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from the editors

Inquire Within

LOOKING FOR A JOB? It’s a time-honored practice for shops and
restaurants to place notices in their windows inviting custom-
ers and passers-by to come inside and apply for an open posi-
tion. But in the past few weeks, I've seen digitized versions of
the old “inquire within” sign as local retailers invite candidates
to text a numerical code to corporate headquarters in order to
start the job application process. And I recently heard that a
fast-food company has partnered with Amazon’s ubiquitous
digital assistant so that people only have to say, “Alexa, help me
get ajob” to initiate the application.

This is the era of digital transformation, in which technolo-
gy changes everything about our jobs, from how we get them to
how we do them. While the possibilities are exciting, some-
times the realities are a little intimidating. Today’s business
leaders want to know how they can keep up with the changes
that are reshaping their industries and how they can shepherd
their organizations through massive digital restructuring. At
BizEd, we want to know what business schools can do to help
executives prepare for the tech-enabled future.

That’s the topic we address in this issue. In “Moving Toward
Disruption,” we trace the formation of a new alliance dedicated
to identifying the best practices in designing digital curricula
that will meet the future needs of business. We also look at some
of the ways business schools are already integrating coding,
analytics, and digital technologies into their classrooms.
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At Baylor University, for instance,
students at the Hankamer School of
Business conduct research projects on
the potential effects of everything from
virtual reality to the Internet of Things.
After these projects, says Baylor’s Cindy
Riemenschneider, students report that
they now understand that they will be
the ones whose decisions will determine
the timing, ethics, and even regulation of
these technologies in the future.

In “The Digital and Human Future,”
experts and academics give their takes
on the tech-driven workplace of the fu-
ture. Most tellingly, they all stress that,
unless people are involved, no digital
transformation will succeed. “Technol-
ogy can’t conduct face-to-face meetings
or connect the dots about developing
trends,” points out Terence Tse of ESCP
Europe Business School. “Students will
need to master cognitive skills if they are
to lead digital transformation.”

Similarly, Ritu Agarwal of the Uni-
versity of Maryland emphasizes that
“gadgets don’t drive change. Leaders do.”
She adds, “Nothing happens without a
change in mindset—and that starts in
the C-suite.”

Raj Echambadi of Northeastern Uni-
versity believes that workers will have to
focus on their very human abilities if they
don’t want robots taking their jobs in the
future. He writes, “Creativity, entrepre-
neurial thinking, critical reasoning, and
ethical thinking are among the abilities
that make people different from ma-
chines—and that give humans skills that
machines can’t match in the workplace.”

That’s good advice for people decid-
ing which abilities to hone for the next
stage in their careers. And it’s probably
welcome news for the job seekers who
are using their phones to apply for work.
The robots aren’t texting yet, are they—?

Sharon Shinn
Co-Editor
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Announcing Babson College’s
Arthur M. Blank School for
Entrepreneurial Leadership.

Leading change.
Solving global problems.

Creating sustainable value across
business and society.

Amplifying values-driven
entrepreneurial leadership
on a global scale.
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technology (such as 5G wireless net-
works and artificial intelligence), and
intensifying global competition.
Although it’s not yet clear how the
use of digital technologies will change
over the next decade, the GBPC predicts
that, by the year 2030, businesses will
be forced to contend with at least one of
four possible future scenarios:
in which
the world sees a public backlash against
overstepping tech companies. This
so-called “techlash” inspires a wave of
national policies and regulations. From
this, the world emerges with a robust
and effectively regulated cross-border
digital environment.
in which “high
levels of nationalism and strict govern-
ment control of digital platforms ... dom-
inate the operating environment.” The
global economy falters as governments
increasingly focus on national and state-
owned enterprises, and as bureaucratic
obstacles hinder companies’ innovation
and decision making.
in which a
weak regulatory environment spawns
a “digital Wild West” that enables
the proliferation of online fake news.

]
The spread of disinformation further
degrades the public trust in govern-
ment and business institutions. As

nationalism takes hold, consumers

@ [ @ . . .
avoid foreign-born technologies,
putting a damper on global economic
growth. At the same time, companies

must cope with “rampant hacking, IP
theft, corporate espionage, and online
smear campaigns.”

in which
tech giants in the U.S. and China are
more powerful than national govern-

“WE ARE DESCENDING into a period of digital disorder.” That’s an ments. These companies reach larger
opening sentiment of a new report from the Global Business Policy numbers of people through their digital
Council (GBPC), a unit of the global management consulting firm A.T. platforms, quickly acquire competitors,
Kearney. The current technological environment is quickly evolving and snuff out regulatory efforts that
from one that followed a primarily predictable path to one that’s being would stifle their growth. The global
transformed in unpredictable ways by new regulations (such as the economy is robust—so robust that the
European Union’s General Data Protection Regulation), advancing public largely accepts the fact that tech
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ILLUSTRATION BY
ALEX WILLIAMSON
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WHILE MOST EXECUTIVES AGREE
that digital transformation is
imperative for the future, few
know how to achieve it. They
aren’t sure which technologies
will be most important, when
to implement them, or how to

measure their results.

Business schools face some of these
same questions as they train students—
from undergrads to executives—to be
successful in the 21st century. What
do their graduates need to know about
formulating digital transformation
strategies? How can schools design the
right programs and find the right faculty
to teach the right skills and behaviors?
And how can they prepare graduates to
be ready to learn the skills and behaviors
that will be in demand five or ten years
from now?

BizEd turned to six experts and ed-
ucators to discover how digital trans-
formation can be defined, taught, and
implemented—and how both professors
and practitioners can stay informed
about the promises and possibilities of
new technology. All of our contributors
agree that the people are just as import-
ant as the technology itself and that no
new software or system will succeed
unless leaders understand why and how
to use it. It’s true, they say, that tomor-
row’s executives will need to constantly
scan the horizon for the next disruptive
technology. But they won’t be able to
benefit from it unless they have a deep
understanding of change management,
organizational behavior, and inspira-
tional leadership.

That’s good news for business
schools, many of which have already
developed programs that marry those
competencies to technological expertise.
But business schools, like corporations,
will need to adapt quickly to changing
trends so that they, and their students,

are always prepared for what comes next.
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Competingin g
Digital Age

ORGANIZATIONS MUST RETHINK HOW THEY ORGANIZE,
OPERATE, AND BEHAVE. BY ANH NGUYEN PHILLIPS

Digital transformation can be a
misnomer. This idea became clear
to me as I led a Deloitte research
project on digital transformation
in collaboration with the MIT
Sloan Management Review. People
often equate digital transformation
with digitization of their organi-
zations and the implementation of
advanced technologies and tools.
And while implementing technol-
ogies is part of navigating digital
disruption, it’s not necessarily

the biggest or the hardest part. In
fact, in our research we found that
business leaders cited internal
problems as their biggest barriers
to integrating technology. They
frequently said, “We’re not agile
enough. We’re too complacent.
We're risk-averse.”

