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from the editors

The Future Is Here
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AFTER READING TWO news stories last fall, I came to an unset-
tling realization: The theoretical future dreamed up by science
fiction writers is no longer on the horizon. That future, appar-
ently, is here.

In October, Saudi Arabia made news at the Future Invest-
ment Initiative summit in Riyadh, when it granted citizenship
to Sophia, a humanlike robot created by Hanson Robotics.
Sophia told summit attendees that she was “very honored and
proud for this unique distinction.” While her unveiling likely
was largely for publicity, her presence is a glimpse into how
quickly artificial intelligence (AI) could move from curiosity to
commonplace in our daily lives.

Soon after, in December, Notre Dame de Namur University
(NDNU) in Belmont, California, reported that a robot named
Bina48 had completed The Philosophy of Love, a course taught
by William Barry. “The other students and I learned so much
about the human experience and love as we tried to explain
our emotions to Bina48,” said Barry. “We need to get over our
existential fear of robots and see them as an opportunity.

... If we approach [AI] with a sense of the dignity and sacred-
ness of all life, then we will produce robots with those values.”

Where does business education fit into this evolving tech-
nological landscape? That’s a question we explore in this issue.
In “Learning in the Digital Age,” for example, McKinsey’s Nick
van Dam stresses that “business schools must be prepared

to adopt rapidly changing technology

... if they want to prosper during the
21st century of work.” In “Building on
Blockchain,” we take a closer look at
what might be the biggest technological
change to impact business and gov-
ernment—three professors who study
blockchain say that its ability to aggre-
gate data securely could have huge im-
plications not only for the transactional
economy, but also for data analytics,
robotics, and Al

But even as technology continues to
disrupt and transform business, busi-
ness schools can rely on one constant to
guide them: their inherent values. That’s
the message from Berkeley Haas’ Rich
Lyons in “Defying Disruption with Dif-
ferentiation.” As they move forward into
an uncertain future, he says, “business
schools increasingly will say, “We stand
for this. Other schools stand for that.”

In the last few years, people have
marveled at the abilities of IBM’s
supercomputer Watson, and they’ve
grown more accustomed to interacting
with digital assistants like Apple’s Siri,
Microsoft’s Cortana, and Google’s Alexa.
But these Al systems aren’t yet perfect—
and because we still interact with them
via static devices, they don’t seem so
different from technologies we’ve used
in the past.

But the machines are learning. The
likes of Bina48, Sophia, and increasingly
intelligent AI systems inevitably will
become more mobile, more humanlike,
and more integral to our personal and
professional lives. It’s easy to be, well,
uneasy about what that will mean in
the years to come. But as NDNU’s Barry
points out, with these changes come
new opportunities—and where there are
opportunities, students and faculty alike
will have a great deal to learn.

Tricia Bisoux
Co-Editor
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researcn+insignts

The Essence of
scholarly Impact

BUSINESS EDUCATORS CALL FOR NEW MEASURES OF
RESEARCH QUALITY

WHAT IS THE MEANING of scholarly impact? How can researchers know
when they’ve achieved it, and how can their schools best reward it?
These nuanced questions are the subject of a project from the Acad-
emy of Management (AOM), which was undertaken to provide “both
amirror and window to comprehend better the complex, pluralistic
nature of scholarly impact.”

The project, conducted by the organization’s Practice Theme
Committee (PTC), consisted of a qualitative study and a quantitative
survey of members. The PTC received responses from 700 members,
who included professors, lecturers, doctoral candidates, and business
students. These members were based worldwide, with the majority
(57 percent) located in North America.

According to respondents, the top five indications of impact
of research include publication in top-tier journals, citations by
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other researchers, use as the basis of a
scholarly book, ability to attract compet-
itive grants, and publication in practi-
tioner-focused outlets. Respondents
perceive that the top five audiences

for management research are other
management academics, managers and
decision makers at companies, govern-
ments and policymakers, social science
academics, and students.

As a group, respondents note that
management research currently has
the greatest influence over the research
and teaching of other management
academics. They also recognize strange
paradoxes that researchers often face.
For example:

m The majority of respondents believe
that scholarship affecting management
practice and government policy can be
an “intensely” or a “strongly important”
indicator of impact. Only a minority
(38 percent) note that their own institu-
tions support such scholarship.

m The majority also believe that
interdisciplinary research “definitely”
or “probably” can have greater impact
than single-discipline research, but
they note that such research is more
difficult to publish in top-tier journals.
Yet many institutions use publication in
top-tier journals as a leading measure of
scholarly impact.

m Finally, even though the majority of
respondents find that journal lists, jour-
nal rankings, and impact factors applied
to journals “definitely” or “probably” do
not reflect journal quality or scholarly
impact, these measures are still used
widely by academic institutions to eval-
uate faculty contributions.

When offered the opportunity to
write in more detailed responses, many
respondents expressed their frustra-
tion with the status quo. One professor
wrote, “The academic, theoretical
discussion currently taking place in
the major journals [has] no impact
whatsoever, but nobody dares to admit
that.” Another wrote, “Do we save lives?

ILLUSTRATION BY TRACI DABERKO
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No More Heroes

“ROMANTICIZING” POLITICAL LEADERS can be harmful because it prevents
people from examining the logic of the leaders’ policies. According to new
research, romanticizing leadership—the tendency to overattribute both
success and failure to leaders, crediting them with being the driving forces
behind everything that happens during their tenures—has been seen in
recent political contests in both Europe and the U.S. In these cases, frus-
tration with ruling parties led voters to choose politicians who promise a
return to mythical golden eras.

A romanticized leader tends to possess strong vision, dissatisfaction
with the status quo, and out-of-the-ordinary behavior. This notion of a
hero-leader is particularly strong in the U.S., which has a dominant cul-
ture of individualism. But when people place their trust in a heroic leader,
they ignore the tensions and contradictions in the hero’s practices and
theories. That’s the conclusion of David Collinson of Lancaster Univer-
sity, Owain Smolovié Jones of Open University, and Keith Grint of the
Warwick Business School, all in the UK.

The authors also suggest that romanticized leadership can reinforce
the gendered dynamics that tend to promote men to leadership positions
and lead other men to want to enhance their masculine prestige by associ-
ation. They note that this raises serious issues about gender and mascu-
linity, as well as race and ethnicity.

“Romanticizing leadership is bewitching because it offers an account
of leadership drenched with imprecise mystique. It asks that we view
leaders as privileged, holding a transcendent position above the fray of
political or historical critique,” says Grint. “However, this is just a roman-
ticized mirror image of an ideology that promises salvation.”

“No More Heroes: Critical Perspectives on Leadership Romanticism”
was first published October 23, 2017, in Organization Studies.
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MBAS ON
THE RISE

QS Quacquarelli Symonds recently
released its @S TopMBA.com Johs
& Salary Trends Report 2018 and
its @S TopMBA.com Return on
Investment Report 2018. Here

are a few of its findings:

Demand for MBAs is up:

10%
0 inus.and Europe
%

1 8 0 inasia
%

13 0 worldwide

The average compensation for
MBAS (in US dollars):

m North America: $89,037
m Europe: $73,271

m Asia-Pacific: $63,948
m Glohal average: $79,829

The global average ten-year return
on investment of an MBA:

$390,751

Global average time to payback
for MBA investment:

91 MONTHS

Region with quickest payback time:

39 MONTHS

The Jobs & Salary Survey is based
on responses from 3,463 employers
worldwide, and the ROI Report is
based on the ROI of degrees from
200 full-time MBA programs. Find
both surveys at www.topmba.com.

ILLUSTRATION BY TRACI DABERKO
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Lifelong learning will be
the hallmark of the Fourth
Industrial Revolution.

How can business schools
prepare to educate
tomorrow’s workforce®?

LEARNING
S 1 | S —

WELCOME TO THE DIGITAL AGE. This era,
marked by constant technological
— breakthroughs that repeatedly disrupt
the business world, has been dubbed the
Fourth Industrial Revolution by Klaus
Schwab of the World Economic Forum.
— we It’s an era in which only the most nimble
- companies will survive—and only the

workers who constantly re-educate

- - themselves will continue to find jobs.
| Two broad trends are shaping the
digital age: an acceleration in the rate at
which new technologies are adopted, and
the ongoing disruption that these new
technologies are causing to the economy.
Let’s look at acceleration first. It took

38 years for radio to reach 50 million

users globally. That time was 13 years for
TV, three years for the internet, one year
for Facebook, nine months for Twitter,
35 days for Angry Birds, and 19 days for
Pokémon GO.
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But it’s not just games, devices, and
platforms that are seeing widespread
and rapid adoption. Innovations such
as mobile computing, cloud technology,
and big data already are changing the
way business is done, and we’ll see even
more upheaval when robotics, artificial
intelligence, autonomous transport, and
the Internet of Things are incorporated
into daily life.

Automation also will reshape busi-
ness. A 2015 McKinsey Global Institute
Study concluded that current technol-
ogies could automate 45 percent of the
activities people are paid to perform;
in fact, technology could automate
30 percent or more of the activities in
60 percent of all occupations.

These technological innovations will
have a profound impact on the econo-
my—indeed, some already have. In his
2001 book Creative Destruction, Yale
professor Richard Foster took Joseph
Schumpeter’s famous theory and applied
it to prestigious companies listed on
the Standard & Poor’s top 500 list. He
noticed that their lifespans had dramati-
cally declined from 90 years in 1935 to 18
years in 2011. He predicts that in 2027,
the average lifespan of an S&P company
will be 13 years or less, as companies fail,
split, merge, or are acquired.

One final and nontechnological factor
also will shape tomorrow’s workforce:
the fact that people will be living much
longer than they have in the past. Data
suggests that humans—at least, those in
developed nations—have seen a three-
month increase in life expectancy each
year since 1840. And as they live longer,
they will be working longer, well into
their 70s or 80s.

