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from the editors

Doing the Work
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IN A PREVIOUS PHASE of my career, I earned my “CPF” creden-
tial, a designation given to Certified Professional Framers
who have passed a rigorous exam administered by the Pro-
fessional Picture Framers Association of America. When I
passed the test in the early '90s, I proved that I understood
how to calculate the dimensions of a mat, when to use archival
framing materials, and how to apply gold leaf to a moulding.
After spending more than a decade writing for the industry’s
premier magazine, I could confidently expound on all those
framing-related topics, and more.

The problem was that I couldn’t actually frame a picture.
Imean, I'd tried. I had even spent a week at framing school,
learning the trade. But my mats had uneven margins, and my
frames gaped at the corners. I understood how to frame a piece
of art—I just couldn’t do it.

Today, individuals are not eligible to sign up for the CPF test
until they’ve had at least a year of experience in a frame shop;
those who want to earn the Master CPF designation have to
bring in four framed articles to be examined by a panel of judg-
es, and they have to frame a fifth piece on-site under observa-
tion. In short, they have to prove they can do the work.

Whether the field is framing, medicine, law, or business,
there’s no substitute for intensive hands-on experience. That’s
why so many business schools today have incorporated expe-
riential learning into their curricula. Students have opportu-

nities to consult with clients, interview
end users, identify pain points, devise
potential solutions, and launch enter-
prises. They don’t just read theories
about business; they do the work.

In this issue, we look at a number
of ways business schools are incorpo-
rating experiential learning into their
programs. At the Asia School of Busi-
ness in Kuala Lumpur, for instance,
students spend one third of their time
out of the classroom participating in
“action learning” activities. In “Into the
World,” we detail how they might spend
time at a global corporation conducting
market research or work with an NGO
helping indigenous people develop
sustainable enterprises.

Other schools have their own ap-
proaches. For example, in “Explorations
of Leadership,” we describe how Univer-
sidad de los Andes opens each semester
of its MBA and EMBA programs with
immersion weeks, which send students
out into the community to experience
local initiatives firsthand.

And some schools are giving students
the adrenaline jolt of hands-on expe-
rience without sending them off-cam-
pus. At the College of William & Mary,
the Mason School of Business runs
weeklong simulations every semester.
Students play the parts of company
executives facing a hot crisis or a tough
decision, while faculty and alumni act
as investors and reporters clamoring for
answers. Read more in “Fast Forward.”

I earned a CPF credential almost
entirely because of my theoretical
knowledge of the picture framing field.
But when today’s students earn BBA
and MBA degrees, they’re signaling that
they have more than academic exper-
tise in business. They have experi-
ence—they’ve done the work.

Sharon Shinn
Co-Editor

PHOTO BY LOU BOPP








http://www.ceeman.org/programs-events/imta-international-management-teachers-academy
https://www.gmac.com/
http://annual.shrm.org/
https://aib.msu.edu/events/
https://www.mbacsea.org/
https://www.thecasecentre.org/main/

KICK-START
INNOVATION
ANYWHERE

#1 graduate school in
entrepreneurship for 26 years

— U.S. News & World Report

babson.edu/grad

BABSON
COLLEGE


http://www.babson.edu/grad/

researcn+insients

according to a statement. The briefs are
an effort “to change the conversation
around these out-of-date regulations,”
which leaders from all three organiza-
tions believe could stifle the progress of
students enrolled in online programs.

The reports highlight ways that
academic institutions can run afoul of
policies that do not reflect 21st-century
educational practices. For example, the
authors of “Regular and Substantive
Interaction: Backgrounds, Concerns,
and Guiding Principles” point to the
example of Saint Mary-of-the-Woods
College in Indiana. In 2012, the U.S.
Department of Education (DOE) audit-
ed the institution and determined that
students enrolled in its online program
did not engage in sufficient “regular
and substantive interaction.” The DOE
based its determination on the fact
that students in the competency-based
program did not uniformly engage with
faculty or each other, but instead com-
pleted assignments at their own pace
and used online resources and tutoring
at their own discretion.

Confusion surrounding this case
spurred the DOE to audit other com-
petency-based programs such as those
delivered by Western Governors Univer-
sity. It also called for other higher educa-
tion institutions and accrediting bodies,

]
such as the Higher Education Com-
mission, to more clearly define what
constitutes regular and substantive

interaction where competency-based
TS TIME TO MOVE HIGHER ED POLICY INTO THE 21ST-CENTURY. programs are concerned.
The brief on “State Authorization
Across State Borders” highlights

THREE U.S.-BASED organizations that advocate for the effective use difficulties that arise when students
of technology in higher education recently issued four policy briefs enroll in online programs delivered by
related to U.S. federal regulations. The briefs were produced by the institutions outside their home states.
UPCEA, based in Washington, D.C.; the Online Learning Consortium It points to the hypothetical example of
(OLC), based in Newburyport, Massachusetts; and the Western a student from Maryland who enrolls in
Interstate Commission for Higher Education’s Cooperative for an Arizona university’s online doctor-
Educational Technologies (WCET), based in Boulder, Colorado. al program in physical therapy. The

The UPCEA, OLC, and WCET issued the briefs out of concern university in Arizona “would have to
that current government policy regulating higher education serves evaluate the regulations of the state
a student population “that has not existed for more than 50 years,” licensing board in Maryland in order to
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BY SHARON SHINN
ILLUSTRATION BY INFOMEN

INTO THE
WORLD

WHEN THE FOUNDERS of the Asia School of Business met with business leaders in
Kuala Lumpur to discuss how corporate partners could support the planned new

business school, they faced great skepticism from one potential sponsor.