To overcome these challenges
and to better compete in a digital
age, organizations should rethink
how they organize, operate, and
behave. To accomplish this, their
leaders should focus on develop-
ing talent and building cultures of
experimentation and learning.

In our research, we've found
that people want to work where
they canlearn and continue to
develop their skills in a digital
environment. In fact, we discov-
ered that people were up to 15
times more likely to want to leave
an organization within a year if
they were not getting opportuni-

ties to grow. But to provide these
opportunities for their people,
organizations should recognize
that learning is different today in
three primary ways: what is being
learned, when learning takes place,
and how learning is done.

What: Over the past two de-
cades, we've seen increased invest-
ment in science, technology, engi-
neering, and mathematics (STEM)
education. In the future, everyone
might need technical competency
in using tools, as well as techni-
cal literacy in understanding the
implications and capabilities of
emerging technologies. Our study
shows that, in a digital age, techni-
cal literacy is among the top four
skills valued in leaders.

At the same time, as the nature
of work becomes more collabora-
tive, organizations are also looking
for people with soft skills. The
World Economic Forum predicts
the following competencies will
be among the most valued in 2020:
managing people, coordinating
with others, negotiating, displaying
emotional intelligence, and being
oriented toward service. (Find the
top-ten list at www.weforum.org/
agenda/2016/01/the-10-skills-
you-need-to-thrive-in-the-fourth-
industrial-revolution.)

The result is that more compa-
nies are trying to fill hybrid roles in
which employees will need strong
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A new AACSB affinity group has launched an ambitious
global initiative to determine best practices for helping
leaders stay current in the latest technologies.
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BY TRICIA BISOUX

ILLUSTRATION BY ALEX WILLIAMSON

WHETHER IT’S DEVELOPING artificial intelligence to interact with
customers, using blockchain to create more secure networks, or
tapping the Internet of Things to automate processes, companies
across all sectors are using technology to gain competitive advan-
tage in their markets. But emerging technology is a moving target.
For business leaders to hit that target on a regular basis, they will

need ongoing training to keep their skills continually refreshed.
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‘While business schools are creating
programs designed to help executives
make the best use of emerging technol-
ogies, they find themselves in a position
similar to that of the leaders they seek
to train. With the market changing so
quickly, how can faculty stay one step
ahead of the technological trends? One
way is by working together. That’s the
spirit behind the newly formed AACSB
International Digital Transformation
Affinity Group (DTAG). Comprising
deans and faculty from business schools
worldwide, DTAG first met in February
2019 in Vancouver, British Columbia,
Canada. It now includes more than 85
schools, including 50 from the U.S. and
35 from 19 other countries.

The group was created to give busi-
ness school administrators and faculty a
forum to discuss and share best practic-
es in digital business education. “We’re
in a truly transformative stage where we
all are getting used to the idea that many
of the skills that we are teaching our stu-
dents today are not going to be sufficient
in the future,” says Gregory Prastacos,
dean of the Stevens Institute of Technol-
ogy School of Business in Hoboken, New
Jersey. Prastacos co-founded DTAG
with Sandeep Krishnamurthy, dean of
the School of Business at the University
of Washington in Bothell.

Late last year, the affinity group
embarked on an initiative called Man-
agement Curriculum in the Digital Era
(MaCuDE). As part of this initiative,
DTAG members will examine the chal-
lenges of digital transformation in more
depth and determine the best approach-
es to curriculum design in the digital era.
The group has received funding from
the global professional services firm
PricewaterhouseCoopers (PwC), as
well as ongoing support from AACSB.

MaCuDE is intended to address the
challenges business schools will face as
they embrace digital transformation in
their programs, says Bendik Samuelsen,
dean of BI Norwegian Business School
in Oslo, Norway. These challenges, Sam-
uelsen predicts, will come in five forms:
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Faculty training. Professors must
keep up with the latest in digital pedago-
gy and determine how the skills required
for digital transformation will vary
across disciplines and industries.

Customized education. Business
schools will need to design education-
al paths that suit students’ diverse
schedules, learning styles, and career
objectives. “This will require reshap-
ing the modularity of our programs,”
says Samuelsen. “We will need to push
boundaries when it comes to the indi-
vidualization of learning.”

Technological infrastructure.
Business schools will have to keep their
software platforms up to date and seam-
lessly introduce new technological tools
as appropriate. At the same time, they’ll

“Wereinatruly
fransformative
stage.”

—GREGORY PRASTACOS,
STEVENS INSTITUTE OF TECHNOLOGY

need to maintain data privacy and integ-
rity according to increasingly stringent
regulations, such as the General Data
Protection Regulation, or GDPR, recent-
ly enacted in the European Union.

Recruitment of ICT-ready faculty
and staff. Business schools might find
it especially challenging to hire faculty
to support digital transformation, says
Samuelsen. Their resources might not
allow them to offer salary packages that
are competitive with those data scien-
tists could earn in the ICT industry.

The evolving business environment.
“It will be difficult to continuously update
our programs” according to the chang-
ing needs of industry, says Samuelsen.
“Sometimes we will need to be conser-

vative and wait for disruptions to settle
before ‘moving in.” Sometimes we will
need to participate in the disruption.”
Robert Brunner, associate dean for
innovation and chief disruption officer
at the University of Illinois’ Gies School
of Business in Champaign, is serving
on the MaCuDE steering committee.
“Given the sheer number of emerging
technologies and the broad opportuni-
ties being deployed across society and
business,” says Brunner, “the biggest
challenge is simply staying on top of all
of them!” He emphasizes that the impact
of digital disruption will be too immense
for any business school to manage alone.
With the rise of Al and robotic
technologies, professions are changing,
jobs are disappearing, and new jobs are
being created so quickly that “it’s hard
to know what to do or where to start,”
says Prastacos. “The business envi-
ronment we see today is not the same
environment we’ll see in even the near
future. Digital transformation is coming
whether we want it or not.”

EXAMINING THE CURRICULUM
Currently, business schools are in an
experimentation phase with digital
technologies. (See “The Evolving Cur-
riculum” on the next page.) One school
might teach all students programming
languages such as Python or R, while oth-
ers might teach coding only to students
in technical disciplines. Some schools are
embedding digital consulting projects in
every course, while others might confine
such projects to capstone courses. Most
are recruiting faculty who are up to speed
with technology or willing to learn.

Business schools are already comfort-
able with flipped classrooms and blended
learning formats, but they are entering
an era in which it’s harder to predict the
future application of digital technologies,
says Samuelsen. Even so, he believes
students will have little patience if their
schools experiment with technologies
that aren’t up to the task.

“Students don’t want to use six to
eight different digital systems just to






Bl Norwegian will eventually integrate digital technologies into
its programs at all levels, says Samuelsen, in both their content and
delivery. However, he recognizes that the level of skills required will
vary by discipline and career focus. “We will leave it to the program
directors and faculty to operationalize how this is done,” he says.
“Clearly, digital transformation means something different in an
MSc in business analytics than in an MSc in leadership and organi-
zational psychology. It is complex and varied.”

