catastrophic decisions in the real world. 

Students need to learn that the true purpose of a busi-
ness is to create value, whether they’re running a for-
profit or a not-for-profit entity. To fully understand how 
business works, students must learn that value creation 
stems from balancing the benefits of ownership with the 
investment of risk and time. They must understand that 
competitive businesses create value not just for owners, 

but for all stakeholders—customers, 
employees, and society.  

Failing to focus. The introductory 
courses that don’t focus on account-
ing or profit-making are often no 
better, because they tend to be inad-
equately structured, overly simplistic, 
and too devoted to marketing and 
human resources. While these topics 
are important, they shouldn’t take 
up so much time that students don’t 
learn about critical areas such as law, 
finance, globalization, information 
technology, operations, and econom-
ics. Once again, courses that don’t 
appropriately contextualize basic 
business knowledge leave students 
confused and unprepared. 

The Solution
By contrast, a successful introduc-
tory course should cover a wide 
range of topics that help students 

by Robert Kemp

Competitive businesses create value 
for all stakeholders—owners, customers, 

employees, and society.
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understand the purpose and 
tools of business. When 
they are finished with 
such a course, students 
should understand key 
fundamentals: 

n Business is first about 
people and the importance 
of human resources.

n Competitive advantage is created 
by focusing on customer needs and markets.

n Businesses must supply goods and services effi-
ciently and cost-effectively. 

n Assets have their own nature and purpose; debt 
and equity can be leveraged to finance these assets. 

n A business’s operations will be shaped by local 
laws and should be shaped by social responsibility.

n Technology and operational systems play critical 
roles in the business’s success.

n Every business will be affected by macro- and 
microeconomic forces. 

n Globalization permeates every aspect of today’s 
business environment. 

Perhaps this sounds like an entire business education 
rolled up in one class! But I manage to introduce all 
these ideas in a course that provides a broad overview 
of business, creating a context for everything from pur-
pose to profits.

In this course, I divide students into five- or six- 
person teams to study real companies and analyze cur-
rent news stories. First, the student teams choose recent 
articles from The Wall Street Journal so they can make 
five-minute presentations to the class about the issues 
raised in each piece. Later, the same groups complete a 
course project on one of three companies—Procter & 
Gamble, Google, or Hyundai—then answer a series of 
questions. What is the company’s business model? What 
is the company’s strategy? How is it affected by mac-
roeconomics? By globalization? When you conduct a 
SWOT analysis, what do you learn about the company’s 
present and future? Would you buy the company’s stock 
at its current price? Why or why not?

My introductory course emphasizes breadth, not 
depth. My goal is to create a holistic and unifying 
framework that focuses on the primary objective of 
business: creating value for all stakeholders. I also 
want to expose students to all the major parts of the 
business—including marketing, human resource man-

agement, operations, technology, 
law, ethics, economics, account-
ing, and finance—in such a way 
that students understand each 
function and how it interfaces 
with other areas of business. I’m 
not trying to create experts in any 
one of these areas.  

When value is the framework 
of the introductory course, all 

disciplines can be integrated easily into the overview. 
When students understand how to create valuable 
businesses, they become graduates who are valuable in 
the job market.  

Robert Kemp is the Ramon W. Breeden Sr. Research Profes-
sor at the McIntire School of Commerce at the University of 
Virginia in Charlottesville.

Business 101Business 101

• Our Burnell D. Kraft Trading Room’s 
state-of-the-art Bloomberg 
technology gives students 
unparalleled access to business 
information and commodities/ 
financial trading simulation.

 
• Our students gain invaluable 

hands-on experience managing 
the Saluki Student Investment 
Fund, a $1.2 million portfolio.  The 
fund outperformed 90% percent 
of professional managers over the 
most recent 3- to 10-year horizons.

  
  business.siu.edu

INSPIRING LIVES, 
TRANSFORMING 

BUSINESS

http://business.siu.edu/
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DISRUPT OR BE DISRUPTED  
AUTHOR: Graduate Management Admission Council; PUBLISHER: Jossey-Bass, US$40

management education’s major challenges are laid out compellingly in this collection of 
essays curated by GMAC. Georgetown’s Brooks Holtom and UC Irvine’s Lyman Porter introduce the collection with 
a sobering overview that examines how schools are reacting to financial pressures, changing demographics, evolving 
program formats, and technological disruptions. To preserve their relevance and reputations, the authors write, schools 
must rethink “how they conduct research, select and retain faculty, design curriculum, engage students, and measure 
quality.” Holtom is joined by DePaul’s Erich Dierdorff in a final chapter that identifies the two features that will dictate 

management education’s long-term health: “the overall quality of each institution’s articulated mission, and 
each institution’s corresponding strategic planning and positioning.” 

