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The Honesty Quotient
My most recent ethical dilemma involved seven dollars. A cashier failed to charge me for a seven-dollar
item, which I didn’t realize until I was halfway home. My companion and I engaged
in a brief ethical debate: Should I go back to pay for the item? Or consider it a gift?

We facetiously came up with a mathematical formula for such situations: One’s
need for honesty (H) is directly proportional to the money involved (M) divided by
one’s distance from the store when one discovers the mistake (D). M / D = H. In
this case, $7 / 2 miles = 3.5. This “honesty quotient,” we agreed, would have to be
at least a “5” to warrant putting the car into reverse, so we continued home.

Not an unparalleled display of ethics, granted. But ethical decisions seldom occur
in rarefied air. There are circumstances to be weighed, causes and effects to be bal-
anced. Sometimes, the devil just wins out.

Of course, I’ve experienced similar dilemmas that broke the “5” barrier. About
ten years ago, a cashier accidentally threw my check for $50 into the bag with my
purchase, along with my receipt. I didn’t discover it until I got home. I admit I con-
templated using the old “it-wasn’t-my-mistake” defense and keeping the money; but
after a crisis of conscience, honesty prevailed. I returned the next day.

As luck would have it, the same cashier was on duty. After I explained what had
happened and handed him the check, he didn’t utter a word—not even a “Thank
you.” He actually looked at me incredulously, as if I’d lost my mind. Now that I’m
older and arguably wiser, his silence wouldn’t faze me. However, at the time, I
remember questioning my judgment, wondering if I was naïve to return the
money. If only I’d had the honesty quotient to guide me! There would have been
no crisis, no questioning. Just plug the variables into the formula: $50 / 4 miles =
12.5. Take it back!

Wouldn’t it be nice if all ethical questions were so easily resolved? But as
Newtonian laws of physics break down at light speed, this paltry formula fails at the
corporate level. The multimillion-dollar decisions corporate executives make encom-
pass complex sets of variables, including employees, shareholders, and communities.
It’s all far too complex for any formula to manage.

As an alternative to math, contributor Sandra Waddock applies poetry to the
question of ethics—specifically the poetry of T.S. Eliot. In her article “Hollow Men
at the Helm,” she uses Eliot’s spiritually bankrupt “hollow men” as reminders of the
effects ethical breakdowns have on business and society. To prepare for the ethical
challenges they’ll face, she writes, business students must keep in touch with their
core values and strike a balance between individual and communal needs.

Students who strike this balance will understand that ethics
isn’t a perfect science—few, if any, of us get it right 100 percent of
the time. What’s important is that students keep their ethics on an
upward trajectory. And unlike my more uncertain, younger self,
they won’t need a “thank you” or even a mathematical formula to
know they’ve done the right thing. They’ll just know. �z
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Headlines
Business schools must renew and revitalize
their commitment to teaching ethical
responsibility at both the individual
and corporate levels if they are to
prepare leaders for the 21st century.
That’s one of the conclusions
reached by members of the Ethics
Education Task Force (EETF)
assembled by AACSB International.
The EETF is chaired by Susan M.
Phillips, dean of The George
Washington University School of
Business and Public Management in
Washington, D.C.

“While a number of business
schools have developed innovative
strategies for engaging students in
the challenge of providing ethical
leadership, the assumption of many
faculty and program leaders that the
majority of students are being ade-
quately prepared in this domain is
highly questionable,” according to
the report, titled “Ethics Education
in Business Schools.”

Schools should be encouraged
to demonstrate a commitment to
teaching ethical behavior through-
out their academic programs, assess-
ment processes, research agendas, and
outreach activities, the report states.
The report also recommends that
business schools teach students how
to confront unethical behavior in the
workplace; offer specific courses in
various business disciplines to prepare
students for the types of moral issues
arising in those areas; ensure students
are familiar with programs that sup-
port ethical conduct; encourage
adoption of honor codes; and estab-
lish management degree programs
that offer ethics education and a solid
background in corporate governance.

To support business schools as
they strengthen their ethics educa-

tion efforts, AACSB has developed
several initiatives: the Web-based
Ethics Education Resource Center at
www.aacsb.edu; enhanced training
on ethics education for accreditation
review teams; and greater focus on
ethics-related topics in BizEd and
eNewsline. For a copy of the full
report, contact Kathy Givens at
Kathy@aacsb.edu.

BGS Honoree Calls for
Global Citizenship

Global corporate responsibility will be critical
in the future for businesses operating
internationally, according to Beta
Gamma Sigma’s 2004 International
Honoree, who was recognized at
AACSB’s International Conference
and Annual Meeting in Montreal this
spring. Honoree Dieter Zetsche,
CEO and president of Chrysler

Group, was unable to attend the
event; remarks were delivered instead
by W. Frank Fountain, senior vice
president of DaimlerChrysler and
president of the DaimlerChrysler
Corporation Fund.

“True business leadership requires
applying talent and resources to help
resolve the broader issues facing soci-
ety,” said Fountain. “In today’s ever-
more technical world, however, we
seem to be placing greater emphasis
on process than perspective.”

While acknowledging the impact
of the knowledge economy, Fountain
pointed out that “you can’t eat,
drink, drive, or live in knowledge
alone.” He added, “In fact, left
unchecked, today’s flood of informa-
tion can work to the detriment of
progress if it isn’t quickly categorized
and put into use.”

Noting that DaimlerChrysler
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A Call for Ethics Education

AACSB HQ Relocates to Tampa

The board of directors of AACSB International voted April 18 to move the
association’s headquarters to Tampa, Florida. The move from its existing
headquarters site in St. Louis will occur in phases and be completed in
spring 2005.

In making the decision, the board cited an increasing focus on the advancement of
thought and knowledge leadership, as well as advocacy. The board also noted the move
will save the association as much as $7 million during the next ten years, partly from the
restructuring of its staff. These savings will be reinvested in increasing management educa-
tion experience on staff.

The board’s choice of Tampa came after an extensive study and report by a consulting
firm and discussion with other organizational leaders. Twenty cities were considered, all of
them ranked according to specific criteria. In making the final decision, the board cited
Tampa’s appeal in recruiting top business education talent; lower staffing, leasing, and

events costs; a diverse, multilingual labor pool; and climate.
AACSB’s new Tampa headquarters will be in a waterfront building on Harbour

Island. According to John Fernandes, president and CEO of AACSB International, one of the key elements of
the new building will be an educational center where the association can hold seminars and board and com-
mittee meetings. The center will be easily accessible from the Wyndham Harbour Island Hotel, which is
joined to the headquarters building by an overhead walkway. “This center will allow us to hold more meet-
ings at our own facility, which will add flexibility and reduce costs,” says Fernandes.

http://www.aacsb.edu
mailto:Kathy@aacsb.edu


builds products in 37 countries and
sells them in 200, Fountain empha-
sized the importance of corporate
citizenship. “We now have the tools
and opportunities to help create
prosperity in many nations and to
help bring an end to poverty, disease,
and even pestilence. As we do, we
create opportunities for even greater
prosperity,” he said. He described
the company’s efforts to work for
sustainable HIV-AIDS interventions
that are helping to stabilize both the
South African society and
DaimlerChrysler’s business environ-
ment in that country.

While such efforts are essential for
global commerce, they are challeng-
ing to maintain, Fountain said to his
audience of management educators.
“This is why we need MBAs and
other leaders—trained by you—who
can not only manage but can also
appreciate relationships between
business and society, business and
education, business and the environ-
ment, business and government,
business and community health, and
business and the arts.”

Competition Winners Gain
Edge in Job Search

The shaky economy is making it harder for
new b-school grads to find jobs—
although those who win recognition
at business competitions are some-
times finding it easier to catch the
eyes of recruiters. Not only do high-
achieving teams take home prize
money, many often score job and
internship offers.

“I’ve had four companies tell me
that they will only interview students
who have been part of the Goizueta
Marketing Strategy Competition,”
said Reshma Shah, a marketing pro-
fessor at Emory University’s

Goizueta Business School and faculty
adviser to the competition.
Companies are interested in students
who’ve performed well in competi-
tions, Shah says, because students
often perform detailed consulting
projects that prove their ability to
work as teams.

Competitions—such as those
orchestrated by Students in Free
Enterprise (SIFE)—also spotlight
students with a strong propensity
toward leadership. In SIFE competi-
tions, students teach business
concepts to children, older
adults, and business own-
ers who need assistance.
“The leadership learned
through SIFE is the
kind of leadership we
want our executives to
exercise,” says Len
Roberts, president and
CEO of RadioShack.

At Indiana
University’s Kelley School
of Business, where Whirlpool
sponsors an annual case competi-
tion, judges are able to obtain “a
real-world assessment of students’
problem-solving skills, presentation
skills, and ability to think quickly on
their feet,” says Daniel Smith,
Kelley’s interim dean. Last year,
MBA students nailed down two of
six offers extended to participants.

Participating in competitions
gives students a competitive advan-
tage when job hunting, says David
Bergheim, director of MBA Career
Management at Goizueta. “They get
access to high-level marketing execu-
tives who evaluate their work, and in
some cases these executives end up
creating positions for these people or
draw from that pool of talent first
when selecting interns,” says
Bergheim.

The New Executive Ed Student

Who’s pursuing executive education? The
answer varies for every school
according to market and geography,
but at Columbia Business School in
New York City, administrators have
been observing patterns in their
own Senior Executive Program for
almost ten years. They’ve observed
five key trends.

� International participation is
growing—and changing. Today,

two-thirds of CSEP’s
participants are from

outside North
America. More
now come
from the
Asia/Pacific
Rim—
Australia,
Japan, and
Hong

Kong—than
from Europe.
� More than

half of today’s partici-
pants are 45 or older. One reason
might be that the failure of the tech
boom has seen younger CEOs drop
out of the market.

� The dominant industries repre-
sented are financial services, manu-
facturing, and government, while the
growth industries are transportation,
energy, and financial services. Tech
and telecom industries are also repre-
sented, often by female participants.

� Nonetheless, women are under-
represented. Approximately 11 per-
cent of CSEP classes are made up of
women, most of whom come from
within the U.S.

� CEOs need help understanding
true leadership, since corporations
have unrealistic expectations of their
top executives. “Corporate leaders
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“WE NEED MBAS WHO CAN APPRECIATE RELATIONSHIPS BETWEEN BUSINESS

AND SOCIETY, BUSINESS AND EDUCATION, BUSINESS AND THE ENVIRONMENT,

BUSINESS AND GOVERNMENT, BUSINESS AND COMMUNITY HEALTH, AND 

BUSINESS AND THE ARTS.”                —W. Frank Fountain, DaimlerChrysler



Headlines

are expected to be inspirational,
charismatic, strategic, visionary, and
to hold the operational reins while
exhibiting industry savvy. It is an
impossible task,” says associate pro-
fessor Rita Gunther. Executives need
to learn “how to draw on the right
skills at the right time and how to
ruthlessly prioritize.”

Profs Join the SEC

Two business professors have recently taken
key appointments in the office of
the Securities and Exchange
Commission. Chester Spatt has
been named chief economist and
director of the SEC’s Office of
Economic Analysis. Spatt is the
Mellon Bank Professor of Finance
and director of the Center for
Financial Markets at the Tepper
School, Carnegie Mellon University
in Pittsburgh, Pennsylvania.

Audrey Gramling, assistant pro-
fessor of accounting at the
Robinson College of Business,
Georgia State University, Atlanta,
has been appointed as an academic
fellow in the Office of the Chief
Accountant at the SEC.

Entrepreneurship Lab Opens

The Miller College of Business at Ball State
University, Muncie, Indiana, is
preparing to launch an
Entrepreneurship Dynamics Lab. It
will serve as a platform for entrepre-
neurial initiatives not only for Ball
State University faculty and stu-
dents, but for the entire state of
Indiana. Development of the lab is
the result of a million-dollar federal
grant from the Department of
Education awarded to the entrepre-
neurship program and Donald F.
Kuratko, founding director and the

Stoops Distinguished Professor of
Entrepreneurship.

One of the lab’s initial endeavors
will be the Idea Accelerator
Initiative, two days of seminars and
facilitation designed to push top cre-
ative ideas toward commercializa-
tion. A second initiative, the Rapid
Growth Internship Program, will
place qualified students as interns in
rapid-growth ventures for 15 weeks.
The new lab also will oversee the
Entrepreneurship Consulting
Teams MBA Business Plan Review
Teams, Cardinal “Tech” Tank, and
a Venture Capital Access Process.

Conference Highlights
Continuous Improvement

Deans and faculty looking for a better
understanding of school accredita-
tion will find help at the “Learning
from the Leaders” conference to be
held September 26 through 28 at
the Hyatt Regency Tech Center in
Denver, Colorado. The event, spon-
sored by AACSB International,
replaces the longstanding Contin-
uous Improvement Symposium.

Leaders of accreditation commit-
tees will be on hand to give guidance
on the initiation, maintenance, and
accounting accreditation processes
under the 2003 and 2004 standards.
Members of review teams and repre-
sentatives from newly accredited
schools will offer insights on how to
maintain school accreditation.
Concurrent sessions will highlight
effective practices in assurance of
learning and strategic management.
A reception for newly accredited
schools will recognize and celebrate
the recent achievements of these
schools. More information about the
“Learning from the Leaders” confer-
ence is available at www.aacsb.edu.
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“CORPORATE LEADERS ARE EXPECTED TO BE INSPIRATIONAL, CHARISMATIC,

STRATEGIC, VISIONARY, AND TO HOLD THE OPERATIONAL REINS WHILE

EXHIBITING INDUSTRY SAVVY. IT IS AN IMPOSSIBLE TASK.”
—Rita Gunther, Columbia Business School

AACSB Publications
Win Awards

Three items appearing in AACSB publications
were recognized in the 2004 SNAP
EXCEL awards competition, which
honors exemplary work of associa-
tion publishers. Sponsored annually
by the Society of National Associa-
tion Publications (SNAP), the com-
petition judges close to 1,000 pub-
lications and electronic media for
editorial content, design, and general
excellence.

A gold award in the column
category for newsletters went to
“Lessons from the Dean’s Suite for
Aspiring Deans,” which appeared in
eNewsline. It was written by Charles
Moyer, former dean at Wake Forest
University-Babcock in Winston-
Salem, North Carolina.

BizEd received two bronze awards
for writing. “Communication Across
Cultures,” which appeared in the
September/October 2003 issue, won
in the editorial category for maga-
zines. “The Creative Curriculum,”
which appeared in the July/August
issue, won in the category of feature
articles in magazines with a circulation
of 25,000 or less. Both were written
by BizEd co-editor Sharon Shinn.

ART TK

http://www.aacsb.edu
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NEW APPOINTMENTS

� Andrew J. Policano has been named
the dean of the Graduate School of
Management at the University of
California in Irvine. He will assume
his position August 1. Policano is
Kuechenmeister Professor of Busi-
ness and former dean of the School
of Business at the University of Wis-
consin-Madison. As dean, he dou-
bled the number of companies re-
cruiting the school’s graduates and
developed EMBA and evening MBA
programs. He also helped raised the
school’s endowment from $6 million
to more than $95 million.

� Yash Gupta has been named dean of
the Marshall School of Business at
University of Southern California in
Los Angeles, effective July 1. He
also will hold the school’s Robert R.
Dockson Dean’s Chair in Business
Administration. For the past five
years, Gupta has been dean of the
University of Washington Business
School, where he revamped the un-
dergraduate and graduate curricula
and boosted fund raising by 400 per-
cent. Gupta succeeds Randolph W.
Westerfield, who led the Marshall
School for 11 years and is returning
to teaching and scholarship.

� James M. Higgins has been named
George D. and Harriet W. Cornell
Professor of Innovation Manage-
ment at the Roy E. Crummer Grad-
uate School of Business, Rollins Col-
lege, Winter Park, Florida. The
endowed chair was made possible by
a bequest to the college from the late
George Cornell, a trustee for more
than 20 years, and his wife, Harriet
Wilkes Cornell.

� Economist
R. Glenn Hubbard
has been named the new dean of
the Graduate School of Business at
Columbia University in New York
City. Hubbard, the former chair of
President Bush’s Council of Eco-
nomic Advisers, will assume leader-
ship of the School effective July 1,
upon the retirement of the current
dean, Meyer Feldberg. He is the Rus-
sell L. Carson Professor of Finance
and Economics and a faculty member
in the finance and economics division
of Columbia Business School.