Adopting a pervasive digital mindset. The University of
lllinois’ Gies College of Business recently announced that it was
phasing out its face-to-face full-time MBA to place its full attention
on its iIMBA offered fully online. (Read “Strategic Shift” on page 64
of the September/October 2019 issue of BizEd.) This move reflects
an increasing emphasis on encouraging everyone at the school to
adopt a digital mindset in all that they do.

Faculty also are working to integrate technology into the cur-
riculum in a number of ways. One group of professors has created
a virtual reality application that has been used in an accounting
course on tax. Another has developed a blockchain simulator
that provides insights into the future of supply chain management.
At the university level, UI's Deloitte Foundation Center for Business
Analytics shares its research with institutions worldwide to help
drive curricular innovation around data analytics, explains Robert
Brunner, director of the center.

In addition, Gies College recently developed a data analytics
track within its master’s of accountancy program. At the under-
graduate level, last year the school began transitioning its curric-
ulum so that all sophomores take a year of data analytics courses.
The school’s faculty wanted to ensure that undergraduates gained
significant exposure to tools like Excel and Tableau and became
comfortable using these tools to perform statistical analyses. Stu-
dents also will take an introduction to programming course, using
Python as well as data storage and analysis techniques appropriate
for large data sets.

In Gies’ Digital Making Seminar, business students and peers
from fine arts and engineering are introduced to “human design
principles” to prototype and build products for individuals living with
disahilities. Last year, students used 3D modeling to develop a tread
that attaches to prosthetic legs to keep users from falling on ice.

By emphasizing multiple points of exposure to emerging tech-
nologies, Gies faculty will lay the foundation for the redesign of oth-
er higher-level courses, says Brunner. The objective is for students
to come into those advanced courses ready to apply a new set of
technical skills.

Over time, the goal is to make Gies’ entire curriculum more
“data-aware,” he adds. “Over the next few years, | expect we will
develop considerably more new curricular elements and tools as we
train our students to embrace technology and see disruption as an
opening for a new business opportunity. Long term, | see our work
in disruption creating opportunities for interdisciplinary student
teams to incubate ideas and develop products that may cross the
threshold to startup.”
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follow a semester. They want seamless
integration, and they want standardized
use across courses,” he says. “When it
comes to adoption, ‘ease of use’ and
‘usefulness’ must both be in place.”

The fact that schools will want to
keep their experiments with technology
invisible to students makes it even more
imperative that they come together to
share their experiences with particular
platforms and determine common char-
acteristics of digitally robust programs,
says Prastacos. For instance, should all
MBA students learn to code? How much
course content should be devoted to gov-
ernance issues related to digital trans-
formation? How will the skills students
need differ by discipline? What kinds of
online courses and certificate programs
will best serve lifelong learners?

To explore these questions, affinity
group members will conduct their work
for MaCuDE in three phases:

Phase 1: Determining the “state
of the curriculum.” Ten MaCuDE task
forces are currently surveying busi-
ness schools about their educational
content related to individual business
disciplines. These task forces are asking
wide-ranging questions: What tech-
nological training do students receive
as part of the core curriculum before
moving on to specialized courses? Do
students learn to code, and if so, in what
languages? Are they using data visu-
alization tools such as Tableau? How
many required courses must they take in
analytics? Do they attend boot camps?
How many prerequisites or preparatory
boot camps must they complete before
enrolling in advanced courses?

Survey responses will be used to
determine how curricula differ from
school to school, identify best practices
in digital business education, and high-
light gaps or challenges schools face in
meeting the demand for training.

Phase 2: Engaging with industry.
Next, task force members will reach out
to industry to learn more about the skills
businesses are looking for, both now and
for the future. “Our external partners





https://broad.msu.edu/



mailto:gprastac@stevens.edu



https://business.creighton.edu/mindset?utm_medium=print&utm_source=bized&utm_campaign=AY20_UG&utm_term=heider

40 BizEd JANUARY | FEBRUARY 2020



These business schoals are inspiring students
to promote environmentally sustainable
business practices by first modeling those
practices in their own operations.

CUFIFETRS

TWO BUSINESS SCHOOLS have adopted wide-ranging initiatives

to combat the effects of climate change. At Nottingham Trent
University, business faculty have created a comprehensive
workshop to help students and academics increase their knowledge
about climate change. At the University of Victoria, administrators
and faculty have made the necessary changes not only to offset
their community’s carbon emissions, but also to make the business
school’s operations completely carbon neutral.

As these schools work to ingrain sustainability into their campus
cultures, they also intend to provide students with valuable
opportunities to learn and to inspire other schools to follow in
their footsteps. Administrators at both institutions have the same
message: Business schools have a responsibility to teach students

about sustainable business practices—and to lead by example.

ILLUSTRATION BY MICHAEL MORGENSTERN
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REWRITING [HE STURY
OF CLIMATE CHANGE

A NEW TRAINING PROGRAM WORKS TO BOOST CARBON LITERACY.

BY PETRA MOLTHAN-HILL AND RACHEL WELTON

IF THE WORLD doesn’t reduce its carbon
emissions in the next 12 years, it could
suffer catastrophic consequences as a
result. That’s a conclusion of “Global
Warming of 1.5° C,” a November 2018
report from the United Nations’ Inter-
governmental Panel on Climate Change.
But is the next generation of leaders
prepared to tackle the challenges of
climate change?

Probably not. Recent data from
“Rising Leaders on Environmental Sus-
tainability and Climate Change,” a 2016
report from the Yale School of Manage-
ment in New Haven, Connecticut, indi-
cate that 79 percent of 3,700 business
students surveyed feel only “moderately”
to “not at all” knowledgeable about how
to make businesses more environmen-
tally sustainable. The report’s authors
also found that 64 percent of students
want environmental sustainability
integrated into core curricula and career
services at their business schools, and
96 percent think businesses should be
leading efforts to address climate change.
(For a Yale survey that looks at climate
change from the faculty perspective, see
“Time to Reframe the Climate Change
Narrative” on page 45.)

These findings sound a note of ur-
gency for business schools, which need
to produce carbon literate graduates
capable of achieving the required change
as quickly as possible. That’s why, at the
Nottingham Business School at Not-
tingham Trent University in the United
Kingdom, we have developed a carbon
literacy training program to help faculty
and their students assess their roles in
reversing climate change.
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TV AS ROLE MODEL

Although broadcast television might
seem an unlikely place for inspiration,
we turned to a popular UK. soap opera,
“Coronation Street,” for guidance as

we designed our program. The show’s
producers have made the television
program one of the “greenest” in the
world. Their efforts are part of a wider
project undertaken by the British
Academy of Film and Television Arts
(BAFTA) in cooperation with the British
Broadcasting Corporation (BBC), the
Independent Television network (ITV),
and other television channels in the U.K.
The project also involved the U.K.-based
Carbon Literacy Project, which offers
any interested individual a day of carbon
literacy training.