Taken together, these trends indi-
cate that workers can no longer expect
to be employed at one or two firms for
their entire careers, using skills they
mastered in their 20s. This means that
institutions of higher education must be
prepared to deliver the skills and expe-
riences that will ensure that tomorrow’s
workers are employable for aslong as
they want to hold jobs.
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BECOMING LIFELONG LEARNERS
While 21st-century workers will need
to master new hard skills to keep up
with advances in technology, they also
will need to develop softer practical
skills. That’s because tomorrow’s
jobs will require workers who can
create content or judge the relevance
of information. More than one-third
of jobs will require workers who can
solve complex problems. About one in
five jobs will need workers with social
skills such as emotional intelligence, a
service orientation, and the ability to
negotiate and collaborate with others.
In addition, about 15 percent of jobs
will require cognitive skills such as
creativity and mathematical reasoning.
In fact, creativity will become one of the
most important skills for the workforce,
because creative people will invent
new business models, products, ways of
working, and customer experiences.
Finally, the Fourth Industrial Rev-
olution will require a workforce with a

wide range of deep knowledge and easily
transferrable skills. The World Econom-
ic Forum estimates that 65 percent of to-
day’s elementary school students might
ultimately work in jobs that don’t exist
today. Therefore, it’s essential that to-
morrow’s workers not only have a broad
range of skills, but understand how to
gain new ones. They must become adept
atlifelong learning.

In some countries, lifelong learning is
already a priority. The European Union
has developed an indicator for measur-
ing lifelonglearning, which it defines as
the percentage of the population aged
25 to 64 that is participating in educa-
tion and training. In 2014, the best-
performing European countries were
Denmark (with 32 percent of the popu-
lation engaged inlearning), Sweden (28
percent), and Finland (25 percent). Den-
mark’s number might be so high because
it allocates funding for two weeks of
certified training every year for adults; it
also emphasizes in-work training.

Learners for Life

FOCUS ON
GROWTH

DD WHAT
YOU LOVE

DEVELOPMENT

BECOME
A SERIAL
MASTER

BUILD YOUR
PERSONAL
BRAND &

NETWORK

OWN YOUR

JOURNEY

Seven practices and mindsets will help tomorrow’s workers become lifelong learners.
Individuals can assess thelr own openness to learning at www.reachingyourpotentlal.org.

Source: Van Dam 2016.


http://www.reachingyourpotential.org

It will be these lifelong learners who
continue to be employable in an econo-
my marked by disruptive technologies
and evolving job requirements. But how
do people become lifelong learners?
Studies show that they employ seven
distinctive practices or mindsets that
aid them throughout their careers.

THEY FOCUS ON GROWTH.
Stanford psychologist Carol Dweck,
who has studied learners intensively,
has concluded that the type of mind-
set a person has will have a significant
impact on how much that person learns.
In her 2006 book Mindset, she differen-
tiates between people with fixed mind-
sets and those with growth mindsets.
These two models predict how much
effort learners will expend, how much
risk they will take, how they will per-
ceive criticism, and whether they will be
willing to accept and learn from failures.

People with fixed mindsets believe
their potential is finite, based on their
genes, heritages, or socioeconomic back-
grounds. They might say, “I'm not a good
learner, so I shouldn’t take the courses
offered by my company.”

By contrast, people with growth
mindsets believe their true potential
is unknown because they can’t foresee
what they might achieve when they ap-
proach something with passion, effort,
and practice. They perceive challenges
as opportunities for personal growth.

Other studies suggest that intelli-
gence is not fixed at birth but can be
developed over time. For instance,
in a 2012 paper, psychologist Jesper
Mogensen writes that “our brain is like a
muscle that gets stronger with use, and
that learning prompts neurons in the
brain to grow new connections.”

One fascinating study began in 1932,
when the entire population of Scotland’s
11-year-olds—87,498 of them—took IQ
tests. More than 60 years later, the test
was repeated, with 500 of the original
individuals participating. The results
showed a .66 positive correlation be-
tween advancing age and improved IQ.

That is, it showed that the average in-
dividual IQ scores at age 80 were much
higher than scores at age 11.

A completely different perspective
onIQ came in 2008, when researchers
administered tests to the ten best chess
players in the world and discovered that
three had below-average IQs. How was
this possible? Researchers found that
those three individuals had mastered
the game by playing between 10,000 and
50,000 hours of chess. Many studies
have confirmed that it’s not necessarily
intelligence that makes people experts,
but effort and practice.

The most successful people practice
for the greatest number of hours to
push themselves beyond their current
levels of competence and comfort.
They also are lifelong learners who are
committed to growth mindsets and
believe they have an endless capacity to
learn. It’s that attitude that makes them
valuable workers who can constantly
master the new skills they need in the
changing job market.

THEY BECOME

SERIAL MASTERS.

To stay employable, workers will

need to develop deep expertise in
multiple areas over the lifespan of their
careers. In her book The Shift, London
Business School professor Lynda Grat-
ton argues that we’ve seen the end of the
“shallow generalist” who knows a little
about alot of different topics. In a world
of Wikipedia and instantly accessible
information, surface-level knowledge is
useless. Workers in the 21st century will
depend on their intellectual capital
to bring value.

For many years, people have fol-
lowed a T-shaped profile of knowledge
mastery, developing deep expertise in
one discipline early in their careers and
supplementing this with broad compe-
tencies gained on the job. But this model
is no longer sustainable; today they must
develop M-shaped profiles of knowledge.

More specifically, workers will need
to develop deep expertise in a number

of different areas over the course of
their careers. They’ll combine that deep
expertise with broader knowledge they
acquire on the job.

For instance, a journalist might enter
the workforce with a bachelor’s degree
in journalism. As she specializes in
business reporting, she might pursue a
master’s degree in business economics.
As economics becomes more complex
over the next decade, she might enroll
in classes on related topics such as
digitization. She will need to constantly
evaluate the sell-by date of her current
skills and add new ones that might be
more useful. That’s the only way she—
and workers like her—will continue to
create value and stay employed.

THEY OWN THEIR

DEVELOPMENT.

Because tomorrow’s workers are

unlikely to stay at one job for their
entire careers, they can no longer expect
a single employer to direct them along
their career development paths. What’s
more, as the century wears on, more and
more of them will be self-employed.

Currently, about 50,656,000 people—
about one-third of all U.S. workers—are
freelancers or contractors. A 2016 report
from the McKinsey Global Institute
concluded that between 20 percent and
30 percent of the working-age popula-
tion in Europe and the U.S. engage in
some kind of independent work. Many
U.S. employers have indicated that
they plan to increase their numbers of
contingent or part-time workers in the
coming years.

This means that both company em-
ployees and contract workers will need
to make their own investments in their
development and education. To do so,
they should follow these critical steps:

Create and execute learning goals.
They should ask themselves, “How can I
ensure that I'm more valuable at the end
of the year than I was at the beginning?”
They should assess their competency
gaps and focus relentlessly on their most
important learning objectives, writes
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strategy consultant Dorie Clarkina
January 7, 2016, article in the Harvard
Business Review. As she notes, too many
people focus only on achieving quick
wins instead of on gaining long-term
competitive advantage.

Work with mentors and seek
feedback. They should look inside
and outside their companies to find
mentors who will offer guidance and
model positive behaviors. They always

Knowledae Profile

BROAD COMPETENCIES

EEJIR-EL) €|
d3aa

Y

AGE 25 75

BROAD COMPETENCIES

Y

AGE 25 75

In the past, a manager might develop a
T-shaped profile of knowledge—a broad
general business understanding comple-
mented by deep expertise in one subject.
But tomorrow’s workers will need to develop
M-shaped knowledge profiles as they
supplement their general knowledge with

a series of deeper skill sets.

Source of top graph: “The hunt is on for the
Renaissance Man of computing,” by David
Guestin The Independent, September 17,
1991. Source of bottom graph: Van Dam 2016.
|
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should make it clear to various stake-
holders—supervisors, peers, direct
reports, and clients—that they are
open to feedback that will help them
improve their performance.

Measure progress. They should use
learning journals or logs to track what
they’ve learned that has been particular-
ly valuable.

Make personal investments of
time and money. In their book Immu-
nity to Change, Robert Kegan and Lisa
Lahey suggest that people who take
ownership of their development will be
able to answer the question, “What is
the one thing you are working on that
will require that you grow to accomplish
it?” They also will be able to explain how
they are working on it, who else knows
and cares about it, and why this compe-
tency matters to them.

THEY STRETCH

THEMSELVES.

Many researchers, including Andy

Molinsky of Brandeis Interna-
tional Business School, have suggested
learning only takes place when people
move beyond their comfort zones and
into learning zones where they acquire
new knowledge and practice new skills.
After they develop proficiency in these
new areas, their learning zone becomes
part of their comfort zone—and they can
stretch themselves into a new learning
zone once again.

‘When people are engaged in tasks
within the learning zone, they are
exposed to risk and stress. Harvard
psychologists Robert Yerkes and John
Dodson have proposed the Yerkes-Dod-
son Law, which finds a strong relation-
ship between an increase in stress and
the enhancement of performance—but
only to a point. Beyond a certain level, an
increase in stress can cause anxiety and
have a negative impact on performance.
Therefore, it is important for people to
expand their comfort zones with the
right new tasks and at the right pace.

One helpful tool is the S-curve model
of growth and development. In business

terms, the S-curve explains how ideas
and products spread through society—
slowly at first, until the adoption rate
reaches a tipping point, and then with
mounting swiftness. The S-curve busi-
ness model was developed in the 1960s,
but in a September 3, 2012, Harvard
Business Review article, authors
‘Whitney Johnson and Juan Carlos
Méndez-Garcia explore how human
learning follows a similar pattern.

‘Whenever people start new jobs or
take on new responsibilities, they launch
their own S-curves. At the beginning—as
they learn about colleagues, stakehold-
ers, processes, information systems, and
organizational cultures—progress is slow
and they have limited impact in their
jobs. Then they reach an inflection point,
gaining competence and confidence in
their new roles, quickly accelerating
their abilities, and having a progressively
greater impact on the business. After
they’ve been in their roles for a certain
amount of time, they reach the upper
flat part of the S-curve, losing the sense
of excitement in the role, stalling out in
their personal development, and reduc-
ing their impact on the business.