� Howard O. Hunter has been named
president of Singapore Management
University and will take office in Sep-
tember. He is former provost and ex-
ecutive vice president for academic af-
fairs at Emory University.

� Robert Vigeland
has been appointed
temporary dean of
the M.J. Neeley
School of Business
at Texas Christian

University in Forth Worth. Vigeland
is currently professor of accounting
and chair of TCU’s accounting de-
partment. Robert Lusch, dean of the
Neeley School, announced last year
his intention to leave TCU at the end
of May to devote more time to re-
search and teaching.

� H. Fenwick Huss has been named dean
of the Georgia State University’s J.
Mack Robinson College of Business,
effective July 1. Most recently he was
associate dean of the Atlanta-based
school. Huss will succeed Sidney E.
Harris, who will remain a member of
the college’s faculty, teaching and
conducting research.

� Robert W. Ingram, director of Culver-
house School of Accountancy at The
University of Alabama in Tuscaloosa,
has been named senior associate dean
of UA’s Culverhouse College of
Commerce and Business Administra-
tion. Ingram replaces Walter S. Misi-
olek, who resigned the position to re-
turn to teaching economics.

� Richard V. Boulger, a former partner at
Accenture, has been named Director
of Business Development for the
Eller College of Business and Public
Administration at the University of
Arizona in Tucson.

� Arjun Chaudhuri will be the first per-
son to hold the Rev. Thomas R.
Fitzgerald, S.J., Chair in Marketing
in the Charles F. Dolan School of
Business, Fairfield University, Fair-
field, Connecticut. Chaudhuri is cur-
rently professor and chair of the mar-
keting department. The chair has
been named for the sixth president
of Fairfield University, who oversaw
the creation of the School of Busi-
ness. The new position has been en-
dowed with funding from a $25 mil-
lion gift made by Charles F. and
Helen Dolan.

� James C. Bean has been named dean
of the Charles H. Lundquist College
of Business at the University of Ore-
gon in Eugene. He most recently was
associate dean for academic affairs
and professor of industrial and opera-
tions engineering at the University of
Michigan College of Engineering.
Bean will assume his post July 1, suc-
ceeding Philip Romero, who is step-
ping down after serving as dean since
1999. In addition to his role as dean,
Bean will hold the Lundquist Col-
lege’s Harry B. Miller Professorship.
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� Florida Gulf Coast University in
Fort Myers, Florida, has announced
that Ara G. Volkan will be joining
the College of
Business fac-
ulty as the
Eminent Scholar and
Moorings Park Chair in Man-
agerial Accounting. Volkan
most recently served as the in-
terim dean of the Richards College
of Business at the State University of
West Georgia. The Morrings Park
Chair was made possible by a gift
from Moorings Park, a Continuous
Care Retirement Community.

� Robert Pitts has been named dean of
the School of Business and Econom-
ics at the College of Charleston in
South Carolina. He has been dean
and professor of marketing in the
College of Business Administration
at Creighton University since 1997.
He will assume his new responsibili-
ties July 1.

� Ajay Patel has been named dean of
the Babcock Graduate School of
Management at Wake Forest Univer-
sity in Winston-Salem, North Car-
olina. Since August 2003, Patel has
served as interim dean of the Bab-
cock School.

� Derya A. Jacobs was recently
named dean of the School of
Business and professor of manage-

ment at Robert Morris University in
Moon Township, Pennsylvania. She
succeeds Richard W. Stolz, who re-
mains at the university as professor of
finance and economics.

� Jackie Jenkins-Scott has been named
president of Wheelock College in
Boston. She assumes her new posi-
tion in July. Most recently she has
been president and CEO of the Di-
mock Community Health Center.

� Paul Rizzo, dean and director of the
Melbourne Business School, Univer-

sity of Melbourne in Australia, will
retire early due to ill health. Ian Harper,
currently the assistant director and
dean of faculty, will assume the role
of acting dean, effective immediately.

� The University of Washington
Business School in Seattle has ap-
pointed Christopher Klemm director of
its Center for Technology Entrepre-
neurship (CTE). Prior to joining the
CTE, Klemm served as president of
Optimus Consulting.

� Elena Liquete has been
appointed executive
director of the Global
Executive MBA pro-
gram at IESE in
Barcelona, Spain. She joined IESE in
2001 as assistant director of the pro-
gram, which was launched that year.

� Blaine McCormick has been named as-
sociate dean for undergraduate pro-
grams at Baylor University’s Han-
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The nation’s first supply chain management program

whitman.syr.edu/scm
Professor Scott Webster, stwebste@syr.edu

When you think SUPPLY CHAIN,

think ORANGE...
SYRACUSE UNIVERSITY’S supply chain management program—
established in 1919—is as old as the business school itself. Today the 
Whitman School of Management is celebrated for its—

• comprehensive BS, MBA, and PhD programs in supply chain management

• pathbreaking faculty advancing supply chain knowledge and practice

• membership in the SAP University Alliance, using commercial ERP solutions 
to give students a command of integrated supply chain processes

• annual Enterprise Symposium, assessing business solutions at the forefront of industry

• prestigious Salzberg Medallion, recognizing innovators in logistics and supply chain 
management since 1949

mailto:stwebste@syr.edu
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kamer School of Business in Waco,
Texas. McCormick will succeed Eliz-
abeth Davis, who has been appointed
vice provost for academic relations.

DONATIONS AND GRANTS

� Singapore Management University will
receive gifts worth $120 million in
U.S. dollars from the philanthropic
Lee Foundation and the country’s
Ministry of Education. It’s believed
to be the largest contribution ever to
a Singapore tertiary university. The
Lee Foundation will contribute $30
million in honor of the late Lee Kong
Chian, a businessman and philanthro-
pist. The Singapore government has
agreed to provide matching grants on
a 3:1 basis. As a result of the dona-
tion, the School of Business now will
be called the Lee Kong Chian School
of business, operating from the Lee
Kong Chian Building.

� An anonymous donor, an alumnus
from the University of South Florida Col-

lege of Business Ad-
ministration in Tampa,
has made a $6 million
legacy gift that will be
shared by the Colleges
of Business Adminis-
tration and Medicine.

The donation comes on the heels of a
campaign to raise $10.2 million to
build an addition to the business
school’s existing building. The col-
lege expects to be able to move into
the new 45,000-square-foot addition
by the summer of 2005.

� The College of Business Adminis-
tration at Texas State University in San
Marcos has received a pledge for $20
million—the largest in the history of

the school—from Emmett and
Miriam McCoy. The College of Busi-
ness Administration and the new
building that will house it will be
named in their honor. Emmett
McCoy is the retired chairman and
chief executive officer of McCoy’s
Building Supply Centers.

� University of Toronto alumnus
Jeffrey Skoll is donating $3.75 million
to help expand enrollment in the
Skoll BASc/MBA program, geared
toward helping students combine a
technical and business education. His
donation will be matched by the
provincial government through the
Ontario Student Opportunity Trust
Fund to create a $7.5-million endow-
ment for scholarships.

� Investor Gary Brinson has donated
$3.5 million to Seattle University’s
business school as a tribute to the
professor who sparked his interest in
finance. The gift will establish the Dr.
Khalil Dibee Endowed Chair in Fi-
nance at the Albers School of Busi-
ness and Economics in Washington
state. Dibee taught at Seattle Univer-
sity from 1965 to 1994 and is now
retired. Brinson, founder and retired
chair of Brinson Partners Inc., gradu-
ated from SU in 1966.

� The Cornell University Undergraduate
Business Program has received a $3
million endowment from Robert
Dyson to establish the John Dyson
Professorship in Market-
ing. John Dyson, the
donor’s brother, is a 1965
graduate and trustee
emeritus of Cornell. He
also is chairman and CEO
of Pebble Ridge Vineyards
& Wine Estates.

� The KPMG Foundation has do-
nated $250,000 to the University of
Toronto’s Rotman School of Manage-
ment to create the KPMG Professor-
ship in Accounting. It will be held by
accounting and finance professor
Gordon Richardson.

BUSINESS COMPETITIONS

� Ferrate Solutions Inc., a Babson
College 2003 Hatchery Business, has
received first prize in
the McGinnis
Venture Com-
petition hosted
by Carnegie Mellon
University. The
competition focuses on bringing new
technologies to market through entre-
preneurship. Ferrate received
$30,000 in cash toward the business
and $30,000 in legal services.

� The MBA team from Ivey School of
Business took the top prize at the In-
ternational Case Competition held
at IESE in Barcelona, Spain. Teams
from IESE Business School and
MIT Sloan School of Management
took other prizes. The competition
was sponsored by Roland Berger
Strategy Consultants.

� Eight colleges and universities
from the United States and Canada
have taken first place in various cate-
gories in the student portfolio com-
petition at the symposium for Re-
defining Investment Strategy
Education, or RISE. It was held this
spring at the University of Dayton in
Ohio. In the hybrid portfolio cate-
gory, winners were University of
New Brunswick in the graduate divi-
sion and University of Kansas in the
undergraduate division. In the cate-
gory of blend style equity portfolio,
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Rice University won in the graduate
division and Moravian College in the
undergraduate division. In the cate-
gory of growth style equity portfolio,
University of Northern Colorado
won the undergraduate division and
Purdue University won the graduate
division. Two more schools won in
undergraduate divisions, Concordia
University of Montreal for value style
equity portfolio, and Stetson Univer-
sity for fixed income portfolio.

� Student team InfraScan won the
$20,000 grand prize at the Wharton
Business Plan Competition Fair, part
of the annual Venture Fair held by
the Wharton School at the University
of Pennsylvania in Phila-
delphia. InfraScan de-
veloped its handheld
brain hematoma scan-
ner from a patent held
by a 90-year-old med-
ical school professor.
The HematoScope, de-

signed to provide fast and inexpensive
brain scans as an alternative to CT
scans, has already received a grant
from the Office of the Secretary of
Defense and the U.S. Navy to de-
velop the technology for use in bat-
tlefield conditions.

� BusinessWeek and McGraw-Hill/Irwin
have launched a new annual case
writing competition for business stu-
dents. Teams of between two and
five students can compete for three
prizes and 12 honorable mentions,
with $1,500 going to each member
of the top team. Students will need
to research and write a mini case,
or critical incident, focusing on a

specific business event, describing
a real situation that affects the
decision making and future of
a particular business. Deadline
for submissions is December 1.
More details are available at www
.resourcecenter.businessweek
.com/mba/casefiles.

� A team of students from the
Johnson Graduate School of Man-
agement at Cornell University, Ithaca,
New York, earned first place in the
“Social Return on Investment” cate-
gory at the
Global
Social
Venture Competition
held at the London
Business School. Mem-
bers of the group presented
their business plan for Distributed
Generation Technologies (DGT),
which converts organic waste into
pure and compressed methane gas
via anaerobic digestion.

� The University of Washington edged
out seven other top programs for first
place and $15,000 in prize money at
the 2004 Venture Capital Investment
Competition national championship
held last spring at The University of
North Carolina’s Kenan-Flagler Busi-
ness School in Chapel Hill. The Uni-
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Headlines

versity of Pennsylvania’s Wharton
School won second place and
$10,000; the MIT Sloan School of
Management took third and $5,000;
and the University of Virginia’s Dar-
den School received the Entrepre-
neur’s Choice award and $1,000.

� Students In Free Enterprise (SIFE) Teams
from Flagler College in St. Augus-
tine, Florida, and Louisiana State
University at Eunice were awarded
the RadioShack SIFE USA National
Championship titles at the SIFE
USA National Exposition and Career
Fair in Kansas City. As champion of

the four-year uni-
versity division, Fla-

gler SIFE will advance
to the international
level of SIFE compe-
tition at the 2004
SIFE World Cup in
Barcelona, Spain, in

September. Flagler College used the
Cash Positive Radio program to de-
liver humorous but informative fi-
nancial tips to a wide audience.
Louisiana State University at Eunice,
winner in the two-year college divi-
sion, went global with one of its
projects, teaching families in devel-
oping countries how to grow their
own produce and sell it at market.

� A team from Northwestern Uni-
versity’s Kellogg Graduate School
of Management tied for first place
with a team from INSEAD of Sin-
gapore in the graduate division of
L’Oréal’s e-Strat Challenge finals held
this spring in Paris. The annual
event, an online business simula-
tion, allows students to put class-
room theories into practice by plac-
ing contestants in control of a
global cosmetics business.

NEW PROGRAMS

� This spring, Texas A&M International
University in Laredo received permis-
sion to grant its first Ph.D. in inter-
national business administration.
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The doctoral program will combine
coursework with research in ac-
counting, economics, finance, man-
agement and strategy, management
information systems, or marketing.

� New York University’s Stern School of
Business has launched The Stewart
Satter Program in Social Entrepre-
neurship, which has been funded in
part by a $300,000 gift from Stern
alumnus Stewart Satter. The pro-
gram includes a philanthropy fund
that will support educational initia-
tives and foster social venture cre-
ation within the school community.
Operating like a competitive market,
the Satter Social Entrepreneurship
Fund will consider project proposals
based on their measurable financial
and social return on investment.

OTHER NEWS

� The Caux Round Table (CRT), an in-
ternational network of business lead-
ers working to promote moral capi-
talism, has completed a project to
compile 83 Country Profiles that
supply data on each country’s politi-
cal, social, and economic structures.
The goal is to help countries im-
prove their ability to attract domes-

tic and foreign private
investment. To
create its pro-
files, the CRT
has used global
standards, in-

dexes, and ratings
provided by global

organizations such as Transparency
International, Moody’s, Fitch, Stan-
dard & Poor’s, and the United Na-
tions Development Program. The
Country Profiles are posted on the
organization’s Web site at www
.cauxroundtable.org. �z
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The investment company Edward Jones has been built on the concept of close, individual 
relationships between customers and consultants. Former managing partner John Bachmann
believes that investing in customers and employees is a strategy that always yields high returns. 

What key decisions did you make that enabled you
to move steadily upward within the Edward Jones
organization?
By far the most important decision was to get my MBA at
Northwestern University, before the business school became
Kellogg. My MBA provided a foundation. I had a classical,
liberal arts undergraduate degree, and I needed the teachings

I could get in business education to give me
a foundation on which to build.
The second important decision I made

was to become an investment representative
at Edward Jones. For seven years I actually did the core work
that we ask others to do. I understand what the work is, and
I understand how difficult it is.

The third key decision revolved around the way I struc-
tured the investment banking job function at Jones. As invest-
ment banking became more mathematical and complex, I
brought other people on board who could do it better than
I. I designed that position to get myself out of the way. It was
a lonely experience and yet, looking back, I realize it created
a level of trust with my predecessor that I couldn’t have
achieved any other way. I showed I wasn’t territorial and was
conscious of my own limitations.

The fourth step was becoming a partner and instituting a
set of goals and strategies that became the basis for what the
firm is today.

Can an investment representative who was just hired
this morning follow a career path similar to yours and
become a managing partner or a part of upper man-
agement in 30 years? 
Let me put it to you this way. We have branch office admin-
istrators who assist the investment representatives in our
9,000-plus branches. Several of them are general partners in
St. Louis. They have worked their way up through the organ-
ization; and because of their sheer ability they are now a part

John Bachmann is going back to his roots. The senior part-
ner of Edward Jones recently stepped down from his position
as managing partner of the investment firm and now is work-
ing alongside investment representatives in Ireland and the
U.K. That’s essentially how he started his long career with the
company, working first as a college intern and then as an
investment representative of a branch office. In 1980, he
became managing partner of the firm, which
is headquartered in St. Louis, Missouri. 
Under Bachmann’s leadership, Edward

Jones has grown from 200 offices in 28 states
to more than 9,000 offices in the United States, Canada, and
the U.K. Even during this impressive growth spurt, the compa-
ny remained true to its vision of serving individual customers
while providing excellent career opportunities for employees.
In June of 2002, Edward Jones tied for top spot in a survey on
Investor Satisfaction with Full Service Brokerage Firms con-
ducted by J.D. Power & Associates. In 2002 and 2003,
Fortune magazine rated Edward Jones as No. 1 in its annual
list of Best Companies to Work For. 
In January 2004, Bachmann resigned his role of managing

partner, although he continues his involvement with the firm
and the community. He also remains committed to the compa-
ny’s basic tenet of serving individual investors through one-on-
one relationships with knowledgeable consultants. He favors
the Edward Jones policy of carrying only investment options
that the firm approves of, even if this sometimes means not
offering a product or service a customer might want. Offering
all options would be “a department store mentality,” he
believes, whereas Edward Jones is more of a merchant.
“We’re informed buyers for the customer,” he says.
In a recent interview, Bachmann—who has just been elected

2004-2005 chairman of the board of directors of the United
States Chamber of Commerce—expresses his views on what
business executives must do to connect with customers, retain
employees, and educate themselves for the world of business. 
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of the senior management. I believe that speaks volumes.
I also can say that in recent years we’ve been fortunate

enough to be highly ranked in Fortune magazine, which rates
organizations on more than 70 different characteristics. Of
the 100 companies considered the best places to work, we’re
one of the least political. We’re very proud of that. We are
seen as a place where people are going to be judged based on
their performance, not on their potential or who they know.