“He said, ‘Do we really need another business school to turn out more overconfi-
dent, overpaid graduates?’” relates Loredana Padurean, associate dean and faculty di-
rector for action learning at ASB, which was established in 2015 by the Sloan School
of Management at the Massachusetts Institute of Technology in Cambridge and Bank
Negara Malaysia. “He told us that it takes up to two years for an MBA graduate to
truly create value in a company, and that in a global context, cultural adaptation and
integration can be a long-term process. He said, ‘I'm not interested in supporting this
program unless you find a way to narrow down the two-year gap.”

ASB’s founders took that criticism to heart. They focused on designing a curriculum
that would create graduates who were transformative, principled, and market-ready—
and to do that, they made action learning a central part of the MBA experience.

“To develop transformative leaders, we have to create a transformative experi-
ence, so every semester has to include an experience students haven’t had before,”
says Padurean. “To create market-ready leaders, we have to expose students to those
experiences as early as possible. To teach principles, we have to allow them to ob-
serve principled leaders in action.”
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ly from that scenario,” Almulla says.
“Shortly after the meeting started, we
realized that the board’s main concern
was with the estimated financial im-
pacts. We never got the chance to pres-
ent some of our other slides, as the board
immediately told us to go through the
financials. That unplanned deviation put
alot of pressure on us, but we were well
prepared to answer their questions.”

“We came with high expectations and
tough questions,” admits Ed Coleman,
former CEO of Gateway and Unisys, who
played one of the investors. “The stu-
dents were prepared and professional,
and they did an excellent job. There were
times I forgot it was an exercise.”

Friday. The entire class gathered
back in the auditorium for an interac-
tive discussion highlighting the les-
sons learned over the week. This was
followed by a celebratory lunch and the
presentation of student team awards.
The Sprint ended with a panel discus-
sion featuring two CEOs, a crisis com-
munication expert, and an executive.

MBA student Sara Tanzer calls the
week an incredible learning experience.
“The mix of hands-on learning, faculty
leadership, and alumni participation
made this something we won'’t forget.”

MEANWHILE, NEARBY

While first-year MBA students were
handling the Happy Planet Bistro crisis,
second-year students were at a differ-
ent location in the business school,
participating in a Sprint about the
future of the auto industry. Students
played the roles of outside consultants
hired by the chairman of a major U.S.
vehicle manufacturer. Their task was to
research how demand for various vehi-
cles was being affected by factors such
as technology, the sharing economy, and
the rise of millennials.

Student teams were expected to de-
velop a quarterly forecast of demand for
the next two years to allow their clients
to better schedule production; research
adeveloping trend that was beginning
to disrupt the industry; recommend
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investment strategies that would help
their clients improve returns in light of
this disruptive trend; and present their
findings to a panel of auto industry prac-
titioners, faculty, and executives acting
as the company’s board of directors.

While both Sprints required stu-
dents to communicate effectively to
executives, they were considerably
different from one another in most
other aspects. In the auto industry
Sprint, students developed quantita-
tive skills as they conducted market
research, developed forecasts, used
regression analysis, and made recom-
mendations about future products and
partnerships. In the communication
crisis event, students focused on qual-
itative skills as they developed an out-
ward-facing communication approach
and formed responses to concerns
expressed by multiple audiences.

We want students to approach each
new Sprint knowing they can draw on
skills they learned in previous ones. For
most students, the initial Sprintis their
first intense team project. They must
function at a high level, or they will hit a
wall. During their second-year Sprints,
they have a better idea of how to oper-
ate and succeed in a team environment.

For Smoother Running

By their third Sprints, students
have completed a year of coursework
and participated in internships.
They are more relaxed, thoughtful,
confident, and prepared. They’ve
learned to mobilize resources, so
they’re able to complete important
tasks at a faster rate. This is exactly
the goal of the Sprints—to prepare
students for high-pressure, high-stakes
situations they might encounter in
the real world.

A MAJOR INVESTMENT
Unforgettable experiences like
Sprints require major investments
of time and effort on the part of the
university staff and faculty. There
are no textbooks, teaching notes, or
PowerPoint decks. In fact, associate
professor Jim Olver, who has led
two Sprints, says that creating the
one-week event requires more work
than developing a one-semester course.
Mobilizing resources is key.
The MBA program team must play a
major role in planning and delivering
the Sprint, while personnel from
development, alumni relations, I'T,
career management, and special
events must lend their knowledge.

)

To ensure uniformity across all Sprints, the Mason School of Business at the College
of William & Mary created the following list of goals and requirements for each event:

Students should be engaged in doing, rather
than listening to or watching others.

Examples might be
executive briefs, industry research papers, or presentations that students make
individually or in groups.