At McKinsey, we use the S-curve
model to support our learning and de-
velopment agenda, as well as the career
progression of consultants and partners
globally. We know that if people con-
tinue to stay in roles where they are no
longer emotionally charged and motivat-
ed, their performance will stall.

We also know that a number of
barriers might hinder them from
stretching, thus preventing them from
unlocking their full potential. For
example, a low level of self-confidence
can have a huge negative impacton a
person’s ability to grow or learn. In his
book The Confidence Gap, Russ Harris
writes that low self-confidence can
be caused by a combination of harsh
self-judgment, excessive expectations,
apreoccupation with fear, and a lack
of experience.

To help workers build what we call
“authentic professional confidence,”





https://impact.stevens.edu/

McKinsey uses an emotional flexibility
model in which we encourage people

to practice mindfulness, define their
purpose and values, commit to action,
practice self-compassion, defuse ten-
sion, and learn acceptance. Armed with
confidence, they can continue to stretch
and grow throughout their careers.

THEY BUILD THEIR PERSON-

AL BRANDS AND NETWORKS.

‘We all create our own person-

al brands that differentiate us
from co-workers and competitors. Key
elements of a personal brand include a
clear value proposition, a personal story,
authenticity, expertise, consistency,
visibility, and connections.

In their book Leadership Brand, au-

thors Dave Ulrich and Norm Smallwood
describe five steps people should take

The Search for Meaning

PASSION

to shape their brands: Determine the
results they want to achieve in the next
year, decide what they wish to be known
for, define their identities, construct and
test their personal brand statements,
and make their brand identities real.

In the future, people will need to re-
brand themselves multiple times during
their careers as they develop different
skill sets and play new professional
roles. Many will earn additional creden-
tials from online vendors such as Cour-
sera, edX, Linda.com, and Udemy—all of
whom offer digital badges that individ-
uals can post on their social media sites.
Thus, these badges become part of each
individual’s brand, and social networks
become a way for workers to extend
their brand reach.

Social networks also can be useful
when workers are looking for jobs. In an

IKIGAI

PROFESSION

VOCATION

The Japanese concept of /kigai—In which people determine what makes life worth living for
them—can help Individuals decide what kind of work they should pursue In order to be fllled
wlth passlon and purpose. Source: Iklgal by Héctor Garcla and Francesc Miralles
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August 21, 2015, article in the Financial
Times, John Gurskey of Melbourne
Business School suggests that hir-

ing managers often reach out to their
professional networks before they even
advertise ajob opening.

In addition, social networks are valu-
able because they help individuals stay
informed, make them more innovative,
encourage them to learn new things, and
act as sounding boards, says INSEAD’s
HerminiaIbarrainan April 18, 2016,
piece in the Harvard Business Review.
The most useful networks, write Karie
Willyerd and Barbara Mistick in the book
Stretch, are diverse ones filled with peo-
ple who can provide different connec-
tions, insights, and career opportunities.

THEY DO WHAT THEY LOVE.

Apple visionary Steve Jobs once

said, “Your time is limited, sodon’t

waste itliving someone else’s life. ...
And most important, have the courage to
follow your heart and intuition.”

People will spend eight or more hours
a day at work for the 40 or 50 years of
their careers. It is essential that they
do what they love, because work has
such a huge impact on their health and
well-being. In his book What Makes Life
Worth Living?, Gordon Mathews of the
Chinese University of Hong Kong de-
scribes the Japanese concept of ikigai,
which translates to “areason for being”
or “alife worth living.” It encompasses
all elements oflife, including work, hob-
bies, relationships, and spiritual beliefs.
Mathews believes that when people dis-
cover their ikigai, they find satisfaction
and meaning in life.

But ikigai can be even more power-
ful. In a 2008 article in Psychosomatic
Medicine, Toshimasa Sone and co-
authors studied more than 43,000
Japanese adults and found that the
risk from all-cause mortality was
significantly higher among those
who did not find a sense of ikigai.

The Japanese believe that people can
achieve ikigai by answering four ques-
tions, which can be found in the book
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WHAT DO YOU LOVE? WHAT DOES THE
WORLD NEED? WHAT CAN YOU BE PAID FOR?
WHAT ARE YOU GOOD AT?”

Ikigaiby Héctor Garcia and Francesc
Miralles: What do you love? What does
the world need? What can you be paid
for? What are you good at? Individuals
will identify their ikigai at the intersec-
tion of these insights.

Not everyone will find ikigai at the
workplace. For instance, one person
might see work simply as a job; he is
motivated by financial rewards and has
the goal of buying material objects. A
second person is seeking a career; she is
motivated by the desire for success, and
her objective is to achieve tangible mile-
stones. But the person who considers
work his calling will find it brings him
tkigai. This person is motivated by the
work itself, because it brings him deep
personal satisfaction.

Although organizations have a great
responsibility to provide a context for
meaning, those who want to be satisfied
in their jobs need to take steps to create
a calling for themselves. Lifelong learn-
ers will constantly refine their skills as
they look for new ways to stay engaged
in and passionate about their work.

THEY STAY VITAL.

Finally, the most successful indi-

viduals will be those who make ita

priority to stay healthy by paying at-
tention to exercise, nutrition, relaxation,
and sleep. Sleep is much more important
for learning than many people realize.
It has a huge impact on our ability to
acquire and retain knowledge, and it also
can affect attention, concentration, cre-
ativity, development of insight, pattern
recognition, decision making, emotional
reactivity, socio-emotional procession,
and the ability to develop relationships
of trust. All of these abilities are neces-
sary for tomorrow’s workers.
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B-SCHOOL IN THE DIGITAL AGE
Iflifelong education becomes standard
operating procedure for the Fourth
Industrial Revolution, business schools
will have a tremendous opportunity to
serve awide variety oflearners.

Undergraduates and graduates will
need to develop solid digital and busi-
ness analytics competencies, and they
will expect to find the relevant courses
as core parts of the business school
curriculum. But in addition to polishing
the skills that will help them work with
machines, they will need to develop
the competencies that are unique to
humans, such as creativity, critical
thinking, problem solving, teamwork,
and the ability to influence others. Just
as important, they will need to learn how
to learn so they can continue to master
new skills as needed.

Alumniwill return to their alma
maters when they want to upgrade their
skills or acquire the expertise that will
enable them to transition to new fields
and stay employable throughout their
careers. As the shelf-life of knowledge
continues to decline, alumni will look for
courses on the latest business knowledge.

Organizations will partner with
institutions that can deliver the skills
their employees need and want. In the
future, organizations are likely to find
that they can only keep the best employ-
ees ifthey create “learning cultures”
that offer workers ongoing development
opportunities.

Not all learners will be looking for
two-year or four-year degrees. Some will
want quick, just-in-time courses; others
will gravitate toward short, stackable
certificate programs; and others will look
for convenient online or blended courses.

But every type of student will expect

business schools to deliver learning
excellence. One way schools can achieve
this is by designing programs that draw
oninsights from the field of neurosci-
ence, which examines how people learn
and change behavior. For instance, we
know that all learning has an emotional
base; focused attention is key; spacing,
repetition, and sequencing of knowledge
accelerate memorization; active engage-
ment of the learner is a necessary con-
dition for learning; and a person’s ability
to learn is improved by sufficient sleep,
healthy nutrition, and mindful practices.
Other learning research suggests that
students learn best in flipped class-
rooms where they collaborate in teams,
process new knowledge, and practice
skills. We also know that learning excel-
lence is facilitated by faculty who create
stimulating learning environments,
provide personalized mentoring, and
deliver inspirational classes.

Ifbusiness schools don’t offer the
environment and the opportunities that
learners want, all of these learners will
look for alternate educational provid-
ers. Like corporations and like workers
themselves, business schools must be
prepared to adopt rapidly changing tech-
nology, adapt to economic disruptions,
and reinvent themselves as needed if
they want to prosper during the 21st
century of work. O

Nick van Dam is partner, the Global
Chief Learning Officer, and a client advi-
sor at McKinsey & Company; he is based
in Amsterdam, the Netherlands. He is
an adjunct professor in the executive
doctoral program for chief learning of-
ficers at the University of Pennsylvania
in Philadelphia; he is also a full professor
of corporate learning and development
at Nyenrode Business University in
Breukelen, the Netherlands. He serves
on the corporate advisory board of edX
and is a board member of AACSB and
ICEDR, a global HR consulting firm. He
s founder of e-Learning for Kids, which
provides free digital learning to elemen-
tary school children.
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DEFYING

BY SHARON SHINN
ILLUSTRATION BY JOEY GUIDONE

DISRUPTION

WITH DIFFERENTIATION

UC Berkeley’s Rich
Lyons reviews today’s
disruptors to higher
education—and
tomorrow’s strategies
to keep business
schools relevant.
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WHAT FORCES ARE DISRUPTING the man-
agement education industry? How can
business schools remain relevant when
new technology and new competitors
pose challenges from all sides?

‘We asked those questions of Rich
Lyons, who has been in an ideal position
to observe changes in the education
market during the 11 years that he has
served as dean of the Haas School of
Business at the University of California,
Berkeley. Lyons, who plans to step down
later this year to return to the faculty at
Haas, acknowledges that to stay relevant
in the future, schools will need to take
advantage of the innovations offered by
the latest edtech. But he’s also convinced

that only the schools that differentiate
themselves—by the products they offer
and the cultures they create—will con-
tinue to thrive in the face of all the forces
that threaten to disrupt higher education.

What’s one of the first things you
think of when you consider disruptors
to business education over the past
tenyears?
The emphasis on experiential learn-
ing has brought a fundamental shift to
almost every business school, and much
of the experiential learning has been
brought about by the flipped classroom.
Here’s a thought experiment. If we
forced every classroom to be flipped,



if students in every class had already
seen the professor’s lecture, what would
those classrooms look like? How would
those courses be taught? What applied
exercise or case study would be most
useful? A thought experiment like that
pushes faculty into a mindset of looking
even further downstream in terms of
teaching in the flipped classroom.