In 2011, the BAFTA Albert Consor-
tium was created to promote sustainable
practices in the screen art industry. The
consortium was founded on the idea that
significant carbon emission reduction
can be achieved only if all employees in
every department—whether lighting,
sound, or costumes—understand how
they contribute to carbon emissions.

The consortium’s efforts are sup-
ported by three elements: a carbon
calculator that production units could

64%

use to measure and report their carbon
emissions, carbon literacy training, and
a certification. Productions that have
earned the certification can display the
logo in their end credits—those that have
done so include series six of the popular
program “Downton Abbey.”

BAFTA, BBC, and ITV have achieved
impressive reductions in carbon emis-
sions. That’s why we wanted to discover
not only how “Coronation Street” has
embedded Albert’s training in its pro-
duction, but also what part of the train-
ing managers and employees perceived
as most influential in changing their
behaviors. In a fact-finding mission,
Nottingham faculty visited the station
where “Coronation Street” is produced
to interview 20 heads of department
across the organization; we also went to
the BBC’s offices to speak to its director
of sustainability and observe its carbon
literacy training firsthand.

For instance, in one innovative exer-
cise, employees were asked to imagine
two possible outcomes—one was a
dystopian future in which we had done
nothing about climate change, and one
was an optimistic future in which we
had acted upon every insight we have
about reducing the severity of climate

of business students want
environmental sustainability

Integrated into core curricula and career
services at their business schools.
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change. Most interviewees told us that,
when they saw these two stories in
front of them, they realized that the
decisions we make as individuals

and as a society will determine which
future we will get.

This exercise was followed by ac-
tivities that highlighted changes that
employees could integrate in their lives
and at their workplaces that would con-
tribute to achieving the more optimistic
outcome. Their trainer emphasized to
us just how important it was for the
training to help participants believe that
they have the power to do something to
combat climate change.

TRAINING FOR B-SCHOOLS

‘We then took what we learned to devel-
op a carbon literacy training program
specifically for business school faculty.
In our developmental workshop, orga-
nized in conjunction with the UK. and
Ireland chapter of the United Nation’s
Principles for Responsible Management
Education (PRME), we welcomed 50
academics and senior managers from
business schools around the world to
participate in our pilot for the program.

The program took participants on or-
ganizational and personal journeys. The
first part of the carbon literacy training
was developed with the help of oikos
International, a student-driven organi-
zation that promotes sustainability in
economics and management; the Carbon
Literacy Project in Manchester, UK.;
and the creators of the training used by
“Coronation Street.” This session intro-
duced participants to the science behind
climate change, the relevance of climate
change to business, and the impact com-
panies have on reversing its effects.

The second part of the training asked
participants to consider climate change
literacy in relation to their individual
disciplines. They broke into separate
customized sessions, where they delved
deeper into climate change education
tools currently being taught and used in
their specific disciplines, which includ-
ed accounting and operations.
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Parallel to that session, the senior
managers worked on designing the
Carbon Literate Executive Leadership
Package. In this training, executive lead-
ers explored best practices for adopting
environmentally responsible leadership
and raising awareness of climate change
within their institutions.

For the third and final part of the
training, we created a session called
Carbon Literate Action, in which par-
ticipants were asked to make personal
and organizational pledges for the
future. In our pilot of the workshop,
for example, individuals pledged to
change energy suppliers and switch to
reusable water bottles. Teams commit-
ted to making climate change a part of
their institutions’ strategic decisions
and to discovering how their academic
colleagues are incorporating climate
change in their teaching.

The entire Carbon Literacy Training
package is designed to equip academ-
ics with ideas that they can integrate
into their teaching—some participants
already have taken these ideas back to
their institutions. The full version of the
training was ready in August 2019.

to understand whether carbon literacy
training could change business students’
preconceived notions of the effects of
climate change.

Once we had their feedback, we
delivered three hours of training to
participating students. Next, we asked
them to complete a quantitative survey
that assessed whether their knowledge
and understanding had changed after
the intervention. Initial findings show
that the training improved the students’
knowledge on the science and impacts
of climate change. Our student partici-
pants also have indicated that the train-
ing provided them with information that
they could use to evaluate and engage
with climate change in a more systemat-
ic and authoritative manner.

After their training, these students
made a range of personal pledges,
from consuming less water to reduc-
ing waste generation to increasing
education about climate change in the
workplace. Perhaps not surprisingly,
students from different cultures had
different perceptions of climate change
and made different pledges for future
actions. For example, students in

Employees realized that
the decisions they make
will determine the future.

GETTING READY FOR ROLLOUT
‘We also plan to roll the program out to
students. As a first step toward this goal,
we have conducted research on how
business school students conceptualize
climate change, gathering feedback from
focus groups of students in England,
China, India, Pakistan, and South Africa.
We especially wanted to know wheth-

er they could be considered “climate
change skeptics,” and, if so, whether

this conceptualization is influenced by
cultural or national factors. We wanted

South Africa focused on issues around
poverty and equality of opportunity,
largely due to South Africa’s political
and economic context.

MOVING FORWARD

The full training is now ready to be used
by business schools worldwide. So far,
we have trained academics from the
United Kingdom, Denmark, South Af-
rica, India, the United States, Germany,
Austria, Sweden, and Russia. Our carbon
literacy training became a major part of
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Sustainable

Objectives

BY MARIANNE JAHRE

TANZANIA AND ETHIOPIA in Africa are among the fastest-growing economies in the

world—but also among the least industrialized. Of their respective populations of 55
million and 110 million, 85 percent are farmers. Citizens in both countries lack access
to sustainable food sources; healthcare; or reliable energy, transport, and waste man-
agement. They must cope with weak governance, corruption, unemployment, popula-
tion growth, insecurity, droughts, and famine. In Ethiopia, only 45 percent of the
population has access to electricity; in Tanzania, that number drops to 35 percent.

To address these problems, BI Norwegian Business School in Oslo, the School of
Business at Mzumbe University (MU) in Tanzania, and the Business and Econom-
ics College of Jimma University (JU) in Ethiopia have created a partnership called
SUSTAIN. Through the partnership, the schools will strive to improve the quality of
education and research in the fields of supply chain management (SCM) and sustain-
able business development. These efforts will enable all three schools to work toward
achieving the United Nations’ Sustainable Development Goals (SDGs), which call
for the world’s institutions to work together to end poverty, protect the planet, and

ensure that all people enjoy peace and prosperity.

BASIC BACKGROUND

To grow their economies, Ethiopia and
Tanzania must improve their infra-
structures by investing in new roads,
railways, hospitals, schools, and electric
plants. But to use this infrastructure
effectively, both countries will need for-
ward-looking business leaders who can
help businesses deliver on their wider
social responsibilities.

However, most of the local workforce
hasn’t been educated with the requisite
skills. AUNESCO report notes that,
between 1990 and 2012, primary school
enrollment in African countries more
than doubled, to nearly 150 million. But
higher education is still lacking. For
instance, in Tanzania, youths represent
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more than half of the country’s total
labor force, according to Emmanuel
Chao of MU’s Resource and Incubation
Centre. Yet more than 25 percent of
those youths are not in employment,
education, or training.