These participants
should be actively engaged in an industry or activity related to each particular Sprint.
To meet this goal, Sprints should
be designed or facilitated by two or more faculty members collaborating
with alumni and corporate friends. Such collaborations also will ensure that each
Sprint is multidisciplinary.
if the topic and design allow.
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BY GLENN HUBBARD
ILLUSTRATION BY MARK SMITH

REAL VALUE

“THE BUSINESS OF BUSINESS schools is
teaching business.” Harvard Business
School’s Robert Simons made that
simple declaration in “The Business of
Business Schools: Restoring a Focus on
Competing to Win,” published in Janu-
ary 2013 in Capitalism and Society. Yet
schools still face a crucial question: How
should we teach our primary subject?
We ask this question at an apt time
in our history, as many institutions—in-
cluding Columbia Business School—
have reached their centennial anniver-
saries. Over the past 100 years, business
schools have evolved from trade schools
delivering purely professional prepara-
tion to places of academic innovation
and social science research. But many
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graduate programs are feeling the pres-
sure exerted by rising education costs
and declining application numbers, and
many could succumb. Within the next
decade, it’s likely that only a handful of
large full-time, two-year MBA programs
will remain, at least in the U.S.

Inlight of this very real possibility,
we must rigorously confront and clarify
the purpose and mission of business
schools. Just as we advise chief execu-
tive officers and corporate directors to
determine what business they are in,
we, too, must engage in the same funda-
mental inquiry into the student experi-
ences we offer, the faculty we hire, and
the role our programs will play in the
business world.
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DOWNWARD TRENDS
By some measures, it might seem as if
the MBA is as strong as ever. According
to the Financial Times, on average MBA
holders double their salaries within three
years of graduating. (See “The MBA
Uplift” below.) But that payoffis not as
attractive to prospective students as it
once was. While some schools, includ-
ing those in Europe and Asia, have seen
their numbers of applicants increase,
the number of applications to full-time
MBA programs in the U.S. has declined
every year since 2014, according to the
Graduate Management Admission Coun-
cil’s “Application Trends Survey Report
2018.” (See “The Rise of Non-MBA Busi-
ness Programs” on page 46.)

There are several reasons for this de-
cline. First, the cost of business educa-

tion is rising. Second, there’s a growing
sentiment among management profes-
sionals that an MBA is no longer a must-
have degree for career advancement.
(See “Do Buyout Kings Need MBAs?” by
Ryan Dezember and Lindsay Gellman in
The Wall Street Journal, June 3, 2015.)
Finally, employer sponsorship for
graduate business degree programs
has decreased significantly, compelling
business schools to adopt a range of new
tactics. These tactics are examined in
“Company support for MBAs fell off a
cliff, so schools are getting creative,”
published by the Chicago Tribune
on August 11, 2016. According to the
article, business schools are trying to
appeal to employers by offering M BA
content in more flexible formats, deliv-
ering courses on-site at companies, and

THE MBA UPLIFT

=== Salary three years after completing an MBA
=== Average tuition fee for a two-year MBA

=== Pre-MBA salary

...................................................... $160,000

- $140,000

$120,000

$100,000

I T
2005 06 07 08 09 10

Data show that, on average, MBA degree holders double their salaries within three
years of graduation. Even so, the number of applications to full-time MBA programs in
the U.S. has declined every year since 2014, due in part to increases in tuition costs,
decreases in employer-sponsored applicants, and growing interest in MBA alternatives

such as one-year master’s programs.
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designing programs around problems
companies need to solve.

In response to these trends, Uni-
versity of Iowa, Simmons University,
Virginia Tech, and Wake Forest all have
ended their two-year MBA programs.
Wisconsin would have followed suit in
2017, but for an uproar from its students
and alumni. More closures will surely
come, as online programs and one-year
degrees gain popularity. But there’s still
time for other schools to save their full-
time MBAs—if they can clarify why they
exist in the first place.

RE-EXAMINING OUR PURPOSE
In 1970, Nobel laureate Milton Fried-
man set the stage for institutions to
examine their purpose when he famous-
ly argued in The New York Times that the
sole business of business is to maximize
profits for shareholders. Friedman in-
sisted that business should focus on do-
ing just one thing. But the economist in
me sees a more nuanced picture. There
are complex trade-offs that must be
considered. Sometimes that one thing is
composed of several parts—a bundle of
offerings, if you will—if an organization
can accomplish them better together.
For example, what if a business has
only one goal, but that goal is multifac-
eted? What if shareholders want the
business to maximize profit, but only if
it also incorporates corporate social re-
sponsibility? Arguably, a business should
embrace corporate social responsibility
if by doing so it can obtain a more favor-
able trade-off between profits and social
good than shareholders can achieve on
their own. Corporate social responsibili-
ty becomes a way to unlock hidden value.
The same theory holds true for busi-
ness schools. If we applied Friedman’s
argument to business schools, we would
have to focus on doing the one thing we
do best: delivering education to tomor-
row’s leaders. But what if that one thing
is complex and multifaceted? What if
students, employers, and other stake-
holders want business schools to effect
positive change for business and society?

CHART DATA: FINANCIAL TIMES
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BUSINESS SCHOOLS PRODUCE research that is scientifically rigorous, practi-
cally relevant, and multidisciplinary. These attributes align well with the
priorities of federal funding agencies, which strive to produce research that
has impact and benefits society. Federal grants also can be a boon to schools
that have seen a decline in revenues from state funding and full-time MBA
tuition. But why do many business faculty fail to pursue these resources, es-
pecially when federally sponsored research offers such benefits to business
schools, funding agencies, and society?

BY TODD MAURER ILLUSTRATION BY MICHAEL AUSTIN
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To answer that question, faculty
at Georgia State University’s J. Mack
Robinson College of Business in Atlanta
developed a workshop, sponsored by
the U.S. National Science Foundation
(NSF), to determine why business facul-
ty are less likely to pursue federal grants.
Hosted at Georgia State, the daylong
workshop brought together academic
leaders from 24 research-oriented busi-
ness schools in the United States. Over
the course of the discussion, the group
identified the unique challenges and
opportunities grant seeking presents to
business schools.