How is experiential learning incorpo-
rated into the curriculum at Haas?
About eight years ago, we decided that
every student in the MBA program had
to make at least one selection from a
certain category of experiential learn-
ing courses. One is our Clean Tech to

Market class, or C2M, in which MBA
students work with PhD students in
chemistry, engineering, and other fields
to do commercialization analysis on the
basic science being created at the nearby
Lawrence Berkeley National Laboratory.
But many other types of courses
would qualify. Suppose a school ran a
leadership lab in which students were re-
quired to practice ten of the actions that
every leader must master. For instance,
the lab would include a simulation in
which students have to lay off employ-
ees—a task that is always difficult and
that is ever-present in dynamic mar-
kets—while mentors observe and give
them feedback. The mentor would make

comments like, “You lost eye contact. You
didn’t sound earnest. When you said one
thing, it was understood a different way.”

There are so many possibilities that
can be included in the category called
experiential learning.

In many ways, the flipped classroom
has been made possible by another
disruptor—the digitization of content.
Lectures have become durable goods,
and that shift has changed the very
product we're offering. We're entering
the era of “education-as-a-service,”
which parallels the “software-as-a-
service” era in business.

In the “education-as-a-service”
model, students can reconnect

with their schools virtually to take
advantage of ongoing educational
opportunities. But does the ease of
attending a virtual campus disrupt

the value proposition of the brick-
and-mortar university?

I think the flexibility that digital delivery
gives people is really valuable, especially
for working professionals who are al-
ready at the limit of what they can juggle
in their lives. But it’s always valuable to
have people come to campus. That’s one
of'the things we’ve learned. It’s hard for a
100 percent digital educational experi-
ence to capture some of the important
relational elements. Many of the schools
that offer online MBAs still bring people
together at the beginning to build rela-
tional capital on the front end, and that
capital is useful throughout the program.

The digitization of content also has
the potential to be a huge disruptor
for schools that draw primarily from
local markets. How can these regional
schools continue to compete with top
schools that use online programs to
attract students from anywhere

in the world?

Regional schools need to get even sharp-
er in their own value propositions. They
can make it clear that they have decades
of relationships with all the firmsin
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| SEE A TREND COMING TO BUSINESS
SCHOOLS WHERE WE SEPARATE OURSELVES
COMPETITIVELY BASED ON OUR CULTURE
AND OUR VALUE PROPOSITIONS.

the area and that they can provide job
opportunities that other schools would
have trouble delivering. But I think that
sort of competitive response by local
schools needs to be better articulated,
and it will still be an upward battle for
some of the players.

One way these schools can achieve
competitive separation is by creating
deeply integrated programs that feature
real synergies and new content. They can
start by assessing the assets they have.
For instance, Berkeley is strong in STEM
fields and it’s in Silicon Valley, so our
opportunities were staring us in the face.

Highly integrated joint degree
programs are disruptors in the
education market because they

allow one school to offer a product
other schools can’t match. What has
been your strategy for creating such
programs at Berkeley Haas?

We've been asking, “How do we create
deeper connections between business
and STEM fields in ways that bring more
benefits to society?” We justlaunched a
dual degree program for undergraduates
called Management Entrepreneurship

& Technology, or ML.E.T. It’s a fully inte-
grated program in which we’re coding
engineering and business into the brains
of 19-year-olds at the same time.

‘We built in all kinds of synergies and
launched brand-new classes specifically
for this program. For instance, a senior
executive at Google suggested a course
on product management because he said
that product managers—people who can
drive a business and understand how
it’s going to evolve technically—are the
scarcest human capital they have at Goo-
gle. One of our alums suggested a course
simply called “Lean,” which integrates
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the concepts of lean engineering with the
methodology of lean entrepreneurship.

What other fields would work well for
thesekinds of joint business degrees?
We're considering how we might create
something like the M.E.T. program in
fields like chemistry, life science, data
science, and health science. We could
offer one suite of programs at the under-
graduate level, and one at the MBA level.
I recently worked with the dean of
the College of Chemistry to create a
short video on my iPhone that we sent to
all the chemistry freshmen, letting them
know what courses they should take
in the next two years if they wanted to
graduate with degrees in both chemistry
and business. In the past, we've had one
or two people pursuing dual chemistry
and business degrees, but we think we
should have 15 or 20. We're already
thinking about what kinds of courses we
could develop for this subset of people
and what kinds of connections we need
to make with companies who would
want their specific talents.

How can schools use these intensive
joint degree programs to differentiate
their offerings?

When we launched the ML.E.T. program,
one of our alums, Tim Campos, suggest-
ed we revise our admission letter to say,
“Congratulations! You've just been ad-
mitted to Haas, and your M.E.T. mentor
is Tim Campos, CIO of Facebook.” We'd
been talking about our admissions letter
because many of the people we're trying
to attract have also gotten into other
terrific universities. By dialing them into
the mentoring network right from the
beginning, we can develop the MLET.
brand and differentiate our product.

So one way business schools can
survive the current disruptors is to
differentiate themselves by the
products they offer. How else can
schools set themselves partin
today’s market?

I think they can do it by taking a stand
on values. How can a school make its
values distinctive in ways that its
competition can’t? Can it become
distinguished by its culture? If you
ask CEOs how much time they
spend managing the culture of their
organizations, you'd have a hard time
finding one who would say less than
20 percent. If you ask deans and
presidents of universities the same
question, very few would say 20
percent or more.

I see atrend coming to business
schools where we separate ourselves
competitively based on our culture—
where we put our value propositions
forward in an intentional way. I think
business schools increasingly will
say, “We stand for this. Other schools
stand for that.” As soon as we’ve done
that, we will have true values-based
differentiation.

In the business school industry,
we can consider the admissions
process as roughly analogous to the
hiring process at big companies. If
you ask the leaders at big companies
how they attract talent, many would
say, “We create a culture where people
want to work.” They’re also willing to
say to applicants, “This isn’t a good fit.
We’re not the right company for you.”
A school has to be willing to turn down
applicants with 790 GMAT scores and
3.8 GPAs because they don’t fit with the
school’s values.

At somelevel, I think this differenti-
ation will be forced on schools because
competitive conditions will become so
intense. In a world where flexible, dig-
ital programs allow students to attend
any institution, students will choose
the institutions that stand for what
they stand for and that instill in them
a sense of purpose. O
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courses in blockchain and DLT. One of
the first was at Duke University’s Fuqua
School of Business in Durham, North
Carolina, which has offered Innovation
and Cryptoventures for the last three
years. Taught by finance professor
Campbell Harvey, the course requires
that students earn the entirety of their
grades based on an idea they develop for
applying blockchain technology.

In spring 2017, the Massachusetts
Institute of Technology’s Sloan School
of Management in Cambridge began
offering an independent study and a
revamped course in blockchain and DLT,
on the heels of its own experiments with
the technology. The school’s MIT Digital
Currency Initiative is developing a range
of research on technology driving cryp-
tocurrency platforms.

New courses in blockchain have
launched this spring at the Stanford
Graduate School of Business in Califor-
nia, the Wharton School at the Univer-
sity of Pennsylvania in Philadelphia, the
Said School of Business at the Univer-
sity of Oxford in the U.K., and the Haas
School of Business at the University of
California, Berkeley.

At Berkeley Haas, Blockchain and the
Future of Technology, Business and Law
looks at the technology’s potential im-
pact on arange of industries. Co-taught
by professors from the university’s busi-
ness, law, and engineering schools, the
course can enroll up to 20 students from
each school, who form interdisciplinary
teams to work on blockchain-driven
business plans.

Taylor of ASU is now teaching his first
formal course in blockchain and DLT.
Students with backgrounds in comput-
er science will work with the code that
drives blockchain and smart contracts,
as well as learn the basics of creating
cryptocurrencies. Business students
who aren’t trained as coders will advise
the computer science students on when
blockchain is—or is not—applicable to
particular business database problems.

At Rotman, a new course on block-
chain, taught by Park, will introduce stu-
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What Makes
Blockchain Work?

In a 2017 Deloitte report titled “Blockchain: Trust Economy,”
authors Eric Piscini, Gys Hyman, and Wendy Henry note that
blockchain’s rise reflects the public’s growing willingness to

make decisions based on online reviews and reputation, rather
than more official forms of certification. The disruptive technology
is a natural extension of the growing global trust-based economy,
in which crowdfunding, ride-sharing, and home-sharing have
become commonplace.

“The trust economy developing around person-to-person (P2P)
transactions does not turn on credit ratings, guaranteed cashier’s
checks, or other traditional trust mechanisms,” the authors write.
“Rather, it relies on each transacting party’s reputation and digital
identity—the elements of which may soon be stored and managed
in a blockchain.”

It’s blockchain’s capacity for establishing and maintaining
trustworthy digital identities that makes it so different from the
traditional systems of oversight that exist today. It’s a process of
automated “smart contracts” that rely on three functions:

Blockchain users each have

a digital signature—an
encryption key that is uniguely theirs—that follows them with each
transaction they initiate. Each time it’s linked to a transaction, this
digital signature becomes part of the permanent digital record.

The use of these signatures has led to discussion about the
creation of full-fledged digital identities, which would serve not only
as user signatures, but as a way to verify identity. Called “self-sov-
ereign identities,” this information would be controlled by the user,
rather than any third-party organization, and secured by blockchain
encryption. Organizations dedicated to digital identity verifica-
tion already exist. One nonprofit, the Sovrin Foundation, verifies
identities via a global network of computers. Most individuals gain
access through what Sovrin calls “trust anchors,” which are recog-
nized organizations that have relationships with the users and can
provide identity-affirming information.

When participants initiate a transaction on a

blockchain, that transaction—called a “block”—is
converted into a data algorithm called a “hash.” With each addition-
al transaction, new information is linked to the data comprising the
original hash (hence, the name “blockchain”), forming a permanent,
encrypted historical record of all digital signatures and information
related to each transaction.

Hashes are considered invulnerable to hackers for three rea-

sons. They are permanent; once information is added to a hash it



cannot be changed, only corrected with another transaction. They
are transparent and visible across the entire blockchain, so that any
attempt to manipulate them is immediately apparent to all users.
And they are so complex that hackers would need astronomical
amounts of computing power to crack them—more power than is
generally available in the world.