The situation is similar in Ethiopia,
which has a young population in need of
education. “Ethiopia has established 35
new universities the last 15 years,” ex-
plains Kenenisa Lemie Debela, dean of the
College of Business and Economics at JU.
“Senior universities serve as mentors and
initially also as administrators for the new
universities. Support for Jimma means
indirect support for the whole country.”

Both schools are poised to train the
managers who will help bring their

countries economic prosperity. At MU,
about 1,700 of the 10,000 students are
in business; the school is known for its
capacity in management, governance,
and health management, but it needs
development in the areas of entrepre-
neurship and supply chain management.
In comparison, JU is Ethiopia’s largest
public university, known for its strength
in health education. Ofits 50,000 stu-
dents, 6,250 are in business.

At BI, we believe we have the resourc-
es to partner successfully with these
two schools. We not only have developed
research and teaching in humanitarian
logistics and risk management, we have
developed other long-term partnerships
with schools in China and the U.S. We
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also have much experience setting up
international exchanges and internships
for our 20,000 students.

Furthermore, we can draw on the
knowledge gained from Norway’s own
development of sustainable incentives,
business models, and physical infrastruc-
ture of recycling. Dating from the 1990s,
Norway has been a pioneer of “reverse
logistics”—that is, managing the lifetime
supply chain for household goods. In
fact, two of the BI faculty participating
in SUSTAIN pursued their own PhDs in
this field—1I did mine on household pack-
aging, and Bente Flygansvaer did hers on
electronics recycling.

Finally, SUSTAIN builds on past
connections BI has made with both

schools. In 2017, BI and MU collaborated
on a graduate course called Doing Sus-
tainable Business in Africa. BI became
familiar with JU when JU was coop-
erating with the nearby University of
Oslo on an initiative called Strategic and
Collaborative Capacity Development in
Ethiopia and Africa (SACCADE), which
aimed to establish JU as a hub for health
development in Africa. Because all three
schools focus on delivering commu-
nity-based education, we believe our
approaches are complementary.

PROGRAM LAUNCH

In February of 2019, SUSTAIN orga-
nized inaugural workshops in Mzumbe
and Jimma. There, representatives of

individual schools could get to know
each other, sign a memorandum of
understanding, agree on the details of
student exchanges, compare academic
calendars and local regulations, and
organize anti-corruption workshops
for faculty, students, and local stake-
holders. SUSTAIN involves 21 faculty
members with competencies in SCM,
entrepreneurship, and sustainability.
Nine are from BI and six each are
from MU and JU. Administrative
staff members are also involved in
organizing the exchange.

In September of 2019, the first two
students arrived at BI from MU for our
one-term stay option. These students
will spend one semester attending
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deas in action

Making Mission Gount

THE COLLEGE OF BUSINESS AT LOYOLA MARYMOUNT UNIVERSITY CRAFTS A NEW MISSION
STATEMENT THAT CAPTURES ITS CENTRAL OBJECTIVE: TO BE A FORCE FOR GOOD.

BY DAYLE M. SMITH

IN THE SUMMER of 2018, when I became dean of Loyola Marymount
University’s College of Business Administration (CBA), the college
had just completed its AACSB peer review team visit for its mainte-
nance of accreditation. As we were laying out our five-year strategic
plan, I worried: How will we stay relevant? How will we create a dis-
tinctive mission that sustains us as a business college?

Founded in the Jesuit and Marymount traditions, the CBA histori-
cally has been well-grounded in ethics and a commitment to educating
the whole person. But even so, we lacked a way of talking about who
we were and why it mattered. I discovered this soon after I arrived at
LMU. During my “dean’s listening tour,” I met with each faculty and
staff member individually, and connected with alumni, students, and
employers to learn what they believed were our greatest challenges,
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opportunities, and aspirations. I wanted
to better understand what LMU and the
CBA meant to them, and get a feel for the
values, norms, and underlying assump-
tions that characterized the organization.

Ilearned that our mission didn’t
capture what made us unique. To distin-
guish ourselves from our competitors,
we would need to think differently.

The aggregated data I gathered
during my listening tour provided a
foundation for what would be a yearlong
soul-searching process for our faculty

ILLUSTRATION BY LAURA LEIDO



and staff. We wrestled with issues such
as the changing nature of business
disciplines and the goals for teaching
and learning. We asked stakeholders to
articulate what they thought constituted
transformative business leadership in
the Jesuit-Marymount tradition.

Once our strategic planning commit-
tee drafted a five-year plan, we posted
its major tenets in the dean’s conference
room. Over three months, the CBA com-
munity was invited to provide feedback,
written on Post-it Notes and in a com-
mon file on Dropbox. The committee
also solicited feedback via open houses.

The results of this process were
twofold. First, we now have a five-year
strategic plan that is collectively owned
by our stakeholders. Second, we have a
clear and concise new mission state-
ment: “We advance knowledge and devel-
op business leaders with moral courage
and creative confidence to be a force for
good in the global community.”

INTEGRATING THE MISSION

Once the mission statement was
finalized in spring 2019, we looked to
capture some early wins. As a first step,
the CBA became a signatory to the
United Nations’ Principles for Respon-
sible Management Education (PRME).
Next, we charged our interdisciplinary
Institute for Business Ethics and
Sustainability with helping our faculty
and students coalesce around the U.N.s
17 Sustainable Development Goals
(SDGs). In response, the institute host-
ed a summit on global sustainability.

In addition, the institute modified
our annual intercollegiate business
ethics competition. Held each spring,
the competition brings college students
from four continents to LMU to present
original cases. This year, 30 teams tack-
led challenges inspired by the SDGs and
presented arguments on how business
can be a force for good.

Next, we worked with faculty to
integrate the mission into a bold new

core curriculum. We asked each depart-
ment to elucidate how its major might
reinforce the mission. The marketing
department, for example, developed the
Applied Learning in Societal Transfor-
mation—or the A-List Pathway. Market-
ing faculty created new courses in which
students worked with community-based
organizations, explored nonprofit mar-
keting, and analyzed advertising strate-
gies for making a social impact.

Entrepreneurship developed three
new pathways for its major—one in start-
up/new venture management, one in
corporate innovation, and one in social
entrepreneurship. In the social entrepre-
neurship pathway, for instance, students
and faculty study how social entrepre-
neurs in underrepresented communities
develop profitable enterprises.

This past spring, students taking a
course in this pathway hosted documen-
tary filmmaker Thomas Morgan in our
monthly film series, “CBA Night at the
Movies: Cleaning Up Dirty Business.”
The students watched Morgan’s film
“Soufra,” about a group of women living
in a refugee camp in Beirut, Lebanon; it
describes how these women launched
their own food truck business with the
help of a microloan. Students spoke
with Morgan and our entrepreneurship
faculty after the screening. The students
also hosted a fundraising dinner and sold
cookbooks authored by the refugee wom-
en to support the Soufra organization.