TALENT 
INTELLIGENCE
AUTHORS: Nik Kinley and 

Shlomo Ben-Hur 

PUBLISHER: Jossey-

Bass, US$34.95

If you hire the right people, 
employees will stay longer, perform 
at higher levels, and be productive 
more quickly. But research shows 
that an average of 50 percent of new 
hires fail, according to consultant 
Kinley and IMD’s Ben-Hur. They list 
five reasons: “1. Talent measurement 
is unavoidably complex. 2. It is hard  
to know what works. 3. Measure-
ment methods do not always meet 
business needs. 4. Implementation 
gets overlooked. 5. Businesses lack 
expertise.” They describe the vari-
ous qualities that have been used to 
gauge talent—such as experience, 
competency, intelligence, and person-
ality—and emphasize that no metric 
will be valuable if its results aren’t 
implemented. But the effort is worth 
it, they believe: Businesses that keep 
the best talent “outperform their 
industry’s average return to share-
holders by 22 percent.” 

STARTUP RISING
AUTHOR: Christopher M. Schroeder

PUBLISHER: Palgrave MacMillan, US$27

Youth, technology, and the 
Arab Spring have combined to cre-

ate amazingly fertile ground for 
entrepreneurship in the Middle East. 
Schroeder, himself an entrepreneur 
and investor, first describes the situ-
ation in cities like Dubai and Cairo, 
where eager young entrepreneurs 
are taking advantage of the digital 
revolution to launch businesses not 
hampered by conservative and some-
times corrupt bureaucracies. Then 
he presents a series of profiles on 
groundbreakers who have started 
to build empires in areas as diverse 
as package delivery, mobile bank-
ing, and online book selling. He 

doesn’t minimize the 
challenges these entre-
preneurs face, but 
he’s optimistic as he 
considers the “hur-
ricane-force winds” 
at their backs: online 
technology, which offers access to 
knowledge and capital; a venture 
capitalist community that has got-
ten comfortable with risk after 20 
years of investing in BRIC countries; 
and changing market dynamics. No 
wonder he admits to being electrified 
by today’s young entrepreneurs.

Negotiating is a chaotic exercise that is “more like jazz than science,” 
writes Michael Wheeler in The Art of Negotiation. He provides plenty of 
examples of negotiations that have succeeded or failed depending on how 
well the participants understood the basic cycles of learning about, adapting 
to, and influencing the other party. “Managing uncertainty should be the 
cornerstone of your negotiation strategy,” writes Wheeler of Harvard. He 
helps readers understand if and when they should negotiate—and what the 
real stakes are. (Simon & Schuster, US$26)

To hold on to their top talent and protect proprietary information, firms 
routinely require employees to sign noncompete and nondisclosure contracts. 
But that’s the road to economic stagnation, writes Orly Lobel of the University 
of San Diego in Talent Wants to Be Free. Evidence suggests that companies 
will have better luck with R&D when high turnover allows knowledgeable 
employees to move freely within their industries. She writes, “Competitors 
such as Facebook and Google, Pepsi and Coca-Cola, and Southwest and 
JetBlue can zealously increase their investments, innovation, and bottom-line 
profits as their most talented players travel from competitor to competitor, 
exchanging ideas and passion.” (Yale University Press, US$35). 

Don’t Miss

Business doctoral education today faces increasing pressure to connect to a range of societal 
and business challenges. Globalization, technological innovation, evolving faculty models, and 
other changes in higher education and business practice further defi ne the context for this 
critical dimension of management education.