Once a user initiates a transaction, an
alert goes out to individuals or enti-

ties known as blockchain miners. In cryptocurrency
blockchains, for example, miners use special soft-
ware to conduct what’s called “proof of work.” This
refers to solving a complex mathematical puzzle
related to each transaction—the solution essentially
shows that the user’s credentials reconcile with the
hash. The first miner whose computer software solves
a puzzle, allowing a transaction to go forward, receives a
transaction fee in return. This makes blockchain mining profitable
enough for startups with enough computing power to perform it.

Blockchain’s underlying algorithms are incredibly complex, but
they’re also almost entirely automated, which would be a boon to
efficiency in many industries. Many companies are experimenting
with it in small pilot programs to test the technology’s effective-
ness and gauge the comfort of their vendors and customers. Last
year, for example, a consortium of seven Canadian banks began
testing the use of blockchain and digital identities to streamline
services for their companies. Realtors are exploring distributed
ledger technology to speed up transactions such as attaining title
insurance and conveying deeds.

‘Stillin Its Infancy’

In practice, however, blockchain isn’t ready for widespread adop-
tion, because of four critical limitations:

It uses too much energy. Those who mine current block-
chains make a profit, but they also must use very large computer
systems, which require massive amounts of energy to run. “The
amount of electricity that Bitcoin’s blockchain uses is akin to that
used by a small country,” says Andreas Park of the University of To-
ronto. “Nothing we can currently do using blockchain comes close
to the scale we need to sustain the level of peer-to-peer transac-
tions that occur each day.”

It’s not scalable. Proof of work, via mining, is straightforward,
but the number of blocks that can be processed in this manner
is limited. Bitcoin, for instance, limits the size of any block to just
1 megabyte; but, to maintain security, the system deliberately
makes the proof-of-work puzzles difficult enough that each one
takes a miner ten minutes to solve. As a result, Bitcoin can process
only seven transactions per second, on average; Ethereum can
process 15 transactions per second. Visa, on the other hand, can
process up to 24,000 transactions per second via more technolog-
ically traditional means.

Blockchain researchers are looking into several possible
solutions. One could be to use alternative computing languages
or cryptography to reduce the amount of data distributed ledgers
must store. Another would be to deploy a process called “shard-

ing,” which would save the information in a single database
across many different servers, thereby reducing the
amount of data any one server must store. A third
solution could involve using a protocol that would
conduct the bulk of transactions outside the
system, or “off-chain,” using blockchain only to
confirm transactions in their final phase.
In early January, Canada-based crypto-
currency company Ethereum announced that
it would offer outside programmers subsidies
that range from CAN$50,000 to $1 million to
help it solve the scaling problem. (See “Solutions
to Scale” on page 34.)

It can require too much capital. To work around
scale limitations of proof of work, some companies are experi-
menting with a second protocol, “proof of stake,” by which users
can conduct transactions only to the extent that they have
assets, or “stakes,” in the system—those who commit fraud would
forfeit their stake. To purchase a home that costs $1 million on a
blockchain platform, for example, individuals would have to have
far more than $1 million at stake as a disincentive to commit
fraud. Their ability to use blockchain would be limited by the value
of their assets.

It’s not foolproof. Even though today’s blockchain technol-
ogies are said to be unhackable, large-scale thefts still occur. In
December 2017, hackers took 4,700 hitcoins, worth approximately
US%$75 million, from the bitcoin exchange NiceHash by using the
credentials of one of the company’s own engineers to get into the
system. Also last year, thieves stole a collective $225 million from
Ethereum users through low-tech phishing scams that tricked
investors into sending funds to fake websites.

However, experts point out that such incidents have been due
to the security failures of the users, not the technology. So far, no
hacker has cracked any hashes on or stolen funds directly from a
blockchain platform.

But adopting blockchain-based smart contracts in arenas
beyond cryptocurrencies could be as much about changing mind-
sets as it is about improving the technology. Many people are still
uncomfortable about relying on trust-based transactions without
the oversight of some governing authority, says Park.

For all of the reasons stated above, “blockchain is still inits in-
fancy,” he says. “We’re used to having firms controlling the process
or governments setting the rules. But blockchain is a crowd-based
system—a community—in which all participants make decisions
based on consensus. They agree on the coding language to use,
the protocols to follow. If someone wants to change it, there will
be a discussion. For a change to occur, there must be consensus
among users.”
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dents to the principles of blockchain and
cryptography. Students in the course
will use online blockchain simulators,
which offer visual representations of
blockchain transactions as they occur

in real time.

They’ll also explore how the large
amounts of data exchanged across
blockchains will become sources of
input for cloud computing, machine
learning, and artificial intelligence.
“Blockchain will provide us with far
more data that we can use to make
better predictions about the future,”
says Park.

In addition, Park will familiarize stu-
dents with initial coin offerings, or ICOs,
in which startups are raising funds
through the creation and sale of new
cryptocurrencies, bypassing centralized
financial systems. “An ICO costs next to
nothing and takes half an hour to set up.
Small firms don’t need bankers, lawyers,
or stacks of paperwork to be funded,” he
explains. “ICOs will put direct pressure
on financial institutions to use public
blockchain technology. They could be

the biggest trend to affect the career of
anyone who plans to work in finance.”

BIGGER THAN FINTECH
Many view blockchain as primarily a
financial technology, but its implications
for sectors such as healthcare and gov-
ernment could be just as transformative.
In healthcare, for example, blockchain
could secure patients’ identities in ways
that not only allow their records to be se-
curely accessed by a range of providers,
but also allow the data in those records
to be donated to medical researchers to
improve human health overall—all while
protecting patient privacy.
Governments could use the technolo-
gy to streamline their voting and benefit
application processes. Countries such
as China, Ecuador, Tunisia, and Sene-
gal already have established their own
national cryptocurrencies, with Russia,
Sweden, Japan, and others announcing
plans to launch their own. But perhaps
no government has done more with
blockchain than Estonia’s. The target
of a countrywide cyberattack in April

Learn More About Blockehain

Those who want to delve more deeply into blockchain and distributed ledger tech-

nology might start with the websites below:

the site for the organization that created bitcoin, the first decen-

tralized cryptocurrency.

|BlockGeeks.com|— a comprehensive resource about blockchain, developed by
the founders of the Canadian cryptocurrency startup Ethereum.

blog.Ethereum.org  blog posts that explore issues related to the Ethereum

Project, an initiative benind the creation of Ethereum and its cryptocurrency, which
nouis engaging in fuirther deyelopment of blockchain technology.

blog.sweetbridge.com t a blog exploring the impact of blockchain hosted by

Sweetbridge, a network of blockchain experts. Founded by Todd Taylor of Arizona
State, Sweetbridge is now owned by Dash, an Arizona-based digital cryptocurrency

e-Estonia.com

< ISV ottt ora t

company and a partner to the ASU Blockchain Research Lab.

Estonia’s online portal, which outlines its blockchain-driven
detHers-Hratare-He basis of its governmental functions.

Sovrin.org -|the site for the Sovrin Foundation, a nonprofit that allows individu-

alstovertfyamdstore their identifying information, which they then control to gain

entry into public blockchain platforms.
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2007, Estonia and its leaders now rely on
blockchain to offer greater security for
its systems, including those related to
citizens’ identification, health, and vot-
ing records, as well as governance and
small business registration. The country
even has set up a system of “e-residen-
cy,” in which noncitizens—especially
entrepreneurs—can be issued digital IDs
that allow them access to alimited set of
Estonian governmental services.

As more nations adopt blockchain,
the global regulatory environment will
change dramatically, says John Jacobs, a
former NASDAQ executive who helped
launch a bitcoin-based exchange-trad-
ed fund. He is now with the Center
for Financial Markets and Policy at
Georgetown University’s McDonough
School of Business in Washington, D.C.
At Georgetown, Jacobs explains, faculty
and students are studying blockchain
not just from the perspective of financial
professionals, but from that of policy-
makers and regulators.

The center has partnerships with
the D.C.-based Chamber of Digital
Commerce, whose mission is to drive
regulatory policy related to blockchain
and DLT. With the chamber’s participa-
tion, the center holds an annual national
summit on blockchain. It also sponsors a
blockchain incubator and works closely
with Georgetown’s McCourt School
of Public Policy and Georgetown Law
on research projects that explore the
implications of DLT to the regulatory
environment. These projects are looking
closely into social issues surrounding
gender and poverty—how, for instance,
distributed ledger technology could pro-
vide the world’s unbanked populations
access to financial systems via mobile
money platforms.

“When many people are first ex-
posed to blockchain, the first thing they
think of is bitcoin,” says Jacobs, who is
teaching his first course in blockchain
to undergraduates this spring. “But the
applications for distributed ledger tech-
nology go far beyond financial services.
That’s one reason we wanted to offer our
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https://e-estonia.com/
https://sovrin.org/
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IF YOU’RE LISTENING, you can hear them:
the distinct sounds of change emanat-
ing from the graduate management
education (GME) community. They’re
the sounds of disruption, fragmenta-
tion, and segmentation, which so often
are the precursors to innovation and
regrowth. Within this rising noise,

you can hear the voices of millions of
people in emerging markets seeking the
life-changing opportunities offered by
management education—and demand-
ing innovation in location, program
design, delivery, and technology.

At the Graduate Management Ad-
mission Council (GMAC), we publish
the Graduate Management Admission
Test (GMAT)—but we also listen to the

market. We survey potential GME can-
didates, current students, alumni, and
corporate recruiters to compile global
statistics on who is pursuing manage-
ment education and why. Our most
recent numbers tell us that management
education is both more popular and
more fragmented than ever before. We
assess that every year up to two million
people enter the GME market, defined as
postgraduate programs in management,
business, commerce, or administration.
Currently, candidates can apply to more
than 16,500 programs and institutions.
We are finding that the business de-
grees that students pursue today vary de-
pending on where they are in their own
career life stages, what’s happening in

HANGE

the globalized economy, and what chang-
es have occurred in the business cycle.
The MBA remains the most sought-after
graduate management degree, but it
no longer represents the only path to suc-
cess. GME is no longer “one size fits all.”
We believe this is a sign of revitaliza-
tion in the GME market. It is an axiom
of business that as markets mature,
they segment; and as they segment, they
niche. Therefore, the market forces a
sharper focus on customers and their
specific needs, and this is exactly what
we are seeing in GME. At GMAC, we
have an opportunity to view both stu-
dent demand and institutional supply
at the global level. Through this lens, we
see three key points.
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GLOBAL DEMAND IS

UP FOR THE MBA.