Why do people like to work at Edward Jones?
Jones is a very demanding place. Oddly enough, high achiev-
ers want to be in a demanding environment; they don’t want
to be in a place that accommodates sloth and mediocrity.

We have spent an enormous amount of time thinking about
knowledge workers and their needs. Knowledge workers need
clear responsibilities that allow them to contribute to the suc-
cess of an enterprise. We enable people to feel a real sense of
achievement, because they know they’re making a difference.
Another thing we’ve done is manage the business to min-

imize layoffs. We believe we are the only financial institution
that has had no layoffs since January 1, 2000. The purpose of
a layoff is to change the scale of the organization so it costs
less to generate a dollar of revenue. Rather than shrink our
headquarters, we froze employment at headquarters and
aggressively grew our distribution system. At the end of
1999, we had 5,900 investment representatives and 3,000
people at headquarters. Today we have 9,300 people in the
field and 3,900 at headquarters.

Other businesses have reduced their workforces by
hundreds, even thousands, in the past four years.
How is your business model different from other
organizations? 
We’re always making changes to the margin of the business
model, because we have to respond to an external environ-
ment over which we have no control. But we have a huge
advantage in that we’re not publicly traded. We’re not
trapped with the demands of quarterly earnings. And we
believe that even though it might cost us more in the short
run to keep our team together, in the long run, the loyalty
that it engenders in employees leverages itself in much high-
er profitability over the cycle.

Edward Jones spends about 3.8 percent of its payroll
on training, which breaks down to around 146 hours
per person. You also offer employees programs
through several business schools. What do these train-
ing programs focus on? 

These programs teach employees how we do business—how
Jones’ culture evolved and how it plays a part in what we do.
We’re also taking the basic MBA curriculum and tailoring it
very specifically to our needs. For example, we have some
programs at Harvard, where we work with professors who,
within the very specific context of our industry, study com-
petitive strategy. We also conduct a program at the Peter F.
Drucker School of Graduate Management at Claremont
Graduate University in California. It is completely tailored to
Jones and deals with what we call “responsibility-based man-
agement.” We have a program at the London Business
School, where Jones employees go to gain a better under-
standing of our possible role in global markets.

One key issue at business schools today is increasing the
numbers of women and minorities who enroll in school
and enter the workforce. While 63 percent of Edward
Jones’ employees are female, only 6 percent are minori-
ties. The first number is impressive, but is the company
addressing the low number in terms of diversity?
We don’t talk about diversity at Jones. Inclusion is the term
we use. We aggressively seek out minorities, because we
believe that our numbers are not where we need them to be
or where we want them to be. We have made inclusion one
of our strategies at the firm. Ours is not a business that has
traditionally attracted minorities. We are going out and try-
ing to correct that.

If business school students were doing a case study on
the company, what would they learn about how
Edward Jones maintains a client’s trust?
We develop trust through face-to-face relationships, which
means the customer is not an abstraction. The organization’s
basic structure is also a contributing factor. While most com-
panies start with a product, we started with the individual
investor. Furthermore, we knew we only wanted to serve the
serious, long-term investor. Once we made that decision, we
began aligning a set of activities toward the individual
investor. This kind of strategy is pure Michael Porter.

The standards we have set for ourselves have a social

20 BizEd JULY/AUGUST 2004

Jones is a very demanding place. 
Oddly enough, high achievers want to be 
in a demanding environment;
they don’t want to be in a place that 
accommodates sloth and mediocrity. 



dimension. We
help people plan
for retirement, so
there are certain
products and serv-
ices that we offer—
and, more impor-
tant, that we

choose not to offer. We don’t sell stocks that are under $4 a
share; we don’t sell options or commodities. We’re not say-
ing those are right or wrong. We’re saying we’ve aligned a
whole set of activities to serve one customer. Somehow peo-
ple get a sense of who we are and who we aren’t, and a cer-
tain percentage of the population relates to that.

Business schools have started focusing more intently
on corporate governance in the wake of Enron,
WorldCom, and other corporate disasters. What
checks and balances has Edward Jones put in place
to avoid such scandals?
In terms of our investment business, we’re talking about very
sophisticated computer programs that search out patterns of
behavior that need to be monitored. We have built compli-
ance into all of our regional meetings. We have a designated
leader in each region who brings compliance issues and stan-
dards to those meetings. We bring groups to St. Louis sever-
al times a year to meet with experts, including the dean of the
Washington University Law School, a leading authority on
the Securities and Exchange Commission.

If someone wanted to behave badly, there is not much we
could do about it on an individual basis. But we do use train-
ing. We use examples. When someone behaves badly, he is
dealt with promptly. And that means dismissal of anyone,
whether an entry-level person or a general partner. We’ve had
to deal with both, and we’ve done it with equal speed. It
doesn’t take too many of those examples to show we have an
equal standard at Jones. Showing that the standard is unyield-
ing is also important.

You recently started doing business in Canada and the
United Kingdom. What challenges did you face?
The challenge in Canada was simply learning for the first time
about dealing with multiple currencies and a different regula-
tory regime, rather than a centralized Security and Exchange
Commission such as we have in the United States. There were
also some differences in tax laws, leading to different products
and retirement models. But about 75 percent of the Canadian
population lives close to the United States border, so we can

detect no difference in the investors’ knowledge of markets
and awareness.

The United Kingdom, on the other hand, presents a
much more complex challenge, because the markets and the
investors there are much more like those of the 1960s in the
United States. For a long time, government owned many of
the leading businesses, so there was no tradition of share
ownership. Consequently, much more of our time has been
spent educating people about how investments work. We’re
dealing with a different regulatory regime there, too,
because they’re combining all of the financial institutions
under one umbrella.

To what other countries are you hoping to expand in
the near future?
We’ll probably go to Ireland next, because we’re in Northern
Ireland now. It gets us into the currency of the euro, but it
uses London for clearing, so it is a half-step.

We wanted to be in the United Kingdom because it is the
most developed of the European markets in terms of share
ownership, and it is also in the European Community.
Because of that we can, without going through a complete re-
regulation, move to any country within the European Union.
If, for each country, we had to go through what we went
through for the United Kingdom, it would be a very lengthy
and complicated process.

Within management education, there is some contro-
versy about the “Americanization” of management
schools. As you export your brand to Europe, do you
find any resistance to an American business model?
My observation is that the American model is sweeping
Europe. The purpose of the European Community—which
has broken down barriers and simplified the movement of
capital, labor, and materials across countries—is to improve
productivity. Along with that, I think you’re very rapidly see-
ing a movement to the U.S. model of finance in traditional
European banks and businesses.

Companies don’t want to be under the thumb of a finan-
cial institution, and they want to have more flexibility in
financing the business; so they turn to the U.S. markets. As
the population ages, more and more people will want to take
responsibility for their own retirement, and those people will
begin investing, often in the great companies in Europe. So
there’s more privatization on the continent, just as there was
in the U.K.; and that will continue. Like it or not, there’s
going to be more of a U.S. model, which will increasingly be
the language of business. A principal driver is the Internet.
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In fact, you’re known for using the Internet to develop
customer relations. How has technology shaped your
business in recent years?
The core of our business is the consulting relationship
between the investment representative and the customer. We
chose not to create a distribution channel that circumvents
that relationship, so we said we weren’t going to sell securi-
ties on the Internet, period. However, as a supporting tool to
that relationship, we’re going to use the Internet as exten-
sively as we can. Therefore, clients can communicate with
their representative on the Internet. They can look up credit
card charges and their accounts at any time on the Internet.
They can pay bills on the Internet. We have a full range of
Internet services; we simply aren’t going to compete with our
core business theory.

We were cited in the Harvard Business Review because
what we did started out as being very unpopular, and now it’s
considered a model for organizations.

Many business schools have also started relying heav-
ily on online technology, either to deliver courses or
encourage interaction among students. Do you have
any advice for them? 
If a business school is trying to increase its leverage from a
productivity standpoint, the Internet is a marvelous tool.
Teams can use the Internet to communicate with one anoth-
er. Students can use the Internet to get an assignment to a
professor or to look up information. Those are important
services, and I think that schools should use them. But the
Internet is not and cannot be a replacement for students sit-
ting in a classroom, interacting with others, and experiencing
the professor skillfully leading a course.

Are you opposed to business schools running pro-
grams completely online?
It depends upon the program. If the program is purely
quantitative, and students can gather the material online,
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then that’s fine. Howard Gardner, a Harvard professor who
has studied learning styles, tells us that not everyone learns
the same way. There are people who can take quantitative
information, digest it, and understand it. Others need con-
versation; they need to see and experience new material in
different ways. For those students, the Internet is not the
total solution.

Let’s talk about your role as top executive. You’ve
been a board member of Fortune 500 companies, and
in St. Louis, you have been a campaign chairman of
United Way, a member of Civic Progress, and director
of the Arts and Education Council. Why do you think
it’s important for you or any CEO to be deeply
involved with philanthropic and civic organizations in
your city? 
The chief executive is in a position to lead and give voice to
philanthropic ideas. Some executives take hold of this
responsibility and, unfortunately, others do not. Artistic and
educational organizations define the character and add tex-
ture to a community. The quality of life in a society is deter-
mined by the support we give our institutions. Without
these organizations, the community would be greatly
diminished.

In 2003, you stepped down from the position of man-
aging partner. What are your short-term goals?
At the end of last year, I became a senior partner. I am spend-
ing about four months in London to work with our U.K.
people in the field. We have a bright young team in the U.K.,
but we have extensive turnover there. Oddly enough, we have
about the same number of investment representatives in the
U.K. as we did in the U.S. when I became managing partner
in 1980. So I am working there to help grow the U.K. office.
I am also there to better understand the market that we serve
and the challenges we face. I’m going to share my experiences
in the field with the leadership in the U.K. and then come
back to the U.S. and relate my findings.

At the end of the day, how would you like to be
remembered? Did you achieve the goals that you set
for Edward Jones 20-plus years ago?
I would like to be remembered as having made a contribution
in an organization that gave our employees a sense of achieve-
ment and pride, that helped our customers reach their finan-
cial goals, that made a significant social impact, and that cre-
ated a better quality of life for the community.�z

Jonathan Schlereth is a free-lance writer based in St. Louis.
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The hollow men of T.S. Eliot’s poem might double as
some of today’s corporate leaders, who seem to be lacking both
substance and heart. Yet troubling questions must be asked when
we consider how these top executives evolved. How did they learn
their basic business principles? Why have they been so prone to
scandals? Did widely held beliefs and attitudes at major business
schools contribute to the corporate disasters that opened the
decade of the 2000s?
The collapse of giants like Enron and Arthur Andersen signaled

a major turning point in the conversation about corporate ethics
and integrity. At the same time, it raised compelling questions
about the role of management education in preparing business
leaders. Certainly, in these post-Enron days, it is difficult to ignore
the impact of the supposedly value-neutral economic theory that

currently dominates management thinking.
Many of the abuses that have come to light in the past few years are the result of CEOs

reacting to the systemic pressures and performance expectations of Wall Street. In 2002,
leading scholars in the Academy of Management debated the Academy’s role in respond-
ing to the ethical scandals of the early part of the decade. They diagnosed the root caus-
es as the “overemphasis American corporations have been forced to give in recent years to
maximizing shareholder value without regard for the effects of their actions on other
stakeholders,” according to an article written by Thomas A. Kochan.

Men
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We are the hollow men
We are the stuffed men
Leaning together
Headpiece filled with straw. Alas!
Our dried voices, when
We whisper together
Are quiet and meaningless
As wind in dry grass
Or rats’ feet over broken glass
In our dry cellar

Shape without form, shade without colour,
Paralysed force, gesture without motion...

—T.S. Eliot, “The Hollow Men”

by Sandra Waddock
illustration by Diane Fenster

Until business schools teach future 

managers how deep the connections are

between business, society, nature, and 

the world, corporations will continue to be 

run by hollow leaders with no sense of 

ethics or responsibility.
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Proponents of corporate social responsibility have argued
for years that today’s typical management education turns out
leaders who have a limited capacity to think broadly about the
impacts of their decisions on stakeholders, societies, and the
natural environment. Because most management theory
focuses predominantly on maximizing wealth, it considers
only some stakeholders and fails to educate managers about
the consequences of their decisions. Indeed, competitive pres-
sures on managers and ranking pressures on business schools
have combined to encourage business educators and corpo-
rate leaders to pay even more attention to profit maximization
today than in the past.
To avoid a repeat of corporate scandals in the future, it’s

critical to look at how today’s business schools are teaching
tomorrow’s leaders. If business schools don’t teach future
managers about the integral relationships that exist between
corporations and societies, it’s no wonder that top CEOs
don’t understand them. Management educators must focus
on integrity at the individual, company, and societal levels—
and they need to work toward an attendant transformation in
the curriculum that covers business in society, not just busi-
ness in economy.

A Loss of Integrity
While some believe that integrity and individual ethics are
largely formed through family and early childhood experi-
ences, management education still conveys a perspective on
what can be considered ethical in business. Yet until quite
recently, only ethics professors and business in society profes-
sors dealt much with issues of integrity and responsibility.
From other management disciplines, there has been notable
silence on these topics.
The problem extends all the way to the boardroom. Many

of today’s corporate leaders seem to be lacking fundamental
integrity, which is sometimes defined as “firm adherence to a
code.” In business, the written and unwritten code allows the
system to work efficiently when people and organizations
trust each other in transactions. Investors trust that corporate
executives will follow their fiduciary obligations. Customers
trust that products and services will provide reasonable value
for their cost. Employees trust that the jobs they have today
will be there tomorrow. Trust is central to the effective func-
tioning of all markets. Trust is destroyed, however, when indi-
viduals and institutions act without integrity.
A top executive with integrity will not only be true to his

own beliefs and standards, but he will develop mission state-
ments that define the whole corporation. The majority of top
executives are decent people who possess integrity and live by

personal standards. But
they’ve been led astray by
lack of self-examination,
by the fact that no one in
their organizations offers
them alternatives to a
profit-based style of man-
agement—and by the
fact that they learned no
different course of action
during their business
school education.

Mindful Management Education
If we want to have managers capable of acting with integrity,
we must teach them to be mindful—aware of their belief sys-
tems, conscious of consequences, and capable of thinking
broadly about the impact of their actions and decisions.
Managers and leaders have positions that are inherently value-
laden and imbued with ethical responsibilities. Their decisions
affect other people, organizations, communities, and the nat-
ural environment. From this view, ethics is integral to man-
agement and leadership, not something to consider only
when dilemmas arise. It is the integrated relationship between
ethics and management that business schools have generally
failed to recognize.
Unfortunately, the courses that might teach students to be

mindful of consequences and consider the perspectives of
multiple stakeholders are hardly considered mainstream in
management education today. Courses on ethics, corporate
responsibility, business/public policy, stakeholder relation-
ships, and other “soft” subjects are typically given short shrift
in favor of applied analytical tools and techniques, conceptu-
al models, and measures of profitability.
The faculty might be partially to blame. In 1996, AACSB

International launched a Task Force on Faculty Leadership,
which found that management faculty at all levels lacked suf-
ficient real-world contact and did not have a good under-
standing of the global or technological environment. Faculty
members were found to be inhibited from leading efforts for
institutional change, in part because of a tight focus on disci-
plines and in part because they did not understand the need
for change. Problems were exacerbated by narrow, discipli-
nary orientations; pressures to publish in respected peer-
reviewed journals; and limited rewards for integrative work.
Some students also discount the importance of integrated

coursework and classes on corporate social responsibility. In
fact, once they’re enrolled in business schools, management
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students often seem to lose whatever idealism they might
have brought with them. A recent study by the Business and
Society Program of the Aspen Institute shows that, once
MBA students enter a program, their attitudes shift away
from a focus on customers and product quality and toward
shareholder value.
Scarier still is that graduates with MBAs do not think they

can affect the culture and values of companies. They believe
that they will face ethical conflicts at work, and they say they
are more likely to quit than try to effect change in an organ-
ization. If business schools don’t pay more attention to fun-
damental questions about the meaning and consequences of
economic gain, we are in danger of developing leaders who
are incapable of reflective thought about what they are trying
to do—and who give up without even trying to change
what’s wrong with business.
A key problem is that management education works. It

really does convince students that a certain system of thinking
about business is the right one. It does instill a belief in the
ideology of cutthroat shareholder capitalism that, like a real-
ity TV show, weeds out the weakest links unerringly and
without remorse. Death to those companies that can’t com-
pete, and to hell with the ecological, individual, community,
or societal consequences.