Our entrepreneurship faculty and
students have worked with colleagues
from science and engineering on sus-
tainability activities. These include a
startup weekend, pitch competitions,
auniversitywide fellows program, and
new venture courses, all sponsored by
our Fred Kiesner Center for Entrepre-
neurship. We encourage participants to
design solutions that will help “create
the world we want to live in.”

Finally, this past summer, the CBA
launched The Good Lab, an interdisci-
plinary center where students and fac-

ulty from different business disciplines
collaborate on mission-related projects
ranging from consulting to creating
reports for external stakeholders. In one
project, students worked with faculty
and a university benefactor to create
amarketing plan and profit-sharing
scheme related to pet care products, to
benefit animal shelters across the coun-
try. This fall, The Good Lab will work
with Goodwill Industries in Southern
California to use analytics to determine
the impact of job training in local com-
munities. The lab also will create an an-
nual report to share information about
companies doing good in the region.

LIVING THE MISSION

‘We knew that an even bigger challenge
would be to engage students in “liv-

ing the mission.” For that reason, we
developed a co-curricular component
to the CBA experience that would cross
disciplines and divisions. We call this
component The CBA Advantage.

As part of this initiative, students
complete curricular, extracurricular,
and co-curricular activities that will
help them develop knowledge, skills,
and abilities (KSAs) related to five core
competencies inherent to our mission.
These include business knowledge,
leadership, moral courage (and business
ethics), creative confidence, and global
citizenship. We worked with the univer-
sity’s career and professional develop-
ment team to identify relevant offerings,
campus events, and events in the nearby
Silicon Beach community. (For more
details, see “The CBA Advantage” at
bized.aacsb.edu/articles/2020/january/
making-mission-count.)

The next question we faced: How
will we track students’ progress toward
achieving these competencies? For this,
we asked a team of recent graduates
from our entrepreneurship program to
work with faculty and the dean’s office
to develop a mobile app students can use
to track their own progress. In addition
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to promoting relevant activi-
ties, the app will “gamify” the
tracking process by enabling our
undergraduates to earn points
throughout their four-year pro-
grams for their participation in
eligible activities, as well as track
their KSAs—especially those
required for degree completion.

Our app developers have
formed a company outside of the
university to continue work-
ing on this project—the CBA
is acting as an angel investor.
The hope is that eventually the
app will be customizable for
other schools that want to help
students track activities aligned
with the mission. Their company
and the CBA are working with
the registrar and our chief tech-
nology officer to integrate the
app with Banner, the university’s
administration software.

This effort has inspired us to
re-evaluate our approaches to as-
sessment, assurance of learning,
and impact in the years ahead.
We are experimenting with new
metrics in the app for assessing
students’ progress toward KSAs
and the CBA’s PRME activity. We
will pilot the app in the 2019-
2020 academic year and plan its
full roll-out in the fall of 2020.

DEFINING SUCCESS
I find it rare that a college’s fac-
ulty know the school’s mission
statement by heart. But at the
CBA, I now hear our mission
more often in our faculty’s pre-
sentations. When student tour
guides walk prospective students
through our building, I hear them
describe how the CBA lives its
mission as they point to the mis-
sion statement on the wall.
Sometimes our mission is
communicated in more unex-
pected ways that might be even
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bigger indicators of success. For
example, I attended an annual
student-run accounting awards
banquet, for which the theme

of the evening program was
“moral courage and creative
confidence.” One of the student
co-chairs told me they had cho-
sen that theme after a professor
had “challenged us to think about
how the words in the mission
apply to accounting practice.”

Next on our agenda? We
plan to challenge our first-year
students in arequired course
called Business as a Force for
Good, where they will explore
the impact of business on
sustainable development in
the global community.

When we started this journey,
we had many questions: Will
faculty, staff, and students get
excited about the mission? Will
they make it part of their courses
and value systems? Will we get
buy-in from across the university
to make mission-driven activ-
ities requirements for gradua-
tion? Will faculty integrate our
new app into their courses and
other activities?

In short, if we build it,
will they come?

Early results have been
promising, but we must continue
to live the mission every day.

To quote one of our marketing
professors, our mission state-
ment must be “wearable and
shareable.” We've worked hard to
capture our mission in one bold
sentence that is not just memo-
rable, but meaningful enough to
inspire our community to be a
force for good in the world.

Dayle M. Smith is the dean of
Loyola Marymount University’s
College of Business Administra-
tion in Los Angeles, California.

EXPERIENGE RULES

GEORGIA TECH TEACHES
SUSTAINABILITY THROUGH
EXPERIENTIAL LEARNING.

BY L. BERIL TOKTAY AND
MICHAEL OXMAN

RESEARCH FROM THE Michigan Journal of
Community Service Learning indicates that
project-based learning deepens students’
understanding of difficult concepts and bet-
ter prepares them to assess business chal-
lenges and design solutions. Additionally,
studies show that students in project-based
classrooms are more likely to view learn-
ing as a way to acquire valuable skills—not
simply as a means to pass a test.

At the Georgia Institute of Technology’s
Scheller College of Business in Atlanta, we
have made experiential learning a priority
for teaching sustainability, an area in which
companies face especially complex business
challenges. Our Ray C. Anderson Center for
Sustainable Business, founded in 2013, acts
as an experiential learning hub, coordinating
projects and programs that enable students
to apply their knowledge of sustainable
business practices to real-world issues in
professional settings.

HANDS-ON PRACTICUM
The center has created a strategic sustain-
ability concentration, as well as an educa-
tional track that encourages students to
develop deep expertise in emerging areas
of sustainability. The Innovating for Sus-
tainability track includes the Sustainable
Business Consulting Practicum, co-taught by
the center’s managing director and profes-
sor of sustainable business and a managing
director of information and technology
services at global consulting firm Accenture.
Init, students form teams and work with a
volunteer coach to solve sustainability prob-
lems submitted by companies.