According to our research, reports of

the demise of the two-year full-time
MBA are greatly exaggerated. It’s true
that there are declining application vol-
umes in the U.S. and that some schools
have shuttered their MBA programs.
These facts lead some people to believe
that the traditional MBA has run its
course. They say the cost is too high,
the ROI is uncertain, and the MBA will
be replaced by shorter programs that
produce job-ready graduates.

But we believe this conclusionisa
misinterpretation of underlying trends.
Globally, demand for the MBA is as
strong as ever. A 2017 GMAC survey
of 329 MBA programs showed that
aggregate application volumes increased
by 6 percent over the previous year. A
separate study of alumni taken in 2017
showed that eight out of ten graduates
rated their MBAs as excellent or out-
standing. Furthermore, Net Promoter
Scores—which subtract the number of
“detractors” from the number of “pro-
moters” of any product or service—were
in the 50-point range for MBA programs.
On both measures, U.S. schools led their
European and Asian counterparts.

Why then the angst over the MBA?
The short answer is that there have
been changes in demand and supply.

While global application volumes grew
by 6 percent in 2017, applications to
U.S. schools—44 percent of the total
application volume—declined by 1.4
percent. Furthermore, applications to
U.S. schools with class sizes under 200
declined by 11 percent. Those decreases
are almost exclusively driven by the
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choices of international students and
an interplay of these forces:

of quality
education and jobs in other regions. In
2000, there were no Asian programs
ranked in the Financial Times top 40.
Last year, there were eight.

about the U.S.
as a study destination. Multiple surveys
taken from the fall of 2016 through the
fall of 2017 show that, since the Trump
administration took office, four in ten
potential students have reconsidered
pursuing degrees in the U.S.

that provide more

choices. Recently launched programs
in countries such as Germany, Spain,
Singapore, and Japan are providing
candidates with broader opportunities.
Our application trends research shows
that MBA application volumes grew by 3
percent in Europe, 6 percent in Canada,
and 13 percent in Asia.

These shifts have driven significant
changes in some MBA programs. For
instance, in late 2017, the University
of Towa’s Tippie College of Business in
Iowa City announced it was closing its
full-time two-year MBA program, a story
that’s been widely shared. What’s been
reported less often has been the growth
in international programs. For instance,
in 2015, Said Business School at the Uni-
versity of Oxford in the U.K. increased

its cohort of full-time MBA students by
just over 40 percent. Within the past two
years, Cambridge Judge Business School
in the U.K. has increased its class size by
30 percent. In 2017, the Indian School

of Business in Hyderabad admitted its
largest class. And Fudan University in
Shanghai is building a new campus to

accommodate the enrollment of 400 new
MBA students within the next two years.

For every program closing in one
part of the world, we routinely see new
ones opening or expanding in other
regions. At GMAGC, our position is that
the MBA is far from being in decline.
Globally, growing numbers of students
are pursuing MBAs. The question to ask
is whether the traditional hegemony of
U.S. institutions might be in peril.

DEMAND FOR FULL-TIME
PROGRAMS IS REVERTING
TOITS SELECTIVE ROOTS.
Driven by brand, size, and rank,
demand for MBA programs in the U.S.
is showing great variation by institu-
tion. While overall application volume
to full-time two-year MBA programs in
the U.S. declined last year, applications
to large programs with 200 students or
more grew by 4 percent on the back of
stronger domestic demand. There is a
significant correlation between large
class size and high rankings, and we
conclude that students are signaling the
importance they place on brand value.
These larger, more recognized programs
accounted for two-thirds of the total
application volume in our sample.
Given this background, it’s not sur-
prising that some schools are changing
the mix of their offerings. As adminis-
trators realize that they are losing out
to competitors with broad national and
international audiences, they are focus-
ing instead on those that serve regional
or functional constituencies—areas
where they have competitive differenti-
ation. This might mean they pour more
resources into programs aimed at under-
graduates, part-time students, or those
interested in pre-experience master’s
degrees—which leads to our third point.

PRE-EXPERIENCE MASTER’S

DEGREES ARE NOT SUBSTI-

TUTES FOR MBAS.

These two GME degrees are not
interchangeable, because they serve
distinctly different market segments for
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students in different life stages. A pre-
experience degree—also known as a mas-
ter in management (MiM), an MS in man-
agement, or an MA in business—helps
launch a career, while an MBA is designed
to accelerate a career. GMAC research
shows that MiM candidates are distinctly
younger and have less work experience by
an average of 3.5 years. They also start out
at lower places in the corporate hierar-
chy—55 percent of them are in entry-level
positions, while only 13 percent of MBA
candidates hold such jobs.

Most telling is how they differ in long-
term earnings. Over a period of 20 years,
European MiM graduates earn less than
their MBA counterparts by a cumula-
tive €1.1 million (US$1.28 million)—a
difference of 48 percent. The gap is only
26 percent in the U.S., where master’s
degree programs tend to attract older,
more experienced candidates. Our sur-
vey data shows that program satisfaction
is also much lower for MiM graduates,
only half of whom rate their experiences
as excellent or outstanding.

It’s also worth noting that nearly 20
percent of MiM graduates indicate an
interest in going back to school at a later
date. Globally, one in five candidates
for graduate business programs holds a
prior master’s degree.

Taken together, these statistics offer
an opportunity for schools to refine their
marketing messages and use different
tactics to target candidates at different
life stages. Schools can promote the ben-
efits of pre-experience MiMs to younger
candidates, then approach them a few
years later with information about the
MBA or EMBA.

But the data also provide warning sig-
nals about the future of MiM programs.
Historically, global demand for these
programs has been anchored in two dif-
ferent demographics—domestic students
in Europe who could attend schools all
over the region after the Bologna Accord
0f1999, and Chinese students who were
interested in studying internationally.
Numbers for the first group continue
to hold steady, but they’re dropping for

44 BIlzEd MARCH | APRIL 2018

THE MBA REMAINS THE APPROPRIATE
CHOICE FOR MANY, BUT NOT FOR EVERYONE.

the second group as Chinese schools
evolve and students choose to study in
institutions closer to home. Between
2016 and 2017, applications to the same
160 master’s programs that we surveyed
had declined by 8 percent—largely due to
softer demand from Chinese students.
Webelieve this is a harbinger. Over
the past five years, the number of mas-
ter’s programs accepting GMAT scores
grew by 24 percent, while the number
of candidates sending GMAT scores to
such programs declined by 18 percent.
These two sets of indicators may be
signaling that supply of such programs is
exceeding candidate demand for them.
This could be a warning sign for schools
rushing to introduce new programs.

‘CENTURY OF THE INDIVIDUAL’
One longtime observer of the manage-
ment education market is Dipak Jain,
former dean of the Kellogg School of
Management at Northwestern Univer-
sity in Evanston, Illinois, and current di-
rector of the Sasin Graduate Institute of
Business Administration at Chulalong-
korn University in Bangkok, Thailand.
When Jain spoke at a recent GMAC con-
ference, he discussed historical changes
to the business world that have shaped
and will continue to shape management
education. He described the 19th centu-
ry as the era of the nation-state and the
20th century as the era of organizations.
He then predicted that the 21st century
will be the century of the individual and
the entrepreneur.

Business schools don’t need to teach
every student to be an entrepreneur.
But we in the graduate management
community need to think like entrepre-
neurs. We need to stay very close to the
market, recognize when and how quickly
to adapt curricula, understand the needs
of the individual, and continue to evolve
program offerings.

Above all, we must be sensitive to
market shifts and be prepared to shift

with them. U.S. schools, which tradition-
ally have been leaders in GME, currently
face some of the most intense challenges
as supply follows demand to the East.
Many U.S. schools might have to choose
between two extremes. They can develop
ahyper focus on regional needs in terms
of program content, duration, and career
services. Or they can become truly global,
perhaps by adopting the EMBA model of
forging international partnerships where
students immerse themselves in other
cultures for extended periods. A generic
middle ground may be unsustainable.
Schools around the world must con-
tinue to evolve. They must meet needs
that are both global and local, must
launch careers and accelerate them,
and must adapt to the life stages of the
individual. The MBA remains the appro-
priate choice for many, but may not be
the right format for everyone. At GMAC,
we are undertaking research that will
help us understand candidates from a
longitudinal perspective so that we can
speak to them wherever they are in their
career journeys. If one size no longer fits
all, it behooves those of us in manage-
ment education to segment offerings by
candidates’life stages, define market
positions, differentiate ourselves from
the competition, and deliver value. After
all, we teach our students to do the same.
We're listening to the sound of the
marketplace talking and the sound of
the future calling. O

Sangeet Chowfla is president and CEO

of the Graduate Management Admis-
sion Council (GMAC), an association of
business schools worldwide and owner

of the GMAT, NMAT, and Executive As-
sessment exams. GMAC is headquartered
in Reston, Virginia, and has offices in
London, New Delhi, and Hong Kong.

A For a recent paper on the role of the
master in managsmentinglobal business
education, visif gmac.com
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THE NEW
FACES (OF
“NTORING

TRADITIONAL MENTOR/MENTEE RELATIONSHIPS consist

of veteran executives providing counsel and guidance
to younger employees who want to succeed in their
careers. But those traditional relationships aren’t
always as effective for women, minorities, younger
employees, and workers from outside the U.S. Here, two
professors examine why mentoring is important, how
nontraditional mentoring works—and why alternative

paths can sometimes be the best ones to follow.
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Learning how mentoring relationships work by studying
commonalities and differences across cultures.

BY AARTI RAMASWAMI

Do you have a mentor?