Maybe it’s time to consider that something could be
wrong with our current emphasis on narrow fields of disci-
pline and rampant capitalism. Instead, we should teach the
types of skills that societies really need in business leaders by
putting corporate responsibility at the core of management
education.

Radical Change
The systemic change needed in management education may
require what Peter Senge calls metanoia, a shift of mind. Yet
I believe that business schools can teach a specific set of skills
that will develop integrity and integrated thinking into our
students. These include:

� Individual and institutional integrity, responsibility,
accountability, and transparency.

� Systems thinking and systems dynamics, as well as syn-
thetic and integrative thinking.

� Initiation, risk-taking, and creativity.
� The importance of self-efficacy, voice, and confidence.
� The ability to speak one’s own mind while being sensi-

tive to the perspectives of others.
�The ability to reflect on the implications of actions, deci-

sions, attitudes, and behaviors.
� The ability to understand the consequences of actions

and, when needed, to take corrective action or change course.
� Ecological awareness.
To instill such skills in students, five major elements would

have to be embedded in a radical curriculum for business in
society:

A sense of balance. In other words, it’s not just the economy,
stupid. Markets are inherently stupid, focusing almost exclu-
sively on growth and profit while ignoring anything to which
costs and prices cannot be assigned easily. We need to teach
students to care about more than the markets. They must
understand social and human values such as love, communi-
ty, and spirituality; connection to self, others, and nature; and
the drive to find meaning.
Robert Reich, former U.S. Labor Secretary and now a pro-

fessor at Brandeis, once asked, “Do you want to live in an
economy or a society?” Presumably, most people would
choose to live in a society. If we act as if an economy and a
society are the same thing, we allow business to ignore impor-
tant responsibilities. Students who study business in society
must learn to balance the incentives for business growth with
other important values. Currently this sense of balance is
greatly lacking in management education.

Integration of body, mind, and heart. Integration turns parts into
wholes—individuals into communities, communities into
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nations, nations into the world. Management education,
which focuses on distinct functional disciplines and analysis of
tractable problems, tends to be about parts that don’t neces-
sarily add up to wholes. Thus, we need to design a curriculum
that considers society as one coherent, effective, and efficient
whole. Even a required ethics course is unlikely to be a strong
enough basis for such integration. What’s necessary is for
future leaders to learn to consider how their actions will impact
the community, not just stakeholders. A sense of integration
will be better achieved when leaders fully engage the hearts,
minds, bodies, and spirits of individuals and societies.

Holistic understanding. As the song by Molly Scott says, “We
are all one planet, all one people of earth.” Managers and
leaders need to recognize that we all live on a single planet
with limited resources. Things are connected to each other; as
physicists and biologists inform us, one system affects others.
What happens in the economic realm affects societies, natural
resources, and the day-to-day lives of ordinary people.
This connectivity is underscored by technology, which is

building tightly linked global markets and providing instant
access to information. The very interdependence of the glob-

al village should make us more aware of resource constraints,
ecological limitations, the need for collaboration, and the
need for sustainable enterprise. In fact, this interconnected-
ness suggests that managers must understand the ecological,
physical, and biological bases of human existence far more
deeply than they currently do.

Respect for diversity. Despite the fact that we live on one plan-
et, the global village is incredibly diverse, with values, cultures,
consumption patterns, and ecological footprints varying dra-
matically from place to place. Few people want globalization
to result in homogenization. Yet, these different values and
priorities can lead to conflict. Thus, to operate a business in a
diverse society means managers must acquire considerable
understanding about—and respect for—cultures that are dif-
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society means managers must acquire 
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and respect for—cultures that are 
different from their own.

Raising the Bar

with curriculum revisions, rationalized offerings,
innovative teaching, team-based collaborative
learning environments, wireless technology initia-
tives, internship and placement emphases, study
abroad opportunities, faculty-student research part-
nerships, learning outcome assessments, diversity
commitment, high-tech facilities, mission-driven/
reward-based annual review and promotion & ten-
ure processes, and excellence in all that we do.

The College of Business and Economics
Dr. Len Jessup, Dean

Entrepreneurship.
Innovation. Leadership.
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ferent from their own. Honoring cultural integrity requires the
ability to work with the both/and logic of paradox, the ability
to synthesize multiple interests and constituencies, and the
ability to analyze situations and solve problems.

A grasp of complex change. The modern world is facing so
many transformative forces it’s impossible to list them all: the
technological revolution and the growth of e-commerce; the
emergence of small businesses and entrepreneurial companies
as the dynamic force in market-based enterprises; the surren-
der of local commerce to global commerce and transnational
corporations; the crises of overpopulation, poverty, and eco-
logical devastation; the spread of HIV/AIDS and other
worldwide health issues; and the tensions between religion-
based regions in the East and consumer-based societies in the
West. All of these forces and many more create a global drama
of Shakespearean proportions. To deal with a world of con-
stant and complex change, future leaders will need to devel-
op skills of conflict resolution and collaboration—as well as
the ability to be transparent, reflective, and open to responsi-
bility and accountability.

Profound Implications
To meet the challenges of doing business in the modern
world, management education must undergo a transforma-
tion. Courses on analysis must also consider implications of
corporate and individual actions. Corporate-centric courses
must become society-centric or even nature-centric. Passive

knowledge transfer must give way to active engagement in
learning. Disciplinary specializations must be approached
within the context of an integrated perspective on business’s
role in society. The values-neutral posture must shift to one
that recognizes the inherent values-based nature of manage-
ment itself. A narrow focus on shareholder wealth must broad-
en to a focus that encompasses many stakeholders, including
the natural world. We must strive for a world in balance—for
a world in which society takes precedence over economy.
Furthermore, today’s leaders must be able to make deci-

sions based on principles and relationships; they must be pre-
pared to question the system. They will not be operating
from conventional levels of moral reasoning, but from post-
conventional levels that allow them to view situations from a
variety of perspectives that include all stakeholders and soci-
ety as a whole.
It will not be easy to create such leaders; but if we don’t, we

live in danger of creating leaders who are much worse—the
hollow men and women that T.S. Eliot described. We live in
danger of ending up in a world ravaged by inequity, corruption,
materialism, and wasted resources. Surely management educa-
tion has the power to reverse some of those trends, working
toward a world of integration, intention, and integrity. �z

Sandra Waddock is professor of management and senior research fel-
low of the Center for Corporate Citizenship at the Carroll School of
Management at Boston College in Chestnut Hill, Massachusetts.

www.gsm.kaist.edu
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EMBA programs are quickly adjusting to satisfy the 
new consumer—a demanding, international, self-sponsored
executive who’s always on the go.

The
Executive’s

Degreeby Sharon Shinn
illustration by Paine Proffit

Executive MBA programs are among the most visible and prof-itable programs offered by business schools worldwide. That
very success has led to intense scrutiny as news media have
begun to rank EMBA programs and critics have started to
question how well the degrees are delivered.
Amid charges that EMBA programs are watering down

MBA material and starting to resemble nondegree executive
courses, EMBA administrators are constantly fine-tuning their
content and their formats to suit their changing customer base.
Among the forces re-shaping their programs are globalization,
technology, and a new student demographic. Today’s EMBA
tends to be shorter, more modular, and more geared to the
globe-trotting executive than ever before—but that doesn’t
mean it’s easy either to earn the degree or to run the program.

Who Writes the Check?
The biggest overall change in EMBA programs is that fewer
students are receiving corporate sponsorship for their degrees.
“Years ago, executives could only get into the program if they
were sponsored,” says James M. Parker, associate professor of
marketing and director of the executive MBA program at the
Lubin School of Business, Pace University, New York City.
“Most schools dropped that requirement because they real-
ized there was a whole group of professionals, like entrepre-
neurs and doctors, who didn’t have corporate sponsorship.
Even then, roughly 80 percent of the participants still were
sponsored by corporations, and 20 percent were self-pays.
That number has gone down considerably.”
Indeed it has. Just from 2001 to 2003, according to sur-

veys conducted by the Executive MBA Council, the number

of students fully funded by their corporations has dropped
from 44 percent to 38 percent. In the same period of time,
the percentage of students paying their own way has risen
from 19 percent to 24 percent. Those in the middle receive a
wide variety of funding support from their employers.
Why the change? Some ascribe it to the rocky economy.

“Companies were using an executive MBA as a way to single
out and reward high-potential executives,” says Parker.
“They’d say, ‘You’ve got a future here, and we’re going to
help you pay for that by sponsoring you with an executive
MBA. You were chosen out of the ranks!’ It was a retention
tool. Now the economy is very different. Most companies say,
‘We just have to give people a job and they’ll stay.’”
Parker thinks it’s also possible, and more troubling, that

corporations are starting to question how valuable an EMBA
program ends up being for the company. Either it doesn’t
improve the employee’s skill appreciably enough to justify the
cost—or it improves an employee so much he takes a job else-
where. “That’s the fault of the corporations,” says Parker.
“Sometimes they sponsor a person but they don’t have a pro-
motion or a career plan in place. And the individual says,
‘What am I doing here?’ and walks.”
That’s true, agrees Paul Bishop, program director for the

Ivey Executive MBA, Ivey School of Business, University of
Western Ontario in Canada. “Unfortunately, many EMBA
students leave their employers,” he says. “A lot of job offers
come from within the class. A job opens up in somebody’s
company, and he recruits his friends.”
Whatever the reason, business schools must figure out how

to attract and satisfy private individuals who decide to pursue



an EMBA—and pay for it themselves. Some of these con-
sumers are even more demanding than corporations, believes
Diane Badame, associate dean for the executive MBA and
MBA for Professionals and Managers programs at the
University of Southern California in Los Angeles.
She is also co-chair of the Research Center for the Executive

MBA Council, and she notes an interesting trend in the
Council’s student satisfaction surveys. Fewer students are giv-
ing their schools the highest ratings in terms of performance
and value than they did in years past. Although the drop is only
by a few points, she thinks the dip is significant. “If you have
to pay for the degree yourself, you want more,” she says.

Lo-Cal MBA
Yet another interpretation of the lowered statistics in student
satisfaction is that EMBA programs aren’t quite what they
used to be. As more students go it alone, they’re desperate to
complete the program in less time. This has led to shorter and
shorter EMBA programs—and the contention that many
such programs are “MBA lite.”
There’s no disputing the first charge. While EMBA

Council statistics show that the average program length is 20
months, fewer schools are meeting that target. In 2000, 51
percent of programs were 21 to 22 months; that number
dropped to 37 percent in 2003. “Shorter programs are
springing up,” says Badame. “To me that promotes the lack
of rigor and a degrading of the degree.”
Some defend the trend as being a response to two contra-

dictory market pressures. “First, there’s been a wider recog-
nition of an EMBA as the route to a quality MBA, so demand
is growing,” Bishop says. “Second, people have more work to
do and less time to do it, so they want to do everything faster.
That puts a lot of pressure on EMBA programs to shorten
elapsed time and reduce class contact hours.”
Ivey has condensed its own EMBA program to 16 months

by squeezing out days off at holidays and in the summer. “This
will work for individuals except those few who really have 50-
hour-a-week noncompressable jobs,” Bishop says. “Many peo-
ple will work at a nonsustainable pace for 16 months.”
Others find the trend worrisome. “Our program is 54

credits. I don’t know of any program that requires less than
46 or 48 credits. If you start cutting back on the time to make
the program more attractive, how can you cram everything
in?” asks Parker.
To guard against any suspicion that an EMBA program is

a low-calorie version of an MBA program, the EMBA pro-
gram must be held to the same standards, says William
Kooser, associate dean for part-time MBA programs at the

University of Chicago. “Are the faculty the same as they are
in the full-time program? Are students being evaluated in the
same way? What degree do the students earn? Clearly, if the
faculty, evaluation process, and degree are all the same
between programs, this would dispel any concern about
whether an EMBA is MBA lite,” he says.
EMBA students—who are highly motivated senior execu-

tives—want programs of academic rigor, says Elena Liquete,
executive director of the Global Executive MBA at IESE
Business School in Barcelona, Spain. “People in the executive
program really understand what they’re in for. I think they’d
be quite disappointed if we didn’t make them work so hard,”
she says. “My students would be most offended if people
thought they were getting away lightly.”
Tough admissions standards help ensure that the quality of

an EMBA program remains high, she says. “If we just take
anyone who’s willing to pay the price, the other students
could suffer,” she says.
Parker agrees, noting that the EMBA is a harder program

to get into at Pace than the MBA program. “I get calls from
people saying, ‘I don’t know if I can qualify for your program.
Do you think I can hold my own?’” It’s true that EMBA stu-
dents are pampered—with good food and cushy accommoda-
tions—but Parker says, “You can’t translate that intoMBA lite,
not in the terms of the work they do! There’s no place you can
hide in a class with 25 people who are all hard-chargers.”

Indistinct Parameters
Another charge leveled against executive education programs
is that boundaries are beginning to blur between EMBAs and
executive education as degreed programs grow shorter and
nondegreed programs grow more complex. While fewer
employers want to pay high prices for their employees to
receive an EMBA, they still want key employees to learn
essential skills. Looking for a less pricey source of business
education, they often turn to nondegree programs.
“Executive education revolves around what the client real-

ly wants,” Badame says. “What skills do they want their
employees to gain, and what’s the most cost-effective way to
teach those skills?” Yet no business seminar can teach execu-
tives everything they need to know. “You can’t get an MBA
in a week’s time. It’s just not possible,” she says.
Administrators think it’s important to point out the differ-

ences between the two types of programs. One key distinction
is the fact that nondegree programs usually have open enroll-
ment, while EMBA programs have high admission standards.
Another is the very fact that a degree is awarded—but there’s
a little confusion on that front, too.
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“Executive education revolves around what the client
What skills do they want their employees to gain, 

and what’s the most cost-effective way to teach those skills?”
—Diane Badame, University of Southern California



“I think there is some blur-
ring of the distinctions in that
some nondegree programs
offer a certificate,” says Kooser.
“Is a certificate a degree? In
some parts of the world, a
diploma program means some-
thing different than a degree
program. The key distinction I
would make at our school is,
do you earn a University of
Chicago MBA or not?”
Another instantly apparent

difference, he notes, is that
most nondegree programs do
not have grades; degree programs do. “You may learn a lot in
a nondegree program, you may learn some of the same things
you might learn in a degree program; but you’re not expect-
ed to master the material in the same way, and you’re not
going to be evaluated in the same way.”
Nonetheless, schools and students benefit when both types

of programs are offered, since they serve executives at differ-
ent points in their careers. “Many people, throughout their
professional lives, may pursue both kinds of education,” says
Liquete. “If you get an MBA when you’re in your 20s, the
chances are, by the time you’re 30, you might want an exec-
utive program. There is room for both kinds of programs.”