For example, one team of MBA students
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DESIGNED FOR DIGITAL

While digital transformation is the key to future success, most “big, old companies are simply
not designed for digital,” write Jeanne Ross of MIT, Cynthia Beath of the University of Texas,
and Martin Mocker of Reutlingen University. One problem is that digital initiatives are often
shunted off to the IT unit, when they should be part of the core management strategy. The
authors identify five essential building blocks companies need for transformation: customer
insights on what buyers want; the operational backbone that can support the work; the right
digital platforms; an accountability framework; and an external developer platform that
allows companies to expand their offerings. But companies also need a responsive culture and
managers who understand that digital transformation is an ongoing process. While the authors
note that few companies have made much progress on the digital journey, they examine some
that have, including Royal Philips, LEGO, and Northwestern Mutual. And they provide helpful
signposts for other organizations that want to take the first steps. (The MIT Press, US$34.95)

THINK OUTSIDE THE BUILDING
Today’s messy, complex problems will be
solved only by what Harvard’s Rosabeth
Moss Kanter calls advanced leadership.
“It stems from a sense of purpose oriented
toward changing the system,” she writes.
While advanced leaders might come from
anywhere, she sees the most potential among
“values-carrying millennials” with fresh
ideas and seasoned veterans seeking new
challenges. These older leaders, in particular, have “accumu-
lated the three Cs of capabilities, connections, and cash” that
they can invest in working on issues they truly care about.
She offers plenty of examples, such as financial executive
Torsten Thiele, who left the banking field to launch the multi-
stakeholder Global Ocean Trust. Kanter is an optimist overall,
and her book is “a field guide for the journey toward leadership
with significant positive impact.” (PublicAffairs, US$28)

UNDER THE INFLUENCE
Laws that regulate cigarette smoking are
designed to protect other individuals from
the harmful effects of secondhand smoke.
But the real danger is that smokers make the
activity look attractive, so nonsmokers take
up the habit, too. This behavioral contagion
affects every choice humans make, from
buying clothes to investing in solar panels.
But economists and policymakers tend to

overlook how human decisions are influenced, for good or bad,
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by the behavior of their peers, says Cornell professor Robert
H. Frank. To achieve better outcomes, he writes, “taxation is
often more effective and less intrusive than regulation.” When
polluters are taxed, they often reduce their harmful emissions,
and air quality improves. Frank believes an understanding of
behavioral contagion could help solve some of the great chal-
lenges of our times. (Princeton University Press, US$24.95)

SEE SOONER, ACT FASTER
The only survivors in a rapidly changing
business environment will be vigilant com-
panies that respond to risks and opportuni-
ties before their competitors do, according
to George S. Day of the Wharton School
and Paul Schoemaker of Q2 Tech. Vigilant
leaders, they write, “focus externally and
are open to diverse perspectives, they apply
strategic foresight and probe for second-
order effects, and they encourage others to explore widely by
creating a culture of discovery.” Day and Schoemaker share
stories of vigilant companies that paid attention to background
signals and reacted more quickly than their rivals—such as
Adobe, which was an early adopter of software-as-a-service.
“Today’s environment of digital turbulence ... increasingly pe-
nalizes tardy responses,” they write. They show business lead-
ers how to think—and act—fast. (The MIT Press, US$29.95)

DIVERSITY, INC.
Despite decades’ worth of diversity initiatives, minorities are
still underrepresented in America, even in progressive fields
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Measuring for Impact

A NEW RATING SYSTEM IS DESIGNED TO HELP SCHOOLS GAUGE THEIR SERVICE TO SOCIETY.

BY TRICIA BISOUX

THE WORLD INCREASINGLY expects business schools to produce solu-
tions to societal challenges, as well as graduates who give back to their
communities. But whether because of resource constraints or com-
peting stakeholder interests, many business schools still don’t match
their actions in the market to their aspirations to make a difference.

They also face pressure from the rankings, which effectively mea-
sure a business program according to the salaries of its graduates but
are less useful when it comes to gauging a school’s social impact.

This disconnect has inspired a large group of business educa-
tors—brought together by the Mission Possible Foundation based in
Switzerland—to design the Positive Impact Rating (PIR). Its cre-
ators are calling the PIR the first “by students for students” rating of
business schools. These educators hope the PIR will encourage more
business schools to couple their actions with social impact.

They spent two years developing the rating and completed the first
prototype of the system in May 2017. Subsequent versions were tested
in schools of different sizes, missions, and locations. The final version
was adopted by the endorsing organizations in September 2018.

In January 2019, the steering committee released a white paper
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introducing the PIR. The paper’s co-au-
thors include Katrin Muff of the Mis-
sion Possible Foundation, Switzerland;
Thomas Dyllick of the University of St.
Gallen in Switzerland; Mathias Falken-
stein, CEO of XOLAS (formerly the
Higher Education Management Group)
in Berlin, Germany, and executive policy
advisor at LUISS Business School in
Rome, Italy; Clémentine Robert, presi-
dent of oikos International; David Sciclu-
na, former country manager of AIESEC
Switzerland; and Léo Gillard of World
Wildlife Fund Switzerland.

The new rating system is intended
“to support fundamental change in the
business school landscape with regards
to the school’s societal responsibility,”
the co-authors explain.

ILLUSTRATION BY DAN PAGE
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UGITARGETS LIFELONG LEARNERS

AS SHORT-TERM microcredentialing pro-
grams continue to gain popularity among
learners, more institutions are expand-
ing their offerings. Among them is the
Division of Continuing Education (DCE)
at the University of California, Irvine,
which recently announced its partner-
ship with FutureLearn, one of the largest
online learning programs in Europe. The
partnership will support the delivery of
microcredentialing programs to lifelong
learners on a global scale.

These microcredentialing programs
will fit within the DCE’s larger portfolio
oflearning experiences, which include
boot camps, customized corporate
education offerings, and 95 certificate
programs (of which 65 are fully online).
To earn a microcredential, students will
need to complete a minimum of 12 units,
or 120 hours of coursework. Among the
DCE’s first FutureLearn offerings will be
a program in predictive analytics.

About 40 percent of the DCE’s overall
portfolio is devoted to business disci-
plines, says Brian Breen, DCE’s chief
corporate engagement and partnerships
officer. This includes a selection of
specializations and certificate programs
the DCE delivers over the Coursera

Second Partnership

platform. These MOOC-based programs
have offered the school opportunities

to engage with organizations for their
training needs. “More companies are
looking for shorter, faster, and cheaper
ways to train their workforces,” says
Breen. “We’ve found that they’re sending
their employees to our MOOCs for foun-
dational knowledge before coming to the
DCE for something more customized.”

At the same time, he has seen compa-
nies scale back their tuition reimburse-
ment funding to target only training tied
to an employee’s functional role and
performance goals. “They’re looking for
courses where their employees can pick
up skills quickly and apply them back in
the workplace,” Breen says. “Going to a
full-time MBA program for two years is
alot of money and commitment. Taking
aten-week online course for $500 or
$600 is more accessible.”

In the future, Breen expects
short-format options to provide the kind
of portable educational programs that
will support learners throughout their
careers. The new partnership, he be-
lieves, is one way the school can realize
its vision “as a provider and supporter of
the 60-year curriculum.”

In September, the University of Michigan in Ann Arbor announced its own

partnership with FutureLearn, which will allow it to expand its online offerings.

Among the university’s first courses on the platform, offered in fall 2019 in part-
nership with U-M’s Center for Academic Innovation, were an introduction to the
programming language Python and a course on successful negotiation strategies.