Often when I ask students or execu-
tives that question, I get puzzled looks
from people who are confused about
what a mentor is. Unless people have
been formally paired with mentors in
the past, many find it hard to recognize
that mentoring can come in various
forms and sometimes may not even be
identified as “mentoring.”

In my own career, I have had awide
range of mentoring experiences. Having
been mentored by professors and profes-
sionals in both India and the U.S., I have
seen firsthand the commonalities and
differences in these relationships across
cultures. This has sparked my interest
inunderstanding mentoring models
to determine why some situations are
positive and why some are not.

MENTORING AND ITS BENEFITS
To be able to explain to individuals and
organizations why mentoring is so im-
portant, I often first must explain what
it is. Mentoring is an intense reciprocal
development relationship that tradition-
ally is fostered between a senior, more
experienced individual and a junior, less
experienced individual. Another form of
mentoring can be found in peer or buddy
programs, which schools and organi-
zations use to help socialize and coach
students or employees.

In business settings, mentoring
fosters employee development, which
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helps companies improve quality, retain
key workers, and meet the challenges

of a complex global workplace. Mentor-
ing also helps create a developmental
culture within the organization, which
again influences employee commitment
and retention.

The vast research on mentoring
suggests that it is associated with
subjective and objective indicators of
success, including salary, promotion,
career satisfaction, and work-life bal-
ance. Indeed, mentoring can influence
the three key levers of job performance
and career success: ability, motivation,
and opportunity.

Mentor support for protégés is
typically classified under the two
broad categories of career support
and psychosocial support. As career
supporters, mentors help mentees build
their competencies and their networks
by acting as coaches and sponsors,
providing challenging assignments,
and exposing protégés to high-visibility
professional situations. As psychosocial
supporters, mentors serve as role mod-
els and provide acceptance, confirma-
tion, friendship, and counseling. These
interactions help mentees become more
efficacious at work, clarify their profes-
sional identities, and determine their
career paths.

In my own research with George
Dreher of Indiana University Bloom-
ington, we show how mentorship—and

its various components, such as spon-
sorship, coaching, and role modeling,
for example—can result in five broad
positive outcomes. It enhances men-
tees’ human capital, thereby improving
their job performance. It enhances their
movement capital as they learn about
job opportunities. It enhances their
sociopolitical capital and signals to key
decision makers that they fit the job and
the profession. It gives mentees path-
goal clarity by helping them understand
how to realize their career aspirations.
Finally, it enables mentees to gain values
clarity by reflecting on their profession-
al identities and their career goals.

MENTORING FOR WOMEN
Mentoring can enhance career success
for anyone, but it might be especially
important for women in traditionally
male-dominated industries. Mentoring
can help women attain their highest
professional goals and can help orga-
nizations fully leverage their diverse
talent. In my research, I've observed that
senior-male mentors have a stronger
positive influence on the salary and ca-
reer satisfaction of female protégés than
on male protégés.

But not all women—and not all cul-
tural groups—benefit the same way from
mentoring. For instance, in studies I've
conducted with managers and pro-
fessionals in Taiwan and the U.S., I've
found that gender, marital status, and
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PEER MENTORING

Peer mentors are especially important for building diverse
waorkforces, but their potential remains largely untapped.

BY AUDREY J. MURRELL

While mentoring is a powerful tool for
developing all individuals and leaders,
it can be particularly useful in support-
ing diversity and inclusion. Research
shows that individuals who have access
to mentoring will experience better
career and personal outcomes. How-
ever, we often only focus on traditional
one-to-one mentoring where a more
experienced or higher-status individual
shepherds along a less-experienced
mentee. While these traditional or
hierarchical mentoring relationships
have benefits, more diverse mentoring
approaches can have an even broader
impact. Peer-to-peer mentoring can

be especially useful as organizations
become less structured and more net-
worked, flat, and dynamic.

Peer or lateral mentoring relation-
ships are valuable for four reasons.
First, peers can provide job-related and
technical knowledge, much of it learned
from personal experience; this is the
kind of knowledge that usually is not
covered in the formal material distribut-
ed within the organization or by a tradi-
tional mentor. Second, peer mentoring
relationships suit the expectations of
millennials and emerging generations
who have less traditional views of posi-
tion, status, power, and hierarchy. Third,
iftraditional mentors are lacking, peers
can be used to fill the gap. Finally, peers
often are more readily available and ac-
cessible than traditional mentors. This
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is particularly important for women and
people of color who frequently report
not having access to mentoring within
the organization.

‘Women and minorities can particu-
larly benefit by seeking out mentoring
relationships with three types of peers:

Informational peers. These mentors
provide career advice as individuals
learn the organization, develop their
knowledge, or prepare for leadership
roles. These peers are important not be-
cause of their titles or status within the
organization, but because of the knowl-
edge they possess.

Throughout my own career, I have
found these mentors to be some of my
most valuable resources, especially
whenever I’'ve moved into new positions,
departments, or organizations. My in-
formational peers helped me learn about
the organization and its culture and gave
me a great deal of additional information
that could not be found on the compa-
ny’s website and was not shared by a
boss. Informational peers often reduced
my learning curve, which accelerated
my overall impact. And because I felt we
were at an equal status within the orga-
nization, I felt less anxiety about sharing
my lack of knowledge about certain
things with peer mentors than I did with
traditional mentors.

For instance, when I took on the role
of associate dean for the Pitt Business
undergraduate program at the Univer-

sity of Pittsburgh, a number of informa-
tional peers were extremely helpful to
me during my transitional period. They
provided support and knowledge about
my new administrative responsibilities
that I could not have gained through my
previous faculty role alone.

Collegial peers. Unlike information-
al peers, who can be founts of knowl-
edge, collegial peer mentors provide
emotional support, share career-specific
knowledge, and help individuals build
crucial skills. Some of that social sup-
port and general career advice is similar
to what individuals could receive from
close friends and family members, but
collegial peers also create opportunities
for mutual support and mutual personal
and professional development. That’s
particularly true when collegial peers
are in similar roles or professions.

By turning to collegial peers, work-
ers also avoid anxiety that could arise
from sharing certain information with
hierarchical mentors. For example, I
have coached individuals who have told
me that they are unwilling to disclose
their skill development needs to hier-
archical mentors because they feared
that information would be used against
them in future performance reviews.
However, they felt a sense of trust and
psychological safety with their collegial
peer mentors, so they could seek advice
without fearing that they would suffer
negative future consequences.
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your turn

Two Takes on Tech

WHEN IT COMES TO TECHNOLOGY, DO B-SCHOOLS GO TOO FAR
OR NOT FAR ENOUGH? THESE PROFESS0RS DISAGREE

HOW MUCH IS TOO MUCH when it comes to technology
in the curriculum? What do employers value most in
the digital age—the ability to navigate technology or
the ability to think creatively? The two viewpoints
that follow tackle both sides of these questions. On
the one hand, argues the University of Michigan’s
Nigel Melville, organizations suffer when b-schools
pay too little attention to technology. On the oth-

er, counters Dalhousie University’s Rick Nason, if
educators want to prepare graduates to manage the
all-too-human aspects of business, they must keep

technology’s dehumanizing forces in check.
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Putting Tech in
Perspective

BY RICK NASON

The benefits of technology, both inside
and outside the classroom, are great.
But is educational technology crowding
outlearning? More specifically, is it
crowding out the right type of learning—
the type of learning that we need in our
business schools more than ever?

There is no debating that technology
has changed the business school expe-
rience in the last 20 years. As a former
director of corporate training for two
large multinationals in the 1990s, I
had a front row seat for some of the
most novel edtech innovations. Since
then, internet tools have advanced
the feasibility of MOOCs, and online
training sites are leading some poten-
tial students to question the necessity
of the university experience. At the
same time, technology-based corporate
training has become a growing industry
that directly threatens and challenges
business schools; just-in-time, on-de-
mand training seems both convenient
and effective—at least in the short
term. Adding fuel to the fire, technology
is changing the business of business
schools, as well as the role of business
professors, as more courses go online
or are technically outsourced in the
clamor for cost efficiencies.

In this pressure to compete, many
professors believe that they, too, must
adopt the latest in technology not only
to teach more efficiently, but also to be
current with the latest edtech advances.
In this age of the digital student—and
the digital campus—no professor wants
to be seen as the analog Luddite.

But while technology makes lectures
and whole courses appear more relevant,
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more exciting, and more energetic, we
must be wary of the extensive use of
technology for business education. In
particular, we should be concerned about
two fundamental and interrelated issues:

Technology’s focus on fact over
substance. The use of technology
brings with it a bias toward emphasiz-
ing knowledge of facts rather than the
intuition, nuances, and complexities of
application and implementation. But
we know that successful businesses are
not run based on a set of discrete and
immutable “facts.”

Technology’s dehumanization of
the subjects we teach. Technology, by
definition, dehumanizes subject matter,
often subtracting the human element
from business altogether. But busi-
ness is all about human relations and
interactions. For example, while many
business leaders today have educational
backgrounds in STEM disciplines, what
sets the most successful among them
apart is less about their knowledge of
science or engineering, and more about
their ability to implement their ideas
through people.

The irony is that, if business schools
are to produce managers for technology-
driven, knowledge-based businesses, they
need to dial back on technology in their
classrooms. Only then will they be able to
focus on human-to-human learning.

THE REALITY OF ‘MAYBE’
As teachers, we might ask our students
to take low-tech machine-graded tests
or participate in enhanced, comput-
er-based simulations. But for many
such technologies, students proceed on
the premise that they must provide a
right answer or follow the right algo-
rithm. The reality is that few real-world
business problems have concrete and
definitive answers. Business is a com-
plex adaptive system, which produces
patterns that are fundamentally unpre-
dictable and stochastic.