By the end of the day, participants
had developed alist of recommen-
dations, which have been outlined
in a publicly available report. Their
insights, summarized here, can provide
a starting point for business schools
that want to take better advantage of
the many funding opportunities that
federal agencies have to offer.

THREE EMBEDDED STRENGTHS
Although business schools do not
prioritize grant-seeking activities, they
have embedded strengths that would
make business-backed project proposals
highly competitive with federal agencies
such as the NSF. Our participants high-
lighted three strengths in particular that
give business schools an advantage:

Business
schools can facilitate the flow of ideas
and resources between industry and
science. They can help business orga-
nizations see the value of research, link
scientists to privately held and unstud-
ied data, and persuade organizations to
provide resources to help researchers
better leverage federal funding.

Business researchers are trained to
frame practical problems in relevant
theories. They apply rigorous research
methods and analytical mindsets

to those problems in nonlaboratory

settings. Business schools often attract
outstanding scholars from adjacent
disciplines, which leads to research of
high quality.

Business schools bridge multiple disci-
plines such as economics, mathematics,
statistics, computer science, psychology,
sociology, and law; they also can be entry
points for STEM-related disciplinary
areas such as analytics, technology, in-
novation, commercialization, engineer-
ing management, and process optimiza-
tion. Collaboration between science and
business is likely to become only more
common, as scientists and business
leaders see their social and commercial
interests converge.

Industry connections, rigorous
research methods, and multidisciplinary
cultures would seem to make business
schools the ideal ecosystem for federally
funded research projects. But, unfortu-
nately, barriers stand in the way.

Recommendations in Action

At Georgia State University’s Robinson College of Business (RCB),
we are on the journey toward transforming our research culture
and infrastructure. We’re doing so in ways that align with recom-
mendations that came out of our workshop, “Unique Challenges
and Opportunities for Business Schools in Pursuing Federal Re-
search Grants.”

For example, we encourage faculty to pursue grants in four mean-
ingful ways. First, we ask faculty to report their grant-seeking activity
for consideration in promotion and tenure reviews and annual faculty
evaluations. Second, funded research budgets allow for summer
compensation, the hiring of research assistants or postdocs, and
course buyouts for faculty conducting funded research. Third, the
university returns 50 percent of facilities and administrative costs
covered by a project’s funding to the college, and the college passes
these funds back to the unit. Finally, the RCB’s research office cele-
brates and publicizes our faculty’s grant successes via its website,
email communications, and newsletter announcements.

We created a new administrative position in the dean’s office for
someone to facilitate sponsored projects. The position originally
carried the title of associate dean for sponsored research, but we
broadened its scope and eventually revised the title to associate
dean for research strategy.

50 BizEd MAY | JUNE 2019

Next, we created the position of associate director of spon-
sored research development. This staff member assists in tasks
such as grant searches, proposal preparation, contract admin-
istration, and faculty training. We also regularly publicize our
policies, resources, and priorities. Within the first two years that
these functions were put in place, the RCB saw income generated
from sponsored external funding increase by approximately 100
percent and the number of submissions and proposals written by
our faculty increase by 75 percent.

The RCB has recruited faculty from related disciplines—includ-
ing engineering, psychology, mathematics and statistics, econom-
ics, and law—who conduct federally funded and corporate-spon-
sored activity. In addition, the college’s research office organizes
cross-department and cross-college events and discussions, where
we identify opportunities for multidisciplinary research and collabo-
ration. Investigators across the university can share both overhead
funds and credit for multi-investigator/college-funded projects.

The RCB also regularly participates in university initiatives for
cross-college, multidisciplinary cluster hires around areas with
potential to attract external funding. Recent examples include the
areas of health information technology, big data and analytics, arti-
ficial intelligence, quantitative sciences, and cybersecurity.



FOUR UNIQUE CHALLENGES
‘What'’s stopping business faculty from
pursuing federal funding in larger num-
bers? Workshop participants identified
four categories of challenges unique to
business schools, which are likely dis-
couraging grant-seeking activities:

Because most business schools measure
faculty productivity by the number of
top-tier journal publications, the incen-
tives they offer faculty—from travel funds
to student research assistantships—are
geared toward journal publication. Fur-
thermore, because productive business
faculty have come to expect such incen-
tives, b-school administrators might wor-
ry that their recruitment and retention
efforts will be hindered if they create the
expectation that faculty generate their
own resources via grant proposals.

Even when grants provide research-
ers with financial rewards, such as
summer salary, faculty sometimes find
it easier—or more lucrative—to pur-
sue other options during the summer
months, such as teaching executive
education courses or consulting.

Not
only are many business professors
unaware of federal research sponsorship
opportunities, faculty in other disci-
plines often are unaware of how much
business faculty can contribute to in-
terdisciplinary projects as co-principal
investigators (co-PIs). Even when busi-
ness faculty do act as co-PIs on interdis-
ciplinary studies, they might not receive
sufficient acknowledgement for their
work from the university or the business
school. Different colleges value publica-
tion in different types of journals—this
disparity in their objectives might be
another obstacle to collaboration.