International Business
Another factor that distinguishes an EMBA from other types
of executive education is the fact that most schools with
EMBA programs incorporate an international element. They
collaborate with partner institutions in different countries,
require students to take trips across borders, or even set up
their own campuses on foreign soil.
“It has simply become the reality that people have to work

in multicultural and multinational companies,” says Liquete.
At IESE, the Global Executive MBA is structured around
seven two-week residential modules. Four are held in
Barcelona, one in Madrid, one in Silicon Valley, and one in
Shanghai.
Other schools add globalization in a variety of ways. Ivey

has started to offer a continental version of its EMBA program
at locations such as Hong Kong and London. In August, the
Hong Kong class is brought to Canada for a joint residence
session with North American students; the classes are split
down the middle and recombined for international teams.
USC has just started an EMBA program with Jiao Tong

University in Shanghai. The
21-month program consists of
five days on and six weeks
off—but sometimes those five
days are in Shanghai and
sometimes they’re in Los
Angeles. Because the majority
of the modules are conducted
in China, USC can recruit
from the entire Pacific Rim.
The University of Chicago

has added its own campuses in
Singapore and Barcelona, and
students in the EMBA pro-
gram spend time on each cam-

pus. “We have 250 students a year,” says Kooser. “We bring
them all to Chicago for orientation, and then we have a rota-
tion through the three campuses during the middle of the
program.”
Badame predicts more globalization of the EMBA, both in

terms of U.S. students who are going overseas and in num-
bers of international schools that are adding their own global
executive programs. “Right now, one-quarter of the members
in the EMBA Council are international, and we can see that
going up,” she says. “I look at it as a product life cycle. The
most mature EMBA programs are in the United States.
Europe is second, the Asian Pacific is third, and Latin America
is probably fourth. The major growth is in Europe and the
Asia Pacific. Because of that, a lot of U.S. schools that want
to continue to build their market share are going to team up
with universities in other countries.”
Not all schools are on the bandwagon. One school buck-

ing the trend is Pace, which dropped its two-week interna-
tional trip when it converted to a new format. Since one of
the goals of the new program was to minimize the time exec-
utives would have to miss from work, says Parker, the school
couldn’t justify requiring a long international trip.
“I’m sorry we lost it, but we compensate for that,” he says.

“Because of our location in New York City, between 20 and
40 percent of our classes are made up of foreign-born stu-
dents. In my latest class, I have students from Nigeria, India,
and Germany. When we talk about global issues, they might
say, ‘That’s not the way we do it back home.’”

Wired for Flextime
For Pace, the loss of the global component has been offset by
the benefits offered by the new format, primarily flexibility
and reduced onsite time. Instead of revolving around func-
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tional disciplines, the new EMBA is built around multidisci-
plinary modules in which teams experience problem-centered
learning. The program kicks off with an intensive eight-day
residency, followed by 11 weeks of team-based Internet learn-
ing. Then the students reunite for a weekend residency.
“During a 23-month program, students spend a total of

35 days in residence,” says Parker. “We wanted to make it
very convenient for people, rather than expecting them to go
to class once a week.” He believes the change in format has
drawn executives who would have gone elsewhere or simply
would not have found time to pursue an EMBA.
In fact, a number of schools are finding a similarly struc-

tured class format best suits their purposes. When programs
are taught through modules, students can come together for
extended periods only a few times a year, keeping in touch
electronically the rest of the time.
“It’s becoming progressively harder for people to commit

to a two-year program that requires them to be, say, in
Madrid every weekend,” says Liquete. Students in IESE’s
Global EMBA spend two weeks in residence, and then six to
eight weeks working on their own. “Our Global EMBA has a
modular format, which commits participants to a set number
of days. But the rest of the time, the students can work on the
go wherever they happen to be. We have people based in
North America, South America, the Philippines, and Africa.
Flexibility is the key element.”
Even so, such programming would be impossible without

today’s Internet technology that allows students to work in
teams and learn on their own in between residential sessions.
“The work we do is always asynchronous. There is no require-
ment for everyone to connect at the same time. Students can
really make the course work around their professional lives
and their personal lives,” says Liquete.
More synchronized technology allows students to simultane-

ously view the same document or participate in video confer-
encing. “Twenty years ago when we set up study groups, we
were very conscious of geography,” says Kooser. “We would pay
attention to who lived in downtown Chicago versus who lived
in the suburbs versus who lived in Milwaukee. We don’t even
think about that any more.” One reason is that technology
enables even far-flung students to keep in touch; another reason
is that everyone is far-flung. “So many people now are traveling
regularly as part of their jobs that even if we had six people in a
study group living in Chicago, the chances that they’d all be in
Chicago all week long is pretty small,” Kooser says.
Technology can enhance a classroom in other ways,

Badame points out. For instance, USC has put pre-MBA tuto-
rials online to educate students who don’t have a quantitative
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� There was a three-point
drop in the percentage of
students giving their schools
the highest rankings in terms
of performance and value,
as well as a three-point drop
by alumni rating their likeli-
hood to support the program
financially. “The implication
is, if students aren’t satisfied
with the program, they’re
not going to give it financial
support,” says Diane
Badame of the Executive
MBA Council. However,
alumni are interested in sup-
porting the programs by
returning as guest speakers,
participants in information
sessions, or mentors.

� On virtually all ques-
tions, medium-sized and pri-
vate schools ranked higher
in satisfaction than large,
small, and public schools. 

� When ranking the pro-
gram attributes to which they

give the most importance,
students singled out teaching
effectiveness and quality of
lectures. Less important were
lodging, social functions, and
food quality. Says Badame,
“They want good teachers
and good quality, period.”

� Students who go into
an EMBA program expect-
ing to come out of it with a
promotion might be disap-
pointed. “Sixty-four percent
of students expected a job
change or promotion,
whereas only 48 percent
received one,” says Badame. 

� Salaries are more satis-
factory. In 2003, an EMBA’s
starting salary was $96,300,
and his departing salary was
$111,000. “However,” says
Badame, “salary increases
are lower than they used to
be because base salaries are
now higher than they were
two years ago.”

What do students value most about their executive MBAs?
What’s the typical demographic of an EMBA student world-
wide? These questions and more are posed by the California-
based Executive MBA Council in annual student exit surveys
and program surveys. In 2003, 57 schools participated in stu-
dent exit surveys and 235 in program surveys. For the first
time, the 2003 surveys also included data from other MBA
programs for fully employed professionals. 

Among the key findings of the 2003 exit survey:

Survey findings indicated that most EMBA programs are
still predominantly new and American, though spiced with
an international flavor. More than 70 percent of EMBA par-
ticipants are located in the U.S. Sixty-three percent of EMBA
programs were created since 1990. Eighty-six percent of
programs incorporate an international trip, with more
expensive programs more likely to include such a journey.

The average class consists of 42 students, 74 percent of
whom are male. In U.S. programs, 7 percent of the class is
international; in non-U.S. programs, 40 percent of the class
is international. They meet, on average, for 516 hours of  
in-class time. 

Information about ordering copies of the surveys is avail-
able at www.emba.org.

http://www.emba.org


or accounting background. She also is in favor of using tech-
nology in between onsite residencies, but she’s a firm believer
in the value of the classroom experience. “Technology can’t
take the place of face-to-face learning,” she says.

The Student Bond
In fact, while educators in general are divided on the ques-
tion of how well students can learn via technology, within the
field of executive education the feeling is almost unanimous:
The in-class camaraderie generated by EMBA students is one
of the most valuable aspects of the entire program.
“It’s an intensely social and collegial experience,” says

Bishop. “Because everyone already has a job, they don’t have
to compete with the person sitting next to them at the end of
the term. So they enjoy each other’s company. The perform-
ance standards are set by the peer group. Participants want to
look good, and this is their reference group for the rest of
their careers. When they finish, they typically have a letdown
because they lose their highly structured social interaction.
Some continue to meet monthly for dinner—forever. Here’s
a noncompetitive reference group of people whose opinions
you trust and respect. You don’t get that often anywhere.”
Because EMBA participants are generally in their mid-30s,

they tend to be undergoing certain major life experiences.
“Some participants have had babies. Some have seen their
parents pass away. The other people in the class do everything
they can to support this person, and that really binds people
together,” says Liquete. Even though the widespread mem-
bers of the Global EMBA program don’t spend much time
together physically, she notes, they are so used to communi-
cating from a distance that they tend to stay in touch once
class is over. “Just a couple of months ago, the class that grad-
uated last year organized a weekend skiing event, and most of
the class went.”
The individuals who make up these tightly knit classes are,

on average, 36 years old, with 13 years of work experience
and eight years of management experience, according to
EMBA Council surveys. Those statistics have remained pret-
ty stable over the years, yet there have been recent subtle
shifts. According to EMBA Council surveys, the average stu-
dent has gotten a little younger. Administrators say their typ-
ical classroom now includes more international students;
more entrepreneurs, professionals, and self-employed stu-
dents; and, in some programs, a slight uptick in women.
Diversity, always prized in EMBA classes, has become the

absolute watchword. Looking for a group of friends that
includes a neurosurgeon from Spain, a finance consultant
from the U.K., and an IT specialist fromMexico? Come to an

EMBA class. “It’s the richness of the mix that we’re really
after,” says Liquete.
And while men still dominate the EMBA programs, women

aren’t afraid to join in. “In our newest class, the three oldest
participants are women, all of them very senior people,” says
Parker. “This says to me that women don’t think they’ve hit
any kind of glass ceiling. One is the president of a division of a
major company. She doesn’t see herself as topped out.”

A Look Toward the Future
While the student profile has remained constant in recent
years, Badame wonders if changes are in the offing. “I do
think there’s soon going to be market saturation in the U.S.,”
she says. “As more people get MBAs when they’re younger,
there will be a smaller pool of older applicants. If a lot of
upwardly mobile people already have an MBA degree by the
time they’re 38, they won’t need EMBAs.”
On the other hand, some changes could make EMBAs

more attractive to potential participants. For instance, many
schools have dropped the GMAT requirement for students in
these programs. “It’s too much of a pain in the neck to take
when you’re 40. Give me a break,” Badame says. “Having the
requirement is a deterrent to getting quality students.”
Something that could have a decidedly positive impact on

programs is a new study being planned by the EMBA Council
that measures a company’s return on investment when employ-
ees achieve their degrees. Badame and George Bobinski, who
co-chair the EMBA Council’s Center for Research, launched
the ROI survey in the spring. They asked members for corpo-
rate contacts and began conducting telephone surveys of line
managers and human resources staff. Results of the survey will
be presented at the EMBA Council’s annual conference in San
Francisco October 31 through November 2.
“We will be getting quantification that our member

schools can take to corporations,” Badame says. “They’ll be
able to say, ‘The average return will be $250,000 within X
number of months, and this is why you should send your stu-
dents to our EMBA program.’”
Once the survey results are unveiled, it’s possible EMBA

programs will see a renewed interest from corporations will-
ing to sponsor education for key employees. Even if that
doesn’t occur, the diverse and ambitious students who do
enroll will continue to pursue their dreams aggressively. As
business gets more complex, more international, and faster-
paced, managers will need up-to-the-minute business expert-
ise to stay competitive. The EMBA programs that will be suc-
cessful will be those that adapt to meet the ever-evolving
needs of top corporate executives. �z
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Top strategic scholars have a message to 
business schools: To stay relevant to business,
management education must stop chasing
the future—and start inventing it.

NewB-School
by Tim Westerbeck
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DEFY convention.
Academia is famous—or perhaps infamous—for cherishing a
“what was and is must always be” mentality. To move for-
ward, business schools must first cast off this mindset, said
Hamel. “Educational institutions as a class are extremely
conservative, and educators as a class are some of the most
innovation-resistant people on the planet,” he said. “In that
sense, I don’t think that the academic environment is very
conducive to radical innovation.”
All innovation starts, Hamel continued, when individuals

separate all that is the “physics” of their organizations—the
processes that must be that way because they aid develop-
ment—from “the dead hands of convention and history”
that only limit development. “This perspective is the start-
ing point for innovation or for strategy,” he said. “You must
systematically deconstruct the orthodoxies, conventions,
and dogmas people hold.”
Hamel’s analysis of management education as “physics

versus convention” represents business schools’ most central
struggle, these strategists agreed. It’s the fundamental pull-
and-tug between traditional in-person learning and the

technological promise of new forms of distance learning; the
clash between faculty who teach and faculty who research;
the conflict between local obligations and global outreach.
To what degree should business schools choose the former
over the latter? How business schools resolve these conflicts
will have major implications on just how much they can
achieve, said Michael Czinkota, professor of management at
Georgetown University.
“From its ‘profane’ beginnings in Padua and Bologna,

university education is now more than 1,000 years old.
Amazingly, in many instances, ‘industry participants’ from
975 A.D. could function well in today’s workplace,”
Czinkota joked. “We still lecture, speak ex cathedra, and
have students huddle around the teacher.” As a result, he
argued, many traditional management education institu-
tions have given insufficient attention to experiential knowl-
edge exchange, to the development of global rather than
local matrices of knowledge, or to the use of technology to
communicate that knowledge.
As business schools delve into these three areas, they

must ask two other important questions. First, as the price
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Business schools can be notorious institutions of habit. It’s a tendency that may
have served them well for the last 120 years, but it won’t get them through the
next ten, according to Gary Hamel, author and visiting professor of strategic
and international management at London Business School. He explored the

implications of this idea at a recent roundtable discussion at Monterey Institute’s Fisher
Graduate School of International Business in Monterey, California. 
The event, “The World’s Reigning Strategy Gurus,” brought together leading

experts on business strategy, including Hamel; Stefanie Lenway of the University of
Minnesota in Minneapolis; Yves Doz of INSEAD in Fontainebleau, France; Michael
Enright of the University of Hong Kong; William F. Sharpe of the Stanford Graduate
School of Business in California; Michael Czinkota of Georgetown University’s
McDonough School of Business in Washington, D.C.; and Ernest J. Scalberg of the
Monterey Institute’s Fisher Graduate School. Like all modern organizations, they said,
business schools will survive or perish on their ability to evolve with and within a rapid-
ly segmenting marketplace. 
To encourage the evolution, the gurus outlined in their discussion an ambitious b-

school “to-do list” for the upcoming decade. Their proposed objectives strike at the
core of traditional business education, but business schools may ignore them at their
own peril. In a market that continues to move ahead by leaps and bounds, said these
strategists, cleaving too much to tradition is akin to merely running in place. 



of education increases, will management
education once again become the exclusive
domain of the elites? And as new barriers to
education present themselves—such as more
restrictive visa requirements, funding con-
straints, environmental dangers—how will
business schools make sure their educational
offerings reach all of their potential markets?
Two areas especially—experiential learn-

ing and the global distribution of knowl-
edge—could help business schools solve
these dilemmas in ways that benefit everyone
seeking a business education, Czinkota
pointed out. He agreed with Hamel that
business schools must choose now which
conventions make them stronger and which
should be jettisoned for good.

INNOVATE!
There is no greater task for business schools
than to become “radical innovators” for
businesses worldwide, the panelists agreed. To serve a shift-
ing customer demographic, business schools must offer stu-
dents real-world experience, greater access to information,
expanded use of technology, a higher level of skill develop-
ment, and more sophisticated global perspectives.
That’s no small task, said Hamel, but it’s one that the

business school community must take to heart—and quick-
ly. There is a sense of immediacy because for-profit institu-
tions are already implementing innovations that reach this
demographic, threatening to step in where business schools
have traditionally feared to tread.
One prominent example is the University of Phoenix, a

powerhouse organization with a decided-
ly contrarian approach to higher educa-
tion. In just a few years, and in spite of its
detractors, the online educational provider
has developed a national presence, building
market capital of more than $13 billion
and establishing more than 140 campuses.
Business schools can perceive the U of

Phoenix either as a threat or as an exam-
ple of how far innovation can take an
institution in a fluctuating market, Hamel
suggested. “Not to hold it up as an exem-
plar for education,” he said, “but the
University of Phoenix illustrates that there
is enormous potential for innovation in
education, if people are willing to think in
new ways.”

DON’T follow fads.
The panelists agreed that a percentage of
the traditional management education

market will go to radical innovators who are better
positioned to satisfy shifting market demands. Without
attention to long-term issues, however, the competitive
advantage innovation presents quickly dissipates.
One only has to think of the roaring “dot-com ’90s”
to know that style can’t survive long without substance
in business. Pairing innovation with issues of lasting
significance is crucial.
Innovation, then, should be handled with care. Viewing

the business school enterprise through the same
lens as commercial organizations can lead to a skewed
understanding of market realities. It can also create false
expectations for what business schools should be and do,
said the strategists. “Jumping on bandwagons,” so to speak,
is better left to those industries that can afford to miss long-
term opportunities.
“Educational institutions can provide information and

experience that is similar to that gained in the real world, but
their comparative advantage lies in large part in other areas,”
said William F. Sharpe, the Timken Professor Emeritus of
Finance at the Stanford Graduate School of Business and win-
ner of the 1990 Nobel Prize in economics. “This is not to den-
igrate emphases on leadership, entrepreneurship, manage-
ment, and global business. Both traditional and newer institu-
tions will do more in these areas in the future. But traditional
business schools have been intentionally designed to have iner-
tia, to focus on long-term issues and not get caught up in fads.
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“Business schools … 
are often more glorified
journalists than anything
else. If business schools
want to be relevant, 
they have to be seen 
as making an impact.
They have to be seen as
the inventors of new
management practice.”
Gary Hamel

“Traditional business schools
have been intentionally
designed to have inertia, 
to focus on long-term issues
and not get caught up in
fads. It is especially impor-

tant that we avoid undue emphasis on the manage-
ment style du jour.” William F. Sharpe



It is especially important that we avoid undue
emphasis on the management style du jour.”
Sharpe emphasized that subjects such as

macroeconomics, microeconomics, the
workings of financial markets, and risk and
return in capital markets are the critical
underpinnings for business success. Yet
these are issues that aren’t likely to be ade-
quately addressed in business environ-
ments. They are best learned in business
schools, said Sharpe. “In short,” he states,
“one needs a gestalt from which to make
business judgments.”
Ernest Scalberg, dean of the Fisher

Graduate School at the Monterey Institute,
noted that the mission of business schools allows a vast contin-
uum of models for the delivery of management education. “In
this market, we may have a situation in which small business
schools that haven’t changed much in the last several centuries
may compete successfully against radical new models of organ-
ization.” With the right balance of innovation and vigilance, he
added, such schools can develop methods and resources that
would rival those of any multinational corporation.