The Promise of Business Doctoral Education, a report from the AACSB International Doctoral 
Education Task Force, considers these factors and insights from a comprehensive review of 
global doctoral education models to:

• Address ongoing concerns related to doctoral education purpose, capacity, access, 
and quality; 

• Set a path forward for business schools (individually and collectively) to promote 
innovation, sustainability, relevance, and quality in doctoral education; and

• Provide insight into doctoral education design and delivery models 
that best support different needs, experiences, and goals. 

For more information or to view the digital edition, visit: 
www.aacsb.edu/resources/doctoraleducation.

Doctoral Education Models Must 
Evolve. But How?
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The Idea
Immerse students in anoth-
er culture via yearlong 
overseas work and study 
experiences

Location
Northeastern Uni-
versity’s D’Amore-
McKim School of 
Business in Boston

Preparing for Immersion
In addition to taking classes in the liberal arts, 
core business disciplines, and a business function 
of their choice, BSIB students complete four inter-
national business courses. The first three include 
“Becoming a Global Manager,” “Analyzing the 
Global Business Environment,” and “Execut-
ing Global Strategy.” The fourth, “Managing the 
International Assignment,” prepares students for 
their overseas experiences.

“They develop awareness of culture’s pervasive 
but often hidden influence on how people live, 
work, and manage,” says Harry Lane, professor 
of international business and strategy.

Not all BSIB students qualify for the expatriate 
year and overseas co-op, Lane explains. They must 
first demonstrate language proficiency; complete a 
domestic co-op with a positive letter of completion 
from the company; and have a recommendation 
from the school’s co-op coordinator.

idea exchange

Speaking the Language 
All BSIB students are required to earn minors in a 
foreign language of their choice during their first 
three years, so that by their fourth year, they can 
speak proficiently in the languages of their host 
countries. English-speaking students going to Eng-
land or Ireland also are required to study a second 
language and earn minors in international affairs.

Flagship Program
Central to the D’Amore-McKim School’s aca-
demic program is the co-op experience, in which 
undergraduates alternate between academic study 
and paid six-month, full-time work assignments 
in the U.S. However, students in the D’Amore-
McKim School’s Bachelor of Science in Inter-
national Business (BSIB) program go one step 
further: In their fourth year, they live, study, and 
work at co-op assignments overseas.

To make the program work, Northeastern 
partners with schools in Mexico, Brazil, England, 
Ireland, Germany, France, Italy, Spain, Japan, and 
China—most of which are members of the Inter-
national Partnership of Business Schools. Fourth-
year business students first complete coursework 
at one of these universities, and then move on to 
four- to six-month co-ops that their host schools 
help them arrange. Currently, more than 500 stu-
dents are enrolled in the BSIB program, including 
115 students from partner schools.

Long-Term Commitment
Keeping the co-op program running smoothly 
requires a substantial commitment from faculty 
and staff. The college employs a faculty director, 
three staff members, and full-time coordinators 
who develop co-op opportunities and work with 
students before, during, and after their international 
experiences. 

But that investment pays off because of how 
much the co-ops enhance the school’s business cur-
riculum, says Lane. “The co-op is a shared experi-
ence that BSIB students draw upon in class discus-
sions,” he says. “The year overseas helps them 
preview and experience the reality of being an expa-
triate engaged in international business.” 

Cultural Integration

BSIB students take 
time from their 
co-op experience 
in Barcelona to 
witness the running 
of the bulls. 
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POWER OF 
DIGITAL 
INNOVATION
Dr. Darin Kapanjie, managing director 
of online and digital education and 
academic director of the Fox Online 
MBA and BBA programs, is widely 
known for cutting-edge use of teaching 
technologies.

With his leadership, the Fox School of 
Business is offering Temple University’s 
� rst MOOC, Quantitative Methods for 
Business. This graduate-level class allows 
students to experience the same dynamic, 
collaborative course environment of the 
Fox Online MBA, which is ranked among 
the nation’s best:

•  Fourth nationally, Best Online 
Graduate Business Programs for 
Veterans, U.S. News & World Report

•  Seventh nationally, student services and 
technology, 2013 Best Online Business 
Programs, U.S. News

•  Top 30 overall, 2013 Best Online 
Business Programs, U.S. News

DISCOVER THE 
POWER OF FOX®

www.fox.temple.edu/omba
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