Yet another challenge: Doctoral stu-
dents and early-stage faculty in business
disciplines receive little to no training
or mentorship to help them understand
federal programs and policies, find
sponsors, or write grant proposals. The
lack of these skills sets off a vicious cy-
cle: Faculty believe their proposals will

Schools
should
celebrate
faculty’s
grant
successes.

be less competitive because they lack
successful track records, so they do not
apply for grants. Then, because they do
not apply for grants, they don’t acquire
the necessary skills or receive the neces-
sary rewards to be successful.

Business schools rely heavily on revenue
generated by graduate programs, execu-
tive education programs, and corporate
support. For this reason, they dedicate far
less attention to assigning sufficient staff
or resources to grant proposal prepara-
tion and post-award administration—
something that is sorely needed to make
up for lack of faculty experience in grants.

Business faculty often
assume that the priorities of funding
agencies and business research work at
cross-purposes. First, business research
often involves corporate data that
require confidentiality and nondisclo-
sure, something that business faculty
might think puts them at a competitive
disadvantage to receive federal resourc-
es. Second, they might assume that the
funding agencies view business research
as neither theory-driven nor method-
ologically rigorous.

Finally, business faculty are some-
times concerned that the timelines that
drive their research collaborations with
businesses and those required to write,
submit, and possibly revise successful
federal grant proposals do not coincide.
Opportunities for collaboration and data
collection in real-time business contexts

can emerge quickly, and some projects
progress at a rapid pace, unlike the an-
nual proposal cycle times at some agen-
cies. While some sponsors offer special
funding for such “fast-paced” situations,
it tends to be limited in scope.
‘Workshop participants recognized
that these challenges are not easily over-
come. But they also agreed that the bene-
fits of grant funding to research were too
great for business schools to ignore.

FIVE SUCCESSFUL PRACTICES
Participants then explored an import-
ant question: What steps can business
schools take, right now, to encourage
more of their faculty to seek out grant
opportunities? They identified five prac-
tices that could lead to grant success:

There was a consensus that most busi-
ness schools do not sufficiently recognize
or reward grant procurement in promo-
tion and tenure reviews, faculty evalua-
tions, or merit salary adjustments. The
group recommended that administrators
not only recognize and reward grant
procurement appropriately in faculty
reviews, but also offer simple incentives
to faculty who write successful grant
applications. Such incentives might
include reduced teaching loads, summer
salary, merit raises, and salary supple-
ments. Schools also could reward faculty
who collaborate with scholars in other
disciplines on grant-funded research or
invest in “seed grants” or similar support
to help generate grant proposals and
build research infrastructure.

In addition, overhead costs charged
by universities—often referred to as
facilities and administrative (F&A)
costs—can run upward of 50 percent of
the cost of research. Some institutions
will return a portion of recovered F&A
to the college or unit that generated the
grant income. Giving the investigator
and the home department some control
over these funds creates an additional
incentive for grant activities. It’s equally
important to ensure that PIs retain con-
trol over the grant funding they procure.
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conference in Buffalo to lead a session on
addressing global poverty and injustice.

The two-day Accra conference that
welcomed Fantevie and her fellow
queen mothers attracted 300 other
global and rising leaders. Attendees
participated in a series of one-hour
workshops, where they heard perspec-
tives from UB School of Management
faculty, members of the Ghana Navy,
social entrepreneurs, institutional and
nonprofit leaders, queen mothers, and
education and healthcare workers.

The conference also featured a Pitch
for a Cause competition, for which the
community had been invited to submit
ideas. Ten finalists, chosen by organiz-
ers, presented their solutions to social
issues in Ghana. The top three teams
won cash prizes, and all ten finalists
received three years of mentorship and
training support from the UB School
of Management, CLOE, and STAR-
Ghana. STAR-Ghana works to increase
the accountability and responsiveness
of government, authorities, and private
enterprises to Ghanaian citizens.

The second-place pitch came from
HEART for Children Africa, a nonprofit
that educates children living in under-
privileged communities. Baaba Bonuedie,
the organization’s founder and executive
director, pitched the nonprofit’s “Heart
Box” project, which provides boxes of
school supplies and gifts to help Ghana-
ian dropouts return to the classroom.

HEART’s team met after the pitch
competition to discuss strategies for
making Heart Box a household name
among the wealthy on the continent,
says Bonuedie. “After learning about
rebranding at the conference, we decided
to design alogo, which we’ve created and
have been sharing on our social media
platforms as we prepare to launch. The
entire conference was so inspiring.”

CULTURAL DIFFERENCES
ARII and UB have had to overcome
inevitable cultural differences, related

to everything from time management

to interpersonal relationships. Faculty
and students also have had to cope with
ongoing challenges such as inconsistent
internet connections, frequent power
outages, and limited access to clean wa-
ter, especially when conducting projects
in rural parts of the country.

“This relationship has taught us to be
flexible and adaptable,” says Molly An-
derson, executive director of CLOE. “In
the United States, we're used to things
starting and ending on time, but in Gha-
na they approach time differently. Bad
traffic caused this year’s conference to
start two hours later than scheduled, yet
it went off without a hitch because that’s
just how things work in Ghana.”

The school has relied on Dorothy
Siaw-Asamoah, clinical assistant
professor of organization and human re-
sources at the University at Buffalo and
a Ghanaian native, to help ease the way.
Siaw-Asamoah coordinated an initial ex-
ploratory trip to Ghana in 2017 and has
made many connections in the region.
“She understands the complexities in-
volved in developing such relationships
as anative,” says Anderson. “She has
made sure we are working with people
whose values align with ours.”