CREATE new competitive contexts.
It’s not enough to wait and see what competitive and inno-
vative contexts lie in store for the business education mar-
ket. To succeed, business schools must be more active in
creating their own competitive contexts, using all the tools
and technology at their disposal.
Inventing the best means to create, distribute, protect,

and leverage value-added intellectual capital is the challenge

of every business school, whether it is big,
small, local, regional, or global, the strate-
gists said. This challenge is even more sub-
stantial in the face of market expectations;
industry needs; geographic, political, lin-
guistic and other barriers; and an increas-
ingly diverse set of competitors.
Although it may not be as effective as in-

person interaction, distance learning may be
the tool business schools use to take best
advantage of their intellectual capital under
this broad set of circumstances, said Stefanie
Lenway, associate dean for MBA programs
and professor of strategic management and
organization at the University of Minnesota.

“We need to provide more opportunities for completing
some degree requirements through distance learning. This
will require a major investment in training faculty how to
teach online,” she said. “Traditional MBA programs need to
entertain the possibility that increasingly more business edu-
cation can fruitfully be done online.”

DON’T JUST RESEARCH—experiment!
Even though technology is a critical dimension of this new
era of competition, the panelists agreed that traditional edu-
cational programs will need to do more than increase their
use of technology. They need a more experimental and aspi-
rational approach to research and teaching to stay ahead of
the competitive curve. They must be willing to go inside
organizations and experiment with new approaches to busi-
ness problems, as a medical researcher would experiment to
find the best treatments for physical illnesses. They must try
new things, set up new structures, establish new initiatives,
and train people in different ways—and like medical
researchers, watch to see what happens.
In most physical sciences, research is highly experimental,

said Hamel. Researchers generate hypotheses and control
each experiment to discover new approaches that enhance
the business environment. Business research, on the other
hand, is largely reactive; it studies approaches already in
place and determines whether or not they are effective.
That’s not innovative or inventive, Hamel remarked. In
many respects, it’s mere notetaking.
Even economics has shifted to a more experimental

approach to research, Hamel noted, adding that business
schools should follow suit. “The bleeding edge of eco-
nomic research is behavioral economics, in which
researchers put people together and construct some kind
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“Traditional MBA programs
need to entertain the 
possibility that increasingly
more business education
can fruitfully be done
online.”   Stefanie Lenway

“From its ‘profane’ beginnings in 
Padua and Bologna, university educa-
tion is now more than 1,000 years old.
Amazingly, in many instances, ‘industry
participants’ from 975 A.D. could 
function well in today’s workplace. 

We still lecture, speak ex cathedra, and have students
huddle around the teacher.”   Michael Czinkota



of laboratory experiment to see how they react to different
kinds of incentives,” Hamel commented. “But in business
schools, we haven’t done this very much. So we are often
more glorified journalists than anything else. If business
schools want to be relevant, they have to be seen as mak-
ing an impact. They have to be seen as the inventors of
new management practice.”
Hamel has searched for business schools that are con-

ducting academic experiments designed to develop new
methods and tools for use in business—to see what works
and what doesn’t—and come up empty-handed.
“As far as I know, no one has yet created a model for

business teaching and research that is both aspirational and
experimental. To invent, one needs both. One needs to
work in the real world with smart people, imagine some-
thing that doesn’t exist, and create it,” Hamel said. “There’s
enormous room for innovation in this area; but it won’t be
easy and it certainly won’t be quick.”

GLOBALIZE—really.
Globalization is the biggest buzzword on b-school campus-
es. Many business schools tout their global programs
with great fervor. There’s only one problem, said these pan-
elists. In many cases, many schools are more global in word
than in deed.
“Business schools all like to believe they are global and

have an international focus,” said Hamel. “But for many of
them, the first rule is that all faculty must live within
50 miles of the head office. What global business in the
world starts out by saying everybody we hire has to live
within 50 miles of our campus?”
Part of the problem is a narrow—and traditional—defini-

tion of a university as an institution that is geographically
constrained and identified with a single city or region. As a
result, every university has to support an entire faculty on its
own because it can’t borrow faculty from somewhere else.
It’s a system that is quickly becoming outdated.
With that in mind, Hamel continued, all business schools

must ask themselves what it means to build a truly global
faculty. “What would it mean to build a school that used
satellite technology to reach thousands of people at a time?”
he asked. “There is a great deal of innovation possible, in all
kinds of ways, if we have the courage to challenge our his-
torical assumptions.”
To achieve true global character, business schools need to

redefine their notions of faculty hiring and development, pan-
elists argued. It’s one area where they do want to emulate lead-
ing multinational companies, which routinely send their

employees to work in
other countries. “To be
global, business schools
need significant facilities
on at least three conti-
nents,” said Michael
Enright, Sun Hung Kai
Properties Professor and
director of the Asia-
Pacific Competitiveness
Program at the Univer-
sity of Hong Kong.
Then, schools need to
base promotions on the
fulfillment of long-term
teaching and research
obligations in all three
regions, he said.
Most important, they

need to rethink one of
the most highly cher-
ished traditions in high-
er education—tenure.
“Tenure might have to
be abolished to ensure
that the ‘groupthink’ of
people in the same job and location for 25 or 30 years does
not dominate,” Enright said.

FORM THE FUTURE—don’t follow it.
Much has been said about the rapid pace of change—
maybe too much. While accelerated cycles of innovation
in most business sectors can’t be ignored, all the talk
of change has created an environment where many schools
are pursuing change for its own sake, the gurus said.
Instead, the modern business school should be creating
meaningful change.
The concept of “radical innovation” may imply extreme

measures, they noted, but its practice means something
much different. So-called radical innovation requires rea-
soned moderation—in choosing innovations that lead to
growth, eschewing old conventions that constrain, and
establishing a culture that embraces experimentation. These
fundamental tasks are designed to transform the modern
business school into a powerhouse of ideas for business,
these strategists suggested. Implementing these measures is,
at best, formidable. Their purpose, however, is to help busi-
ness schools avoid the worst: irrelevance. �z
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“In this market, we 
may have a situation in
which small business
schools that haven’t
changed much in the 
last several centuries 
may compete successfully
against radical new 
models of organization.”
Ernest Scalberg



‘You‘re Hired!‘
By Denis Fred Simon

Real estate mogul-turned-television tycoon Donald Trump
has scored big with his hit show “The Apprentice.” But as 
a model for management educators to teach in their 
classrooms, the show has drawn decidedly mixed reaction.
These two management educators each have two words
for Trump: 
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eal-estate mogul Donald Trump may not teach in a business
school classroom, but his entrepreneurial lessons, showcased
on his show “The Apprentice,” promise to have a lasting
effect on business education. “The Apprentice,” which airs
on U.S. television on the NBC network, has been a singular
experience for viewers. Episodes in the show’s first season
(the second season debuts this fall) feature eight men and
eight women who work in teams to tackle on-the-spot busi-
ness challenges requiring considerable personal talent, nerve,
and an absolute commitment to radical innovation.
To emerge as the winning team, the participants need all

their powers of persuasion and every skill they can muster,
from guerrilla marketing to on-the-spot selling and deal
making. Members of the losing team must pack their bags
and meet with Trump and his organization in the board-
room. There, they analyze why they lost and who was at
fault. At the end of a hard-hitting series of questions, one
member of the team emerges as the obvious, although unfor-
tunate, choice. Trump then administers the “crushing
blow”—that member is “fired” and must leave the competi-
tion. Only one individual would emerge at the end of the 13-
week program as the winner of the ultimate business prize: a
yearlong, $250,000 apprenticeship within Donald Trump’s
real estate empire.
What a training ground for business—and what a reward!
For business schools preparing a new generation of busi-

ness leaders, “The Apprentice” sends a compelling message
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‘You‘re Fired!‘
by David Cadden
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It is said that teaching is an art. And, like artists, teachers canwork in variety of media, such as case studies; analogy and
metaphor; and literature, film and television. So, when a tele-
vision phenomenon like “The Apprentice” appears, business
professors should take notice.
However, I would urge my colleagues to approach using

“The Apprentice” in the classroom with as much caution as
they would approach purchasing a new bond offering from
Trump’s casino empire. As faculty, we have few limitations in
the methods and materials we can use to teach. Still, we must
always consider a core question: “What, precisely, do we want
to teach our students, and, more important, what should our
students actually learn?”

What We Teach, What Students Hear
Too often, what we teach and what our students learn do not
coincide. A professor of film studies, for instance, may show
her students Leni Riefenstahl’s “Triumph of the Will” with
the clear expectation that students will understand the power
of film as a potent propaganda tool. None of us wishes to be
in her position when she hears students comment afterward
that the Nazis could sure put on one heck of a show. At one
level that might be true, but it grossly misses the point.
This is a critical distinction to make when using “The

Apprentice” in the classroom. We should be very careful in
determining what students are actually getting out of each
episode. If they come away from it thinking that “ThePE
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that they, too, must do more than
ever to recreate real-life business
challenges for students. It makes
clear that many schools may have
to re-think their curricula and
approaches. Is it possible that a tel-
evision program like “The
Apprentice” could change how
business schools teach? Some
believe that the answer is clearly
“yes.”

A Wakeup Call
for B-Schools 
The confluence of “The Appren-
tice” and an era of increased soul-
searching among most business
schools is intriguing. The timing
could not be better, for we are seeing the first glimpse of a sea
change in how business schools teach. While Trump’s
approach has not driven this change, his program may very
well highlight the skills successful business leaders require
and encourage more young people to pursue careers in busi-
ness. As a result, we could see a rise in business school appli-
cations—but only in those schools that turn the traditional
MBA program on its head.
Such a transformation is especially important when many

believe that the MBA has somehow lost its luster in recent
years. The degree is no longer a guarantee of a C-level execu-
tive track position in a Fortune 100 company, nor is it viewed
as relevant in the new world of business, a world bearing less
and less resemblance to traditional commerce. In fact, among
the select group of talented young people who won the chance
to compete on “The Apprentice,” very few have any business
degree at all.
In “The Apprentice,” individual performers aren’t just

closely scrutinized by the Trump organization. Millions of
viewers also watch the pressure mount for each week’s proj-
ect managers, who must put themselves on the line to either
demonstrate their leadership skills or reveal their lack there-
of. Viewers see firsthand how well team members interact
with each other and how they adapt their plans when they hit
an unexpected roadblock. They learn why one team gains a
competitive edge and comes out the winner and why the
other team fails. In essence, viewers witness a televised, albeit
highly stylized, version of business education.
Although its main purpose is entertainment, “The

Apprentice” communicates several subtle messages to every-

one engaged in business today.
For example, inherent in the
show’s message is that overall
performance—individual and
team—is critical to success. In fer-
reting out the winning appren-
tice, Trump and his organization
suggest that companies may want
to raise their expectations of
those pursuing business careers.
The underlying theme of each
weekly segment is that innate
leadership and team building
skills are the sine qua non of a true
business leader.
As companies’ expectations for

leadership skills in their new hires
increase, business school curricu-

la may need a crucial redesign. We must help MBA candidates
escape the “commodity hell” of a traditional MBA, better
manage in a world of increased turbulence and uncertainty,
and perform as well, if not better, than the best competitor on
“The Apprentice.”

Experiences That Matter
So-called “reality television” has its detractors, but one of its
primary characteristics is especially significant to management
education—reality. Never before has it been so important that
business schools infuse and intersect their programs with real-
world business.
As educators, we must find more and newer ways to place

our students at the center of the action, “Apprentice”-style.
In this way our students may turn their solutions into nas-
cent companies even before they’ve earned their MBAs.
Last year, for instance, a team of four first-year MBA stu-
dents at Rensselaer Polytechnic Institute’s Lally School of
Management and Technology in Troy, New York, found
that few, if any, adults actually wear life vests on boats. In
response, they developed Float Tech, a stylish jacket with a
removable zip-in liner that automatically turns into a flota-
tion device if the wearer falls into the water.
As part of their project, they conducted market research

to prove their concept would fly—or float, in this case. They
convinced a local marine shop owner to allow them to sur-
vey customers in the store for several days. Once they gath-
ered enough information, they used their findings to sell
their concept to the faculty; next, they integrated flotation
technology into the new boating jacket design. The new

Hired!

Students with Orca Gear turned their “Apprentice”-style, trial-by-fire
experience into a saleable product—a stylish jacket that turns into a life
preserver in an emergency. Their product won the Freeman K. Pittman
Editor’s Choice Award as Top New Gear of 2004 by SAIL magazine.
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Apprentice” represents good business, they, too, may be
missing the point.
As business faculty, we must always include two dimensions

to our teaching. There is the descriptive element, in which we
show our students real-world examples so they see and under-
stand how the real business world operates. And there is the
normative element, through which we have an obligation to
discuss how our students should operate in the real business
world. Striking the right balance between the descriptive and
normative elements of business education is critical. That is,
our students should understand that some actions are desirable
not just because they are legal, but because they are good for
the company, shareholders, employees, and society. To address
both of these issues, context and follow-up are critical.
In the case of “The Apprentice,” it’s difficult to place the

show in the appropriate context or find the time to conduct suf-
ficient follow-up. We may not have the time to ask what, exact-
ly, students are learning from the show. Perhaps more impor-

tant, as business educators, wemay not have time to ask ourselves
whether the lessons of “The Apprentice” actually represent any
normative directions for functioning in the business world.
As business educators, we aren’t aiming our services prima-

rily at students, but at the business community and society at
large. For example, with this in mind, Quinnipiac University’s
School of Business in Hamden, Connecticut, recently initiated
a four-year program that aims to balance the real world of
business with the contextualization of that world in the class-
room. We want students to learn not just about business, but
about how to function successfully in that community, some-
thing that the so-called reality of “The Apprentice” does not
provide.

Reality Television—Not Real Business
A key element in the program’s success is its presentation as
reality television—we are led to believe that we are viewing the
operation of a real business enterprise. But we shouldn’t for-
get that all the contestants were picked for their photogenic
qualities and their media-friendly personalities. Or that many,
if not most, of the tasks assigned to the contestants—selling

lemonade on Wall Street, operating a flea market, negotiating
the best price for items recovered in a scavenger hunt—would
be rejected by most advisors to a Junior Achievement chapter.
Yet these tasks passed as those that should be used to select a
division president in Trump’s empire.
Let us also not forget that each contestant is functioning

in a zero-sum environment. At the end of the show there can
be only one winner. This distills business down to a pure
Hobbesian vision of “one against all.” Trump’s television
creation is particularly pernicious because the audience is led
to believe that participants are functioning not only as busi-
nesspeople do function in the real world, but as they should—
all under the guise of reality.
Not to mention that, at times, “The Apprentice” appears to

be one large infomercial for the Trump empire—rent a Trump
apartment or penthouse belonging to Trump, drum up busi-
ness at Trump’s Taj Mahal, use the ice rink that was saved by
“The Donald,” and sell Trump-endorsed bottled water. Of

course, Trump shouldn’t be taken to task simply because he has
been remarkably successful in marketing himself. In fact, it
could be said that he has turned himself into a successful and
powerful brand.
For this very reason, when Trump speaks on the show, we

anticipate something of interest and value. But unfortunately,
we are provided only periodic, seemingly trenchant insights
from Trump, such as “you have to believe in a product in order
to sell it.” Given this marvelous opportunity to expose the
American public and our students to business, is it too much to
expect something beyond such banalities?
Perhaps it is. After all, in an era in which Spencer Johnson’s

Who Moved My Cheese? will probably outsell Jim Collins’ From
Good to Great, you don’t have to be a Laputan academic to
realize that the facile and superficial often trumps, if you’ll par-
don the pun, substance and wisdom. German poet and histo-
rian Friedrich von Schiller tells us, “Against stupidity the very
gods themselves contend in vain.” This may be true, but it is
this struggle that should give the teaching profession meaning.
We shouldn’t be expected to bow to the trivial just because it
comes covered with a very thin patina of realism.