In fact, the answer to business prob-
lems is almost always “maybe”—“maybe

this solution will work” or “maybe that
one will work.” Most business problems
have multiple solutions; the success of
any one of them relies on the flexibility
and management of its implementation.
Technology and digitization are best
suited for fact-based scenarios, with el-
ements that can be codified. This makes
the knowledge of immutable facts a very
low-value commodity. Therefore, if com-
panies valued our business school gradu-
ates only for their knowledge of facts, it’s
highly likely that those graduates would
soon be replaced by more efficient man-
agers of those facts—namely, robots or
artificial intelligence. That would make
the business school enterprise obsolete.
Luckily, we know that companies
value our graduates for their ability to
think, to learn, to question, to create,
to take risks, and to deal with business
environments governed by volatility,
uncertainty, complexity, and ambiguity,
or VUCA. To manage in VUCA environ-
ments, technology is vastly inferior. If
business schools place too much of an
emphasis on technology in their curric-
ula, either implicitly or explicitly, they
don’t just devalue their own product.
They also perpetuate in their students
a bias toward factual knowledge rather
than the ability to think.

UNSTRUCTURED,

LOW-TECH LEARNING

It comes as no surprise, then, that one of
the most successful teaching methods at
my business school is decidedly low-
tech. It’s what we call an “unstructured
simulation,” in which student teams are
asked to play a given role—for instance, a
manager of a company, a member of the
company’s board, an executive from a
potential acquiring company, a con-
sultant, or an investment banker—and
interact with one another in those roles
over the course of two days.

For example, two years ago, we
started one such simulation two days
after Yahoo reported disappointing
earnings results. For the simulation, we

assigned each team arole and provided
it with a break-out room to act as its
headquarters. With that, we allowed the
situation to play out over two days with
little or no direction from faculty. The
only direction we provided them? To
play the roles they were given as realis-
tically as possible over the two days of
the exercise. The students weren’t even
aware of the roles of other teams—they
had to uncover this information as they
networked as part of the simulation.

Initially, this kind of unstructured
experience proves difficult for many
students. They feel as if our instructions
for these simulations are ambiguous, be-
cause they have no direction or rubrics
for what they are to do. The simulation
is not even associated with a specific
class such as marketing or finance. But
our student teams quickly come to em-
brace the challenge, creating a complex
dynamic of competition and coopera-
tion that closely resembles real-world
scenarios. In essence, the student teams
learn to make things happen—just as
they will need to do once they graduate.
Furthermore, they are assessed by a
ranking from their peers—again, just as
they will be after they graduate.

This approach is so simple and
no-tech that outsiders almost always
express skepticism that it could produce
useful learning outcomes. However,
both students and alumni tell us that
this simulation is the most useful learn-
ing experience that they had during
their MBA programs. One student noted
that the simulation proved to be “much
more intense, realistic, and complex
than the classroom.”

By comparison, we also take students
through one or more of the popular com-
puter business simulations. But when
we do, we find that the students often
spend more of their energies trying to
reverse engineer the algorithm under-
lying the computer simulation, using
practice rounds to estimate the equa-
tions and assumptions behind the mod-
els generating the simulation results.
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deas in action

Exit Boomers,
Enter Millennials

STUDENTS DETERMINE WHAT DRIVES KNOWLEDGE SHARING

MEMBERS OF THE BABY BOOM GENERATION, which encompasses the 76
million Americans born between 1946 and 1964, are beginning to
enter retirement. That leaves companies with a problem: How will
they ensure that the knowledge of their most experienced veterans
is passed down to incoming millennial employees? Siemens, a global
manufacturing firm, has taken this question straight to a group of stu-
dents at Clemson University’s College of Business in South Carolina.
Kevin Yates, leader of Siemens’ energy management division in the
United States and Canada—as well as a 1994 Clemson graduate—was
the one who decided to bring the real-world challenge to Clemson’s
Creative Inquiry program. Coordinated by the university’s Watt Family
Innovation Center, creative inquiries involve small groups of students
spending a semester or more working on independent research proj-
ects under the supervision of faculty mentors.
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In spring of 2017, assistant marketing
professor Anastasia Thyroff and asso-
ciate marketing professor Jennifer Sie-
mens (no relation to the company) were
tapped to recruit six students for this
investigation of generational knowledge
transfer. The topic was a timely one,
Thyroff points out. According to a Pew
Research Center study examining pop-
ulation estimates from the U.S. Census
Bureau, 74.9 million baby boomers (51 to
69 years old) lived in the U.S. as 0of 2015,
compared to 75.4 million millennials (18
to 34 years old). “The whole country is
going to go through this,” she says.

The students’ research revolved
around three questions: First, what is the
most effective way to transfer knowledge
between seasoned and novice employ-
ees? Second, how can an organization
implement this transfer across all of its
divisions? Finally, what is the role of
technology in this knowledge transition?

Students spent the first half of the
semester learning to carry out market-
ing research, conduct interviews, run
focus groups, and conduct ethnographic
research. During the second half of
the semester, students each identified
someone from their personal networks
who had either gone through a recent job
transition or who was a recent retiree;
they then traded names to interview
each other’s contacts.

These initial interviews prepared the
students to conduct focus groups with
Siemens employees over the summer,
when they interviewed 41 Siemens
employees who each had either less than
five years or more than ten years of expe-
rience with the company.

Two members of the team were
able to take an even closer look at the
company. Siemens offered summer in-
ternships to seniors Tanner Parsons and
Helen McDowell. McDowell worked in
Siemens’ marketing department head-
quarters in Atlanta, where she collected
broad data about the company. Parsons
worked at a branch office in Tampa,

ILLUSTRATION BY GWEN KERAVAL
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ence. The award recognizes contributions to EMBAC
and EMBA programs worldwide, including efforts to
help other programs, to share best practices, and to
raise the quality of EMBA programs.

African Women Educationalists (FAWE) of Nai-
robi, Kenya, has been awarded the 2017 Al-Sumait
Prize for African Development in the Field of Edu-
cation. The group was recognized for its achieve-
ments in enhancing gender equality and equality
education through targeted programs, which have
impacted attitudes toward girls’ education and in-
fluenced education policies in 33 African countries.
For information, visit www.alsumaitprize.org.

GIFTS AND DONATIONS

The University of San Diego in California has
received a leadership gift of US$20 million from
former Clorox CEO Donald Knauss and his wife,
Ellie. The gift will launch the construction of a new
complex for the School of Business. The new facil-
ity will be located adjacent to the current building,
which will be renovated once the new structure is
complete. The final consolidated complex, which
will be named for the Knausses, is expected to cost
US$67 million, encompass more than 120,000
square feet, and be completed in 2022.

New York University’s Stern School of Business
has established the Fubon Center for Technology,
Business and Innovation, with the support of an
US$8 million endowment gift. The money was
provided by alumnus Richard Ming-Hsing Tsali,
chairman and CEO of Fubon Financial Holding Co.

Startups and the Law

Ltd., as well as by Fubon Financial Holding Co. Ltd.
The center will serve as a hub for cross-disciplinary
collaboration in research and course development.

NEW PROGRAMS

Northern Kentucky University in Highland
Heights began offering an accelerated online MBA
in January. The school is bringing 14 additional
programs online by March, including a bachelor’s
in business administration with concentrations

in general business, global supply chain manage-
ment, management, and marketing.

This winter, the University of Michigan—
Dearborn’s College of Business began offering
a new 15-credit information systems security
minor as a response to the growing digitization
of business data.

The Naveen Jindal School of Management at
the University of Texas at Dallas launched

its bachelor of science degree in human resource
management in fall 2017. The degree combines
business core classes with specialized training in
human resource management.

The Bertha Centre for Social Innovation and
Entrepreneurship at the University of Cape Town
(UCT) Graduate School of Business in South Africa
is offering a MOOC called Innovative Finance: Hack-
ing Finance to Change the World. It is designed to
give social entrepreneurs the financial tools they
need to launch their organizations. This is the
second MOOC from the Bertha Center, and the 11th

San Diego State University (SDSU) in California has partnered with the Univer-
sity of San Diego (USD) School of Law and international law firm Duane Morris
LLP on a new initiative. Students from SDSU’s Lavin Entrepreneur Center at the
Fowler College of Business work with law students from the Entrepreneurship
Clinic at USD School of Law to obtain legal counsel as they establish startup

businesses. Licensed attorneys from Duane Morris oversee each transaction and
provide transactional support for each startup endeavor. The program began in
November. It will feature an annual Duane Morris seminar to teach students in
the Lavin Entrepreneurship Program about the common legal pitfalls of startups.
Additionally, Duane Morris will host legal clinics in its San Diego office several
times a year to help students handle any legal issues that may arise, as well as
offer general legal advice on their business matters.
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from the university, as part of a wider UCT initiative
to develop open learning courses.

The School of Business at the University of San
Diego in California is offering a new 11-month
international MBA (IMBA) degree that allows stu-
dents to study in multiple countries. International
experiences include a required term in Spain; an
international consulting project in Asia, Europe, or
Latin America; and field trips to Mexico.

The School of Business and Economics at Sonoma
State University in Rohnert Park, California, has
launched a hybrid version of its Sonoma executive
MBA in wine business. Offered over 16 months in
both online and face-to-face formats, the program
will be structured in three-month segments of
online case-based learning and faculty mentoring.
Between each online segment, the program will
include four ten-day residential “leadership inten-
sives” in California, France, and Australia.

Kedge Business School, which has locations

in France and Asia, is launching two new MSc
programs in 2018, one on corporate and sustain-
able finance and one on sustainable change, both
to be taught in English. The MSc in corporate and
sustainable finance will include materials that ad-
dress investor accountability and examine impact
factors in investing. The MSc in sustainable change
will focus on teaching students how to create
sustainable change within organizations and how
to understand complex social, environmental, and
economic ecosystems.

The Rady School of Management at the Universi-
ty of California San Diego has launched a master
of professional accountancy degree that will begin
in September. The 50-unit program provides key
educational requirements for candidates seeking
Certified Public Accountant licensure.

COLLABORATIONS

Grenoble Ecole de Management in France has
partnered with the Glion Institute of Higher Edu-
cation, a hotel management school in Montreux,
Switzerland, to offer a dual MBA/MSc in interna-
tional hospitality. The first intake will be in 2018.
The program allows students to earn the double
degree with one year of academic programming
and an additional year of professional experience.
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