Using Siaw-Asamoah’s connections,
students and faculty have been able to
travel from Buffalo to regions in Africa to
accomplish work that would otherwise
have been impossible. For example, they
worked with the Ghana Navy, whose
members escorted the UBteamto a
remote island for a medical mission. The
Navy provided security and introduced
the group to the chief and hundreds of
poor and marginalized people from eight
villages who needed medical care.

Siaw-Asamoah also created a new
ten-day study abroad experience, first
offered in 2018. UB students visited
business and cultural sites throughout
Ghana, kept daily journals, complet-
ed research projects, and interviewed
Ghanaian leaders. When they returned

to campus, they shared their experiences
in a poster showcase.

REPLICATING THE MODEL

The center’s activities already have
produced the types of real-world
changes the school’s faculty hoped to
see when they started this journey. For
example, using what she learned at the
Social Innovation Conference, Fantevie
has formed the Association of Tradi-
tional Rulers Ghana, a group of chiefs
and queen mothers who come together
to work on developmental and policy
issues. The association is currently at
more than 120 members and counting.
“The center,” she says, “has inspired and
motivated us as leaders to set out and
accomplish great things.”

The center hopes to generate more
success stories. As its next step, it will
launch Leadership Ghana, a program that
will deliver monthly sessions to a cohort
of approximately 30 leaders across all
sectors. Program participants will learn
about the needs of their communities
and local industries as they develop a
network to enable them to address issues
together. “Our hope is to make a lasting
social and collective impact by tailoring
our knowledge and capabilities to the
needs in Ghana,” says Anderson.

The UB School of Management is
exploring opportunities to replicate this
model in places like Indonesia, India,
and Eastern Europe. The ultimate vision
is to transform CLOE into a global
center for leadership and organizational
effectiveness, says Paul Tesluk, dean of
the UB School of Management.

“One of our missions as a school is
to make a global impact through social
innovation,” says Tesluk. “We see great
potential throughout Ghana. The center
will be our catalyst for positive change.”

Kevin Manne is the assistant director
of communications at the University
at Buffalo School of Management in
New York.
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ideas in action

Go Abroad Early, Go Often

BY AUDREY J. MURRELL AND BRYAN SCHULTZ

RESEARCH SHOWS THAT study abroad
experiences have positive effects on
students—effects that last long into their
future careers. But most business under-
graduates don’t travel abroad until their
junior or senior years. By then, most of
their college experience is over—and our
window of impact as educators is closed.

Which begs the question: Should
business schools encourage qualified
students to study abroad earlier?

At the University of Pittsburgh
College of Business Administration in
Pennsylvania, we believe we should offer
study abroad opportunities to students
as early as possible. With that in mind,
our international programs team has
developed short-term early-exposure
study abroad programs for incoming
freshmen and rising sophomores. Each
program is for-credit, course-embedded,
and supported by company site visits.

Our shift in thinking began a decade
ago when we created Plus3, a study
abroad program scheduled during
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the summer between freshman and
sophomore years. Since then, Plus3 has
sent hundreds of Pitt Business students
to study industries in other countries,
from coffee in Costa Rica to interna-
tional development in Vietnam. Our
data show that students who take part
in Plus3 are more likely to complete
multiple study abroad programs in
college than those who do not.

Last summer, we launched a global
honors fellowship that sends students
abroad even earlier—the summer before
freshman year. To be eligible, students
must qualify for the university’s honors
college based on their SAT scores, GPAs,
and high school class ranks. With these
criteria, we address a central concern of
early-exposure programming: the matu-
rity and readiness of students.

Our first 11 fellows spent the last
two weeks in July at our campus in
Pittsburgh. In that time, they took an
honors section of a core business course,
Managing in Complex Environments.

In addition, they spent time engaging in
cultural activities, acclimating to college
life, and visiting the offices of companies
such as Google, KPMG, and EY.

During the first two weeks in August,
the students traveled to Dublin, Ireland.
There, they visited the offices of Mic-
rosoft, Google, Facebook, and Airbnb,
as well as several Irish businesses. For
the cultural component, they took part
in historical walking tours; attended a
Gaelic football game; and made excur-
sions to the Cliffs of Moher, the Wicklow
Mountains, and Irish harbor villages.

The students returned to Pittsburgh
one week before orientation, which gave
them time to return home, pack for col-
lege, and be back on campus for move-
in day. Once the semester began, they
formed their own cohort, taking a spe-
cial section of arequired introductory
business course taught by our director of
academic advising. The course provided
abackdrop for the students to reflect on
their global experiences. Now in their
second semester, most of these students
live in a first-year Living Learning Com-
munity residence hall, an experience
that bonds them together even more.

These students tell us that they
believe the fellowship gave them a head
start on their college experience, made
them feel more confident in choosing an
academic major, and provided a tight-
knit group of friends. Perhaps best of all,
many of them already have applied to
participate in other study abroad experi-
ences at Pitt, including Plus3.

In undergraduate business education,
study abroad is a proven way for students
to develop global competence and con-
fidence. At Pitt Business, we are com-
mitted to providing multiple pathways
for our undergraduates to go abroad as
early—and as often—as possible.