The fact that FutureLearn supports a global community of 10 million learn-
ers—60 percent of whom are women—aligns with U-M’s mission to “transform
access to education” via a range of interactive, mobile, and local learning oppor-
tunities, says James DeVaney, associate vice provost for academic innovation
and founding executive director of U-M’s Center for Academic Innovation. “In
order to create a more informed, peaceful, equitable, and empowered society, we
need to help learners everywhere learn with and from each other”
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TRANSITIONS

Sarah Fisher Gardial has been
appointed the new dean of the
Belmont University Massey College
of Business in Nashville, Tennessee.
She currently is dean and professor
of marketing for the Henry B. Tippie
College of Business at the University
of lowa in lowa City, where she has
served since 2012. During her tenure
at the University of lowa, Gardial led
the Tippie College’s expansion into
specialty master’s programs; she also
oversaw the closure of its full-time
MBA and expansion into an online
part-time MBA program. She takes
her new position March 1.

Bernard J. Milano, the longtime
president of KPMG U.S. Foundation,
retired in January. He also stepped
down from his position as head of
The PhD Project, an organization
dedicated to recruiting minority
professionals into business doctoral
programs. Milano began his career
at KPMG in 1961 and in 1975 became
KPMG's first national partner in
charge of university recruiting. He
eventually became president of the
KPMG U.S. Foundation, where he
became a leader in promoting aca-
demic diversity and orchestrated the
creation of The PhD Project. Blane
Ruschak, KPMG's executive director
for campus recruiting and university
relations, will assume the presidency
for both organizations.

HONORS AND AWARDS
The Royal Swedish Academy of
Sciences awarded the 2019 Sveriges
Riksbank Prize in Economic Sciences
in Memory of Alfred Nobel to Abhijit
Banerjee, the Ford Foundation
International Professor of Economics
at the Massachusetts Institute of
Technology in Cambridge, Massachu-
setts; Esther Duflo, an economics
professor at MIT; and Michael
Kremer, the Gates Professor of





https://www.aicpa.org/press/pressreleases/2019/aicpa-recognizes-innovative-accounting-educators.html
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and mindsets; workshops that allow participants
to face realistic challenges in a risk-free environ-
ment; executive coaching before, during, and after
the workshops; executive sponsorship; and an
expanded peer network.

COLLABORATIONS

Kedge Business School in France and global
asset manager Candriam have launched a research
chair dedicated to sustainable finance. The chair
will be led by Christophe Revelli. The chair will
explore how sustainability and accountability
issues create additional value and have an impact
on businesses and the economic development of
society as a whole.

The MIT Sloan School of Management at the
Massachusetts Institute of Technology in
Cambridge has entered into a five-year agreement
with Queensland University of Technology
Business School in Australia. The partnership will
support academic exchange and provide students
in QUT’s entrepreneurship program access to MIT
Sloan’s global entrepreneurial networks. The
schools also will create a two-week entrepreneur-
ship and digital transformation immersion program
that will launch in the summer of 2020 and enroll
up to 60 QUT MBA and EMBA students.

Five universities in Florida have created an alliance
to accelerate the advancement of women of color
in the academic fields of science, technology,
engineering, and math. The Florida AGEP Pathways
Alliance, which has received a US$2.4 million grant
from the National Science Foundation, will work
with 300 doctoral, postdoctoral, and early-career
minority women faculty to advance their careers

in STEM. About $1.3 million of the grant will go to
the University of South Florida St. Petersburg
and Florida A&M University in Tallahassee.

The remainder will go to Florida International
University in Miami, Florida Memorial Univer-
sity in Miami Gardens, and Bethune-Cookman
University in Daytona Beach.

ESSEC Business School in Cergy, France, is
launching a beauty program in collaboration with
cosmetics company Estée Lauder, fragrance and
cosmetics company IFF, and perfumery Nocibé

of the Douglas Group. The new Leading a Beauty
Brand Chair will be headed by Véronique Drecq.
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Aston University in Birmingham, England, is
partnering with online program management
provider Keypath Education to deliver an online
executive DBA program. The online executive DBA
offers niche courses in subjects such as financial
management, engineering and technology, and
public administration.

GRANTS AND DONATIONS

Carolyn L. and David B. Miller have committed
US$50 million to Southern Methodist Universi-
ty’s Edwin L. Cox School of Business in Dallas, Texas.
The money will enable the Cox School to modernize
its curriculum, offer more scholarships, enhance its
facilities, and develop interdisciplinary cross-campus
collaborations. Previous gifts from the Millers have
supported the Cox School’s David B. Miller Endowed
Professorship, the Don Jackson Center for Financial
Studies, and the EnCap Investments & LCM Group
Alternative Asset Management Center. David Miller
was co-founder of EnCap Investments.

The Tuck School of Business at Dartmouth Col-
lege in Hanover, New Hampshire, has announced
a US$25 million gift commitment from the Bakala
Foundation USA. The gift will endow Tuck Global
Opportunities—or TuckGO—a portfolio of for-credit
immersive educational experiences that make up
Tuck’s global learning requirement. The gift also
creates the Bakala Global Suite, which will be

the future home of the TuckGO offices and a hub
for student, faculty, and staff collaboration. The
Bakala Foundation was established by investment
banker Zdenék Bakala and his wife, Michaela.

The Stern School of Business at New York Univer-
sity in New York City has received a US$5 million
gift from alumna and entrepreneur Elizabeth
Elting. Over the course of ten years, the gift will
support 40 female MBA students and provide
seed capital to 20 women-led businesses through
the Elizabeth Elting Venture Fund, in association
with the school’s Endless Frontier Labs program.
Elting was founder and co-CEQ of TransPerfect, a
language solutions company she started out of a
NYU dorm room.

CENTERS AND FACILITIES

Babson College in Wellesley, Massachusetts, has
opened the Kerry Murphy Healey Center for Global
Healthcare Entrepreneurship with US$10 million in

funding from the Steven C. and Carmella R. Kletjian
Foundation. The center’s mission will be to estab-
lish a global community dedicated to developing
innovations in healthcare systems and processes
that lead to advances in global health and surgery.

Arizona State University’s Thunderbird School
of Global Management has broken ground on its
new global headquarters on ASU’s downtown
Phoenix campus. Thunderbird’s new home will in-
clude five stories and 112,000 square feet of space;
an interactive Global Forum where speakers from
any remote location can address and engage with
students; an Innovation Lab for experiential learn-
ing that includes a Global Situation Room; and a
Language Lab enhanced by augmented reality and
virtual reality technology.

Naming Gift for
University of Miami
The University of Miami Busi-
ness School in Florida has been
renamed the Patti and Allan
Herbert Business School in honor
of a couple who, with a new gift to
the business school, have donated
more than US$100 million to the
university over their lifetimes. To
spur others to support the Miami
Herbert Business School, the do-
nors also have created the Herbert
Challenge, which will match gifts
up to an established amount.
Money from the challenge will
support endowed chairs, academic
programs, and student scholar-
ships. The gift and the challenge
initiative also will support inter-
disciplinary academic clusters,
such as a planned new Center for
Sustainable Business. In addition,
a portion of the Herberts’ gift will
be used to attract challenge grants
to build out other centers of excel-
lence, including those dedicated
to entrepreneurship, leadership,
decision making, analytics, and
global operations.
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