Fired!

Are we to assume that to break the glass ceiling, women should 

rely more on a pair of stiletto heels than on talent
and intelligence? What a wonderful message to send to business students. 
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concept proved so effective that
they wrote their first business plan
and incorporated as a company,
Orca Gear Inc. The students then
entered the Tech Valley Collegiate
Business Plan Competition at the
Severino Center for Entrepreneur-
ship at the Lally School. They came
in second the first year, but perse-
vered and continued to hone their
plan. When they entered the contest
the following year, they came home
with a first-place win, lots of public-
ity, and $25,000 in seed money.
Since then, Orca Gear has raised

nearly $500,000 and intends to raise
additional capital through equity
investments. Now established in
Troy, New York, the company has
been approved as a General Services
Administration (GSA) manufacturer,

which allows it to sell to government agencies and the military.
Additionally Float Tech was awarded the Freeman K. Pittman
Editor’s Choice Award as Top New Gear of 2004 by SAIL
magazine.
Likewise, Tiercent, another student company, has found a

home at the Rensselaer Incubator. Like Orca Gear’s founders,
the students who founded Tiercent sought out a problem in
the real-world market and developed a product to solve it.
The students discovered that no company in the world

builds a product capable of tracking and locating people in
hostile environments. Tiercent developed a product called
EgressOne, a cell-phone size device, worn by firefighters
and other rescue workers as they respond to emergency sit-
uations, which incorporates 3-D radio frequency technolo-
gy to pinpoint firefighters’ locations in hazardous situations

and continuously transmit their
location information. An
accountability officer watching on
a remote monitor can see their
locations, alert them to hazards in
their path, or guide them safely
out of situations where they are
blinded by smoke or fumes. As
CEO Mark Fobare says of
Tiercent’s innovative product,
“We find lost firefighters.”
As a result, Tiercent has placed

in the money round of three con-
secutive business plan competi-
tions. The company won an intro-
duction to the Boston area ven-
ture capital community by Paul
Severino, founder of Bay Net-
works. Since receiving a $100,000
Small Business Innovation
Research (SBIR) grant, the com-

pany is on track for a second-phase SBIR this year, which will
provide a seven-figure sum. Plans are in place to deliver the
first product by late 2004, and talks are under way for private
equity investment.
The ultimate aim of these kinds of educational efforts isn’t

a good grade or a competent analysis of a corporate problem
that someone else already has solved. Like their “Apprentice”
counterparts, these students are hitting the ground running to
develop products that will make a measurable and immediate
difference in today’s real-world market.

‘Apprentice’ Training Grounds
With the needs of business becoming more complex and
immediate, it’s clear that business students need to work in
a problem-solving, solution-oriented, “break-the-mold”

Hired!

So-called “reality television” has its detractors, but one of its primary characteristics

is especially significant to management education  
—reality. Never before has it been so important that business schools

infuse and intersect their programs with real-world business. 

Lally MBA candidates Dongyu Xu and Jeanine Thompson recognize 
a potential business opportunity when they see one—something 
that would keep them both in Trump’s boardroom. In response to the
explosion of Western-style fast food operations in parts of China, 
Xu and Thompson plan to bring American-style bagels to Beijing. 
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Ironically, another NBC reality show, “The Restaurant,”
probably provided much more in the way of useful and real-
istic insights into business operations, particularly for business
startups. But few if any business schools are discussing its con-
tent in the classroom. Not surprisingly, its ratings weren’t
nearly as high. In fact, it’s already been cancelled.
“The Apprentice” falls short of offering our students

meaningful business insights. Business education, on the
other hand, must fill the void to make sure students aren’t
taking the show’s message without qualification. For exam-
ple, in Quinnipiac’s new undergraduate business program,
students are exposed to classroom-based business education
in conjunction with a personal and professional development
program. Students attend seminars, listen to a series of guest
lectures, and discuss contemporary issues like ethics and gov-
ernance with business leaders; those activities are then sup-
plemented by a reading list that links classroom material and
discussion to actual business practices. The program includes
lessons in successful time management, business dinner eti-
quette, and management of one’s own future—students even
learn to read The Wall Street Journal and use its information
effectively. After class, they can use computer-assisted learning
modules covering a variety of topics including using business
research resources and navigating business interviews.
Our students still learn the quantitative skills of business—

the numbers game of profit and loss that “The Apprentice”
participants play so fervently. But in addition, they are
encouraged to attend to their personal and career develop-
ment and place these skills in a larger, meaningful context.
This work sets the stage, beginning freshman year, for stu-
dents to plan for personal and career success while recogniz-
ing the importance of ethical behavior in business.

What Will Our Students Learn?
So, let us review a few episodes of “The Apprentice,” and ask
ourselves what our students are most likely to learn. Starting
in the first episode, the contestants were divided into two
groups based upon gender. The concept of “men versus
women” in a competitive environment functions at a particu-
larly primal level. Women can feel empowered and men can
prove their mettle. However, what’s the lesson to be learned
from this form of segregation? One wonders how NBC’s
Standards and Practice Committee would have responded had
the show decided to separate the team on the basis of race.
In the first four episodes, the women triumphed over the

men at such complex tasks as selling lemonade on Wall
Street, developing an ad campaign, hawking shots in a bar off
Times Square, and running a minimum-cost scavenger hunt.

After these successes, Trump cautioned the women that they
were relying too heavily on their sex appeal to win each
task—and, of course, he wasn’t being at all disingenuous.
After the women again trounced the men in the fifth

episode, Trump ordered a “corporate reshuffling.” The gen-
ders were now mixed into two teams. Television pundits
enjoyed pointing out that when the women were in single-
gender teams, they were aggressive and successful but engaged
in a considerable amount of backbiting. Then, when teamed
with the men, the women began to display passivity. This may
not be a message we want to convey to our students.
Add to this the fact that several of the women on the show

wound up in a men’s magazine as lingerie models—posing in
a business setting. Are we to assume that to break the glass
ceiling, women should rely more on a pair of stiletto heels
than on talent and intelligence? What a wonderful message to
send to female and male business students.
Then there’s the show’s treatment of the concept of team-

work, a notion critical to business. Here we see many
instances of very realistic behavior—teams forming through
goal-driven activities, coalition formation, and conflict reso-
lution. However, their environment is still highly artificial
because someone has to win, which means that the long-
term commitment of any one player to the notion of team-
work is illusionary at best.
Ultimately, it’s to a participant’s advantage if other partic-

ipants fail. Each episode’s closing scenes in “the boardroom”
are a nice display of social Darwinism in action. While this
display may be an accurate description of how some teams
function, I don’t believe these methods would be effective
for any large-scale, long-term project.
The messages students might take from the first few

episodes are disturbing. Women executives should exploit
sex, style triumphs over substance, knowledge of task and
domain are secondary, political maneuvering and power are
not only desirable but imperative—and they should do any-
thing to win. Unfortunately, an argument can be made that
these are truisms in business and dominate the actions of
too many people in too many organizations. But while stu-
dents need to know how the real world operates, we should-
n’t, in the interest of describing the real world, teach to the
lowest common moral denominator.

Those Two Little Words
Finally, there’s Trump’s signature phrase, “You’re fired,”
perhaps the cleverest part of the show. Each episode of “The
Apprentice” ends with Trump terminating one of the partic-
ipants, designed to build anticipation and interest in the

Fired!
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environment like the one Trump has created. Of course,
business schools may not have the same cutthroat competi-
tiveness as “The Apprentice,” but they should provide train-
ing grounds for today’s apprentices—and tomorrow’s busi-
ness leaders—that go far beyond traditional, discrete busi-
ness classes.
In the end, an experiential and edgy education offers stu-

dents more to take into their careers than the conventional
approaches of last century. Unlike the one-day or two-day
deadlines “Apprentice” participants have to complete their
tasks, many business students have a full year to delve into
the complexity of a specific business project. As part of “for-
mulating and executing competitive business strategies,” for
example, Lally student teams work with real companies on
projects significant to the company’s growth and develop-

ment. Recently, a team developed a strategy and business
plan for a local high-tech company that develops and raises
genetically engineered mice for research. The students
helped the company successfully integrate a European
acquisition into its business. Following the project, one of
the MBA team members was hired by the company.
One could also point out another central difference

between the experience of “Apprentice” participants and
that of business students in our real-world training grounds.
Rather than end with the firing of a team member, today’s
redesigned business-school project can—and, ideally,
should—end with a hiring.

Reality Check
For years, business schools have measured their success by
how many of their students were hired after graduation or
how well their fund-raising efforts were received. As
schools work to transform their curricula, perhaps there
should be new criteria used to measure success: How have
students contributed to real-world business during their
degree programs?
Since Lally revamped its programs, we have been using

that measure in earnest. Last year, for example, MBA candi-
dates Dongyu Xu of Beijing and Jeanine Thompson of the
U.S. teamed up on a venture that would bring bagels to
China, in response to the explosion of Western-style fast
food operations opening in the expatriate section of Beijing.
When Xu discovered only about half of the Chinese students
at the university had heard of a bagel, she and Thompson
created their own Chinese pronunciation of the word.
Thompson then spent a day at a local bagel shop to deter-
mine how viable it would be to transport the idea to Beijing.
Now in its nascent stage, the project has already won a
$1,000 prize at the Lally School’s New Venture
Opportunity Contest.
Such projects give students an opportunity to break the

business mold and set the tone for entrepreneurial leader-

ship and high performance team-building. Only by creating
environments that immerse our students in the real world,
real problems, and real pressures of business will we enable
them to enter the global market with confidence. Only then
will they know how to work across business functions, man-
age risk and uncertainty, solve problems, and work effec-
tively in high-performance, cross-cultural teams in cross-
border situations.
As he whittles down the number of participants in “The

Apprentice,” Donald Trump establishes a “trial-by-fire” atmos-
phere in which each participant sees immediately the cause-
and-effect consequences of any business action. As educators,
we must keep in mind that we, too, are grooming apprentices
who will manage the future of business. Therefore, we should
make sure students face similar challenges and learn to think on
their feet. Then, we should do Trump one better by making
sure our students make tangible contributions to business, even
before they graduate. In short, our students can make a differ-
ence in the real world—not just on reality television. �z

Denis Fred Simon is dean of Rensselaer Polytechnic Institute’s Lally
School of Management & Technology in Troy, New York.

The confluence of “The Apprentice” and an era of increased 
soul-searching among most business schools is intriguing. 

The timing could not be better, for we are seeing 
the first glimpse of a sea change in how business schools teach.

Hired!
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queuing up to buy basketballs with his signature. No
one told people in line that Kwame was a famous basket-

ball player. However, teammate and eventual “Apprentice”
winner, Bill, complained that it was implied, and, therefore,
Kwame was lying by omission. This was a low-key call for eth-
ical standards in business.
Likewise, in the penultimate episode, four Trump execu-

tives subjected the remaining four contestants to high-pres-
sure interviews. The contestants’ responses and the inter-
viewers’ insights were realistic, useful, and valuable for both
students and people in business. The final episode was, in my
estimation, the best. It featured a classic standoff between a
Harvard MBA and an entrepreneur. These polar business
opposites were finally given assignments that approximated
real-world executive tasks. Bill, the entrepreneur of the group,
was the ultimate winner. In that final episode, I only wished
more time had been devoted to why Bill was selected.
In great entertainment, we learn something about our world

and ourselves. We also recognize a moral dimension to life.
Shakespeare’sRichard III is a captivating character, but I’m sure
few in the audience leave the play wanting to be as ruthless as he
is in the pursuit of power. Did Shakespeare want people to learn
how to send “the murderous Machiavelli back to school”? I
should hope not. But do our students view “The Apprentice”
and want to emulate what they see? I fear, in some cases, yes.
When a show like “The Apprentice” so engages our stu-

dents, it provides us with an excellent forum for active dia-
logues. But “The Apprentice” does not represent a model
for total student development—development that provides a
vital bridge between the merely descriptive aspect of educa-
tion and the normative guidelines that are crucial for indi-
vidual development. It does not encourage students to grow
as technically competitive executives and conscientious mem-
bers of society. When we use the show as an example, our
normative guidelines compete with its description of busi-
ness behavior. It’s a battle we can’t, and shouldn’t, avoid.
And it’s a battle we shouldn’t be prepared to lose.
After sounding rather sanctimonious about “The

Apprentice” and Trump, I must admit to my own darker
nature. I had hoped that in the last show Trump would turn
to the winner and say, “You’re not hired to run one of my
companies because I’ve just outsourced that position to an
executive in India whom I’ll pay $100,000 rather than the
$250,000 I’d have to pay you.” Now that would be real
entertainment—and a good dose of reality. �z

David Cadden is a professor of management at Quinnipiac University’s
School of Business in Hamden, Connecticut.

audience. It draws on the same set of desires
that the Emperor Vespasian recognized when he
commissioned the building of the Coliseum. The
Roman people saw their games as a reflection of their nation-
al character. Heroism was to be rewarded; cowardice was
punished with death.
A quick poll of my students indicates that they love the

idea of Trump firing the incompetent. How can anyone
blame them? We all know of the salutary benefit to the stock
price when a CEO downsizes several thousand employees.
As we know, Jack Welch himself advocates eliminating the
bottom ten percent of a company’s workforce.
But there is one vital distinction between Trump’s firing

and Welch’s downsizing. Welch bases his system of metrics, at
least allegedly, on job-related performance. Even the most cal-
low observer of “The Apprentice” can see that not all of those
terminated were directly responsible for their teams’ failures.
Even so, if two teams are in competition and one comes up
short—even when the difference in performance between the
two teams is negligible—somebody’s head has to roll.
The notion of examining what is wrongwith a process, rather

than identifying a fall guy, may be insufficiently dramatic and too
subtle for prime time television. It is, however, a better lesson for
our students. I fear that our students will view “The Apprentice”
only to believe, once again, that style triumphs over substance.

Entertainment? Yes. Education? No.
Many members of business faculty have seen the value of
incorporating entertainment into their teaching. They’ve
used Shakespeare and other works of literature and film as
means of teaching about leadership and other topics. But
these works lack the reach of television, which has bombard-
ed the public with images of the business world dominated by
“Dallas” and “Dynasty” characters for decades. We have been
exposed to a view of business that would make the crews at
Enron, Worldcom, and Tyco look like Zen monks.
Mediocre entertainment—devoid of context or the most

minor moral dimension—amuses and engages. Great enter-
tainment, on the other hand, amuses, engages, and instructs
by asking the audience to think about what is transpiring. It
can provide ethical insights without being preachy. One must
admit that “The Apprentice” is successful entertainment. It
has drama, ruthless competition, treachery, betrayal, sex
appeal, and romance. But I’m not sure it ever rises to the
level of great entertainment.
There were moments when “The Apprentice” approached

that status; but when it did, its voice was muted. In an early
episode, for example, eventual runner-up Kwame had people

Fired!
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Technology
At a time when many business schools are
implementing e-learning initiatives
with enthusiasm, many corporations
are struggling to integrate e-learning
into their operations. According to
“E-Learning: The Findings and the
Future,” a new report from U.K.-
based business school Ashridge, cor-
porations may be looking increas-
ingly to business schools to help
them surmount these obstacles.
Ashridge conducted interviews with
16 organizations, including the
BBC, Lloyds TSB, the Ministry of
Defence, and Xerox Europe, and
surveyed corporate subscribers to the
Ashridge Virtual Learning Resource
Center. 
The study found a marked rift be-

tween theory and practice among
participating organizations. While
86 percent of respondents believed
e-learning to be an effective training
tool, 82 percent found it difficult to
implement e-learning into their or-
ganizations.
The greatest barrier to e-learn-

ing was a lack of time for effective
implementation, respondents said.
Other barriers included insufficient
technology, staff resistance, and a
negative perception of e-learning’s
value. Negative perceptions are
often so prevalent, the study
found, that some companies call e-
learning by another name, such as
“I learning.”
“The initial wild enthusiasm for

e-learning has given way to a much
more cautious approach,” says An-
drew Ettinger, director of learning

resources at Ashridge and co-author
of the research. “E-learning is not
the silver bullet many people were
led to believe it was. It can be
highly effective, but only when im-
plemented properly as part of an
overall learning process.” 
In contrast, the few companies

that have integrated e-learning ini-
tiatives effectively cited several fac-
tors crucial to their success. They re-
ported a cultural shift among their
employees concerning how educa-
tion can be delivered. In addition,
e-learning oppor tunities were
aligned closely to organizational
needs; e-learning was blended with
classroom and hands-on training; e-
learning was supported by senior
management and marketed
throughout the organization; and,
finally, e-learning opportunities were

If there’s a buzzword in educational IT these days, it’s “interactivity.” In many cases, the more students interact with
the instructor, the material, and their classmates, the better. The latest software from Silicon Chalk, a Vancouver-
based software company, aims to bring a boost to this developing area of education. Silicon Chalk was founded by
Murray Goldberg, creator of WebCT.