Audrey J. Murrell is associate dean and
Bryan Schultz is director of international
programs at the University of Pittsburgh
College of Business Administration in
Pennsylvania.
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Dookshelf

THE EFFICIENCY PARADOX

Efficiency is “self-evidently desirable, even wonderful, until it isn’t,” declares Edward Tenner

of the Smithsonian’s Lemelson Center for the Study of Invention and Innovation. And as

today’s humans pursue electronic efficiency, Tenner foresees problems arising from seven

unintended consequences. For instance, in a world where algorithms recommend the most

efficient actions, the risk is counterserendipity, which deprives us of “the benefits of occa-

sional randomization and of productive mistakes.” Another worry is that people will suffer

skill erosion if they leave all the work to the machines. If the doctor, airline pilot, or motorist

can no longer operate, fly, or drive—and if the robotic partner fails—“the result can be cata-

strophic.” Tenner proposes strategies for blending mechanical precision with human intu-

ition in areas that range from education to medicine to online search. While it’s clear Tenner

admires the machines, it’s also clear he’s rooting for the humans. (Vintage Books, US$16.95)

WHY DO SO MANY INCOMPETENT MEN
BECOME LEADERS?
The book’s provocative title leads to equally
provocative answers from Tomas Chamor-
ro-Premuzic of University College London
and Columbia University. More men than
women are narcissists and psychopaths
who exude confidence and charisma; while
we often associate confidence and charisma
with leadership abilities, scientific evi-
dence disputes the correlation. “When men
are considered for leadership positions, the same traits that
predict their downfall are commonly mistaken—even celebrat-
ed—as a sign of leadership potential or talent. Consequently,
men’s character flaws help them emerge as leaders,” Chamor-
ro-Premuzic writes. Ambitious women are often told to behave
more like arrogant men, but Chamorro-Premuzic believes
that’s bad advice. “We should not lower our standards when we
select women, but we should raise them when we select men,”
he says. He cites extensive research on gender and leader-
ship as he examines both what makes a good leader and what
characteristics men and women generally bring to the board-
room. His conclusion is that we don’t need fewer barriers for
qualified women, but more “career obstacles for incompetent
men.” It’s a timely and fascinating examination of leadership.
(Harvard Business Review Press, US$25)

HOW COULD THIS HAPPEN?

In this collection of essays edited by ESMT’s Jan Hagen, the
emerging field of error management is explored by 24 con-
tributors from diverse fields such as disaster medicine, space
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exploration, and cognitive psychology. For

example, Amy Edmondson of Harvard and

Paul Verdin of the Solvay Brussels School

of Economics and Management advocate

for a “strategy-as-learning” approach,

designed to facilitate innovation in a volatile

world. In their view, errors are “not so much

deviations from the plan to be corrected

as they are sources of data and informa-
tion.” NASA’s Immanuel Barshi and Nadine Bienefeld of ETH
Zurich examine the reasons people fail to speak up when they
know they should—for instance, because they fear offending a
superior or being perceived negatively. Hagen believes that if
companies want to manage errors constructively, they should
minimize the emotional turmoil. “This means no blame and no
sanctions for the one who makes the mistake.” It’s a multisided
view of a complicated issue. (Palgrave Macmillan, US$29.99)

LABYRINTH
How can leaders avoid making catastrophic
decisions? asks Pawet Motyl, consultant
and former CEO of Harvard Business
Review Polska. He deconstructs examples
of both terrible decisions (such as those
that led to the fall of Enron) and brilliant
ones (those that saved the Apollo 13 crew).
In three specific situations—when they
follow a charismatic leader, conform to
existing norms, or refuse to abandon sunk costs—people make
the worst decisions of all, because they ignore warning signs
and stick with what seems familiar or safe. Motyl argues






people+places

Giving an Edge to
Entrepreneurship

B-SCHOOLS BUILD ECOSYSTEMS FOR STUDENT STARTUPS.

HOW CAN A SCHOOL increase the number of startups founded by its
students and faculty—and improve those startups’ chances of success?
Provide them with wide-ranging support and solid funding at the ear-
liest stages of their businesses. In that spirit, three U.S.-based schools
have committed to new initiatives meant to turn their communities
into startup ecosystems:

m The University of Southern California’s Marshall School of Busi-
ness in Los Angeles has created a new venture capital fund to invest and
receive equity in early-stage startups founded by USC students, alumni,
faculty, and staff. Initially supported by donations, the USC Marshall
Venture Fund will not only give early-stage USC-related companies the
resources they need to grow, but also train students in venture invest-
ment, involve alumni, and motivate donors to support USC ventures.

“Learning to strike a balance between high risk and dramatic reward
remains an essential business skill, one often best taught through prac-
tical involvement,” says USC Marshall dean James G. Ellis.
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The 17 members of an investment
committee will act as advisors to
students who will help evaluate entre-
preneurs’ applications for funding. The
committee comprises representatives
from venture capital firms, local incuba-
tors, and entrepreneurial organizations.

The school plans to invest in ten to
12 startups each year, and each startup
chosen will receive between US$25,000
and $50,000. All realized gains will be
reinvested into the fund to ensure its
sustainability.

m To accelerate the commercial-
ization of student-founded ventures,
the University of Texas at Dallas has
partnered with Capital Factory, a
Dallas-based early-stage tech investor
that just opened its Dallas offices in
2018. Through the partnership, select
UT Dallas student founders and their
teams will have access to Capital
Factory’s co-working space, as well as
education, mentorship, networking,
and products and services that will
help them build their businesses. An
incubator will host a calendar of events
open to the public.

Both UT Dallas representatives
and Capital Factory executives hope
that the partnership will help make
downtown Dallas a hub for students’
entrepreneurial activity. Among those
supporting the partnership is Bryan
Chambers, the new vice president
of Capital Factory’s accelerator and
investment fund. Chambers, a Dallas
investor who also has served on UT
Dallas’ entrepreneurship faculty, views
collaborations such as the one between
the university and Capital Factory as
a critical way to boost startup activi-
ty in the cities of Dallas-Fort Worth,
Houston, and San Antonio.

“Currently, Texas captures a mere
2 percent of national venture capital.

To say Texas is underrepresented in VC
would be an understatement,” Cham-
bers said in a January interview with the
online publication Dallas Innovates.

PHOTO BY CHARLES CLINTON
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Durham University Business School in the U.K.
will partner with the university’s department of
computer science to create an MSc in business
analytics. In the one-year program, which launches
in October, students will learn to make decisions
that are informed by data, identify algorithms in
big data, and master machine learning and coding.
The program will be taught by faculty from both
the computing and management departments.

This fall, classes will begin for the online master’s
in accounting degree offered by the School of
Business at the State University of New York at
Old Westbury. This is the college’s first fully online
degree offering. The program emphasizes not only
technical knowledge, but also ethical judgment
and strong communication skills.

The Richard J. Wehle School of Business at Cani-
sius College in Buffalo, New York, will introduce

a new master of science degree in finance this

fall. The 30-credit-hour program offers special-
ized concentrations in investment research, risk
management, and data analytics. In addition to
interning with banks and wealth management
companies, students can gain hands-on experience
through the Golden Griffin Fund, which operates
the college’s financial markets lab.

Beginning in January 2020, ESMT Berlin will
update its full-time MBA curriculum to provide
students with more flexibility in their course choices
and bring more practical projects into the class-
room. The revised program also will better prepare
students for the specific demands of the German
job market, which is critical because more than 90
percent of the school’s MBA graduates come from
abroad and almost 90 percent of its graduates
stay in the country. After completing core modules,
students can choose among specializations in
managerial analytics, innovation and entrepre-
neurship, and strategic leadership. During optional
pre- and post-MBA programs, students can take an
intensive language course, complete an internship,
or participate in a coding boot camp; they also can
choose to do a six-month Responsible Leadership
Fellowship in a developing country or set up their
own businesses at startup incubators. The new
program has been extended by two months and
better matches recruitment patterns in Germany.
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Rutgers University’s School of Management and
Labor Relations (SMLR) in Piscataway, New Jersey,
has launched an online professional master’s in
human resource management (MHRM). Students
can pursue the program full-time to complete it in
as few as 18 months, or take courses on a part-time
basis. The MHRM features flexible scheduling, with
student intakes in the fall, spring, and summer.

In March, the University of Pretoria’s Gordon
Institute of Business Science (GIBS) in South Africa
launched a combined postgraduate diploma and
specialized MBA focused on the manufacturing

Classes for COOs

The Stanford University Graduate
School of Business in California
has created The Emerging COO:
Driving Innovation and Operational
Excellence, an executive education
program for current and aspiring
chief operating officers, as well as
senior-level operations leaders.
The Emerging COO is the business
school’s first open enrollment
blended program.

The three-month program,
which will run from July to October,
combines online learning with six
days of experiential learning on the
school’s campus in Silicon Valley. It
will be delivered in three mod-
ules—one in strategy and finance,
one in operational excellence
and innovation, and one in which
participants will carry out projects
at their organizations using design
thinking methods.

C0O0s now can be found at even
small startups, not just large com-
panies, says Stefanos Zenios, pro-
fessor of operations, information,
and technology. “CO0s are often the
unsung heroes in their senior lead-
ership suite of organizations. They
are the builders, the ones who work
quietly behind the scenes to make
the organization work”

industry. It will deliver the program in partnership
with the newly formed Toyota Wessels Institute for
Manufacturing Studies (TWIMS), based in Durban,
in the province of KwaZulu Natal, South Africa.
Delivered on TWIMS’ campus, the program can be
completed over 23 months of part-time study. It
includes electives on the future of manufacturing,
African trade and industrialization, green manufac-
turing, advanced lean operations management, and
lean supply chain management.

Drury University in Springfield, Missouri, now
offers a fully online graduate-level certificate in
nonprofit leadership, which students can complete
in ten months. Students can pursue the 12-hour
certificate on a standalone basis or apply their
completed coursework toward the university’s
master of nonprofit and civic leadership degree.

Southern Methodist University’s Cox School of
Business in Dallas, Texas, has launched an online
MBA, in partnership with edtech company Noodle
Partners. The program will focus on training stu-
dents to manage unstructured problems via data
analytics, team building, and experiential learning.

The Stetson University School of Business
Administration in Deland, Florida, has been ap-
proved by the Certified Financial Planner Board of
Standards Inc. to offer a financial planning concen-
tration program for undergraduate finance majors.
The program will allow undergraduate students to
meet all the requirements necessary to sit for the
Certified Financial Planner exam upon graduation.

COLLABORATIONS

In other news from Stetson, the school has signed
an agreement with Seminole State College, which
has multiple locations in Seminole County, Florida.
The agreement will allow Seminole State students
graduating with an associate of arts in accounting

to complete their BBA degrees in the accounting pro-
gram at Stetson’s School of Business Administration.

HEC Paris has initiated a multidisciplinary
academic alliance in the fields of technology and
business innovation by signing a cooperation
agreement with the five founding partner schools
of the Institut Polytechnique de Paris. Among
the planned projects are joint doctoral tracks in
business and engineering that allow PhD candi-
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