Silicon Chalk Version 3.0 is a tool designed to enhance the use of laptops, desktops, and tablet PCs in the class-
room. Instructors and students can use the software to post information for presentations, discussion, notetaking,
and feedback to all participants’ computers. The software also facilitates assessment activities such as in-class
polling, quizzing, and participation tracking.

In addition, the software keeps a full record of the course for future playback. The recordings blend the voice of
the instructor; presentation material from sources such as PowerPoint, Excel, and Web browsing; and student notes.
When used with interactive whiteboards, the software records each pen stroke as well. Students can download their
own recording of the course at the end of the class and take the recording with them to create their own at-home
digital libraries. They also can search large collections of course recordings by keyword and even edit information,
explains Dennis Staples, the company’s vice president of sales. 

“The ability to use keyword searches is a compelling benefit to students,” says Staples. The recordings also pro-
vide support to distance learning students or students who have missed a class. 

Rapid advances in wireless networks on college campuses have made widespread use of software such as Sili-
con Chalk possible. As wireless becomes more ubiquitous, software that promotes greater collaboration in the class-
room promises to become a mainstay of college courses, Staples says.

Silicon Chalk is compatible with Windows environments only. Per-user licensing costs depend on the number of
users, ranging from $8 to $15. With the licensing agreement, schools receive all upgrades at no extra cost.

TOOLS OF THE TRADE
Silicon Chalk Software Enhances Classroom Interactivity

New Era for Corporate
E-Learning

Silicon Chalk software not only records the vocal 
participation of instructor and students for future 
playback, but also their onscreen notetaking, quiz
responses, and presentations.
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created through the efforts of a di-
verse group of experts, including
trainers, facilitators, marketers, and
Web and graphic designers.
The survey also indicated that

companies are turning to business
schools more for materials tailored
to their own e-learning needs than
for full-blown courses. “When
most business schools think of e-
learning, they think of courses.
However, our survey found that
many companies want customized
materials and tailored portals to in-
formation,” he says. “They can
then link those materials to their
own training initiatives, such as
360-degree performance reviews.”
Surprisingly, one area where com-

panies want more help from busi-
ness schools isn’t education delivery
at all, but marketing and branding
their e-learning programs within
their organizations to attract em-
ployee interest, Ettinger says.
“Companies want help from busi-
ness schools in marketing the prod-

ucts and making their populations
aware that their e-learning programs
exist,” he states. When it comes to
e-learning, the partnership between
corporations may become less about
course delivery and more about cus-
tomer support in content creation,
customization, and internal corporate
branding of e-learning programs.
The 90-page report can be pur-

chased for £40. Contact Claire
Huggett at claire.huggett@
ashridge.org.uk.

Tracking the Trends
in Online Learning

eLearners.com, a Web site that connects
prospective students with sources of
online education, recently launched
its eLearners Index, a research prod-
uct that tracks the popularity of on-
line degree programs. The index re-
flects statistical data on the activities
of learners to the eLearners.com
Web site, including the pages they
view, the programs that generate the

most inquiries, and the popularity of
academic subjects and degrees.
“With more than 3 million visi-

tors annually, we get a clear picture
of the supply of and demand for
learning opportunities,” says C.J.
DeSantis, president of eLearners.
“Tracking these types of trends and
insights can be extremely useful to
educational providers as they deter-
mine where to direct their develop-
ment and marketing dollars.”
According to the index, the on-

line degree subjects that students
most often query on its site are
business administration and MBA
programs, followed by psychology,
nursing, and engineering. The
MBA is slightly more sought-after
than business administration, De-
Santis says. “But business adminis-
tration is where we also see the
most competition between schools”
for online education, he adds.
For more information on pur-

chasing the eLearners Index, visit
www.elearnersindex.com.

http://www.elearnersindex.com


� SURFING THE FRIENDLY SKIES
Broadband Internet access
may soon become a mainstay
in air travel, now that Boeing is
beginning to offer in-flight Internet
service. Korean Air will offer its pas-
sengers broadband access early next
year on flights into and out of South
Korea, according to IDG News
Service. Also signed up for the serv-
ice are Japan’s All Nippon Airways,
Japan Airlines, Lufthansa, and Scan-
dinavian Airline Systems. Passengers
will pay US$9.95 for 30 minutes and
20 cents a minute thereafter. Or they

can choose to pay a flat fee of
$19.95 for service on three- to six-
hour flights, $29.95 for longer
flights.

� AWASH IN VIRTUAL PROFIT
Students from the Coles College of
Business at Kennesaw State Univer-
sity and the five-school Georgia
WebMBA program placed first and
second, respectively, in the Founda-

tion Business Simulation Interna-
tional Challenge. The Challenge, co-
sponsored by computer-based educa-
tion company Management
Simulations, required students to
amass as much virtual profit as possi-
ble in a computer-simulated business
environment The KSU team accu-
mulated $113 million, and the Geor-
gia WebMBA team, $67.8 million.

� GONE “PHISHING”
Internet scammers have a new
ploy—“phishing” attacks. In the
attacks, scammers send out e-mails

NEWSBYTES
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that appear to be authentic commu-
nications from legitimate companies
like eBay or AOL asking for personal
data such as Social Security and
credit card numbers. When Gartner

Research
recently sur-
veyed 5,000
adults, it found
that 3 percent
of them had
divulged per-
sonal informa-
tion to phish-
ers—far more

than the half-percent success rate of
most spam e-mail. The firm found
that 92 percent of known phishing
attacks have occurred in the last 12
months; it estimates that as many as
1.78 million people could be victims.
In response, U.S. officials are crack-
ing down on phishers and many
companies are launching promotions
to stress that they never will ask for
personal information via e-mail.

� E-LEARNING TAKES FLIGHT
British Airways has launched a new
global learning program for its
48,000 employees. The self-directed
online program has been developed
through partnerships with software
provider Oracle Corp. and corporate
education provider NETg, part of
The Thomson Corporation. The
company’s goal is to cut costs while
improving learning opportunities for
its staff. Oracle iLearning and
Thomson NETg Open Learning will
help British Airways manage hun-
dreds of online and traditional
courses and allow employees to reg-
ister for courses, participate in
classes, access information, and man-
age course schedules. �z
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Spam e-mail accounts for
32 percent of all e-mail
sent in North America, up
from 17 percent in 2001,
according to estimates from
research firm IDC, Framing-
ham, Massachusetts.

The person
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public auditing standards
comes from a place
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standards for years.
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It was no surprise to us that Douglas Carmichael was 
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award-winning author had been a professor at Baruch 
for over twenty years, the kind of world-class professor 
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education begins with great faculty.

http://zicklin.baruch.cuny.edu


Your Turn
Shortage of Ph.D.s?
We’re Turning
Them Away
Management education is facing a severe
shortage of doctorally qualified fac-
ulty. To be sure, when it comes to
attracting academically qualified fac-
ulty, we are deep in a seller’s market
of pandemic proportions.
Like many other business

schools, our school has been actively
recruiting applicants for new faculty
positions for our growing pro-
grams—and finding fewer qualified
applicants to fill them. In our pur-
suit of accounting faculty, for
instance, we are seeing the same
trends that the American
Accounting Association highlighted
at its national conference. It found
that applications to open accounting
faculty positions peaked in 1992,
with 180 resumes submitted to fill
110 open positions. In 1997, the
applicant-to-position ratio evened
out, with 117 resumes submitted to
fill 120 open positions. In the years
that followed, the bottom dropped
out: Only 64 resumes were submit-
ted to fill the 240 open positions
that schools posted in 2002.
But are management education

institutions truly exploring all possi-
ble solutions to the problem? I
believe that the crisis is actually
being exacerbated by antiquated
policies still in place at many busi-
ness schools. First, many schools
refuse to accept part-time doctoral
candidates. And, second, many
schools refuse to consider hiring
their own graduates to fill faculty
positions. As a result, many qualified
applicants are being turned away
before they even come through the
door.

It’s not that many in the field
aren’t trying to address the larger
issue—it’s just that they’re ignoring
these two contributing factors. In
fact, I read with interest the
Doctoral Faculty Commission’s
2003 report to AACSB
International’s Board of Directors,
“Sustaining Scholarship in Business
Schools.” In the report, members of
the Commission outline nine specific
solutions to solving the faculty
shortage. They recommend that
schools provide post-graduate busi-
ness training for doctoral faculty
from other disciplines; encourage
less research-intensive doctoral pro-
grams for executives; legitimize
research and nonresearch dual tracks
for business faculty; clarify the defi-
nition of “professionally qualified”
faculty to reduce the perceived need
to hire only Ph.D.-qualified faculty;
initiate new funding sources to
encourage institutions to sustain or
increase doctoral programs; provide
reputational incentives to redirect
resources as investments in Ph.D.
programs; encourage accreditation
peer review teams to balance Ph.D.
production needs with institutional
priorities; promote Ph.D. programs
to prospective students; and foster
innovation in lower-cost education
delivery methods.
While I applaud AACSB

International’s proactive stance and
the Doctoral Faculty Commission’s
work, I believe that the two impor-
tant alternative solutions to the
shortage—accepting part-time Ph.D.
students and considering home-
grown graduates for faculty posi-
tions—are notable by their absence
from the Commission’s recommen-
dations. They are absent because
they represent a challenge to institu-
tional mores that have long been a

barrier to change. But AACSB
International could play an impor-
tant role by encouraging change in
the policies of those institutions
offering business doctoral degrees
and advocating these two alternative
solutions to the doctoral shortage.

Alternative No. 1:
Abandon policies that forbid part-time
Ph.D. candidates.
The Commission’s report indicated
that reduced income was one of the
most important factors in a student’s
decision to pursue (or not to pur-
sue) a doctoral degree. And yet,
many Ph.D. programs in business
admit only full-time candidates. But
by not permitting part-time Ph.D.
candidates, these programs miss out
on potential students in an academi-
cally and intellectually qualified pool
of talent, who simply may not be
able afford leaving their jobs to pur-
sue full-time candidacy.
In my experience, part-time

Ph.D. candidates can succeed in and
support doctoral programs as well as
those who study full-time. I myself
was a part-time doctoral student,
along with two of my peers. While
in the program, we “part-timers”
attended all seminars and guest
speaker events. We were involved in
all the activities expected of full-
time candidates. There were only
two differences. While full-time
Ph.D. students took three courses,
we took two (we were essentially
“two-third-time” candidates). And
unlike full-time students, we did not
teach courses.
As I neared completion of the

program, another student was
accepted as a part-time candidate.
Soon after, the university changed
its policy, and that student was
instructed to begin attending full-
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time and to cease his outside work
activities. Financially, his only
option was to leave the program.
He was a promising candidate,
lost because of a myopic policy.
It was a policy established with no
evidence that part-time students
were somehow less worthy than
full-time candidates.
We must consider that many

potential Ph.D. candidates have
been successful in business, govern-
ment, or the military, and now
desire to share their work-related
knowledge with students. However,
at their stage of life, they may be
married and have older children.
They must finance mortgages,
college tuition, and perhaps even
long-term care for their parents.
These businesspeople cannot sup-
port their families on a graduate
assistant’s stipend.
As a result, most are refused

entrance into doctoral programs

because universities refuse to allow
their part-time participation. We
can’t even gather statistics on
them—on their education, their
income, their work experience—
because they are simply turned away
without consideration.
At the same time that the

Commission neglects the issue of
part-time Ph.D. study, it advocates
doctoral programs for executives,
programs that by the Commission’s
own admission are rare. Moreover, I
believe we should not encourage
Ph.D. education that de-emphasizes
research, as many executive doctoral
programs propose.
I suspect that the number of new

faculty created by allowing part-time
candidates would far exceed the
number of faculty from doctoral
programs for executives. Graduates
from part-time Ph.D. programs
would be fully research-qualified
and ready for the rigors of academic
study. And although part-time can-
didates may not teach initially, I
believe there are ways for them to
gain teaching experience that would
allow for their working schedules.

Alternative No. 2:
Abandon policies that prevent an institution
from hiring its own graduates.
Many institutions that grant doctoral
degrees do not hire their own grad-
uates directly from their own Ph.D.
programs. Some refuse to do so
indefinitely; others require graduates
to obtain considerable experience
elsewhere before their applications
are considered. This policy places an
undue limitation on the pool of tal-
ent available for hire and perpetuates
the belief that institutions are merely
cultivating talent for the benefit of
their competitors.
I have known promising individu-

als who did not apply for entry to a
Ph.D. program because they knew
there was no chance that they could
be hired by the university in their
hometowns. They knew that upon
graduation they would have to dis-
place their families to gain employ-
ment elsewhere. Not surprisingly,
many chose not to pursue Ph.D.
degrees at all.
Of course, I don’t advocate that

schools guarantee employment to
their graduates. But when filling
their faculty positions, schools
should give their own graduates as
much consideration as they give
external candidates. Let each indi-
vidual’s merits rule the hiring deci-
sions. Even if graduates are not
hired, the potential for future stabil-
ity could be a factor in their deci-
sion to enter a doctoral program.
Policies that deny graduates that
opportunity create artificial—and
unnecessary—barriers.
While most of the recommenda-

tions of the Commission are sound,
Ph.D.-granting institutions need to
consider these two alternative solu-
tions. They represent long-standing
policies among doctoral degree-
granting institutions and are signifi-
cant impediments to Ph.D. produc-
tion. There are few legitimate argu-
ments for such policies—they are
simply the remnants of tradition.
In my own case, I view my posi-

tion as a doctorally qualified profes-
sor with pride and a touch of irony.
If I had decided to pursue a Ph.D.
in business even a year or two later,
I, too, would have been turned away
at the door. �z

Joe Joseph is the Dana Professor of
Accounting at the University of Tampa’s John
H. Sykes College of Business in Tampa,
Florida.

“PART-TIME PH.D. CANDIDATES

CAN SUCCEED IN AND SUPPORT

DOCTORAL PROGRAMS AS WELL AS 

THOSE WHO STUDY FULL-TIME.”
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Bookshelf

In today’s overcrowded
world of endless new
products and con-
stant interruptions,
it’s not the brand-
new innovation or
the splashy ad cam-
paign that is going
to grab customer attention. It’s the
fun thing, the value-added extra that
comes with the product the con-
sumer actually wants to buy and
makes it cool. In his remarkably
enjoyable book Free Prize Inside,
Seth Godin compares that value-
added extra to the prize that comes
in every box of Cracker Jacks. He
believes any employee, at any com-
pany, serving any market, can come
up with a similar free prize that will
make existing products desirable. It
might be finding a new outlet for
sales—or putting a freebie inside the
box. As Godin asks, “Do people
want the fortune cookie or the for-
tune?” The book goes on to explore
how to invent the free prize and
how to get others onboard with the
new idea. And yes, there’s a free
prize at the end. (Portfolio, $19.95)

What does a Harley Davidson rider have in
common with a devout Mormon?
According to Douglas Atkin, author
of The Culting of Brands, they’re
both members of powerful, suc-

cessful cults—and
that’s not as pejo-
rative as it might
sound at first.
Determining
what makes a cult
member loyal to
his organization
offers clues into
what makes a
consumer loyal to
a specific brand,

and Atkin has come up with
a four-step process. A person
feels alienation for the world
around him; he becomes
open to a different environ-
ment; he feels safe among
the members of this new
group; and there he blos-

soms into a self-actualized individual.
Thus maverick brands like Apple
Computers, which have thousands
of evangelical consumers, must posi-
tion themselves, not as the product
for everyone, but as the product for
someone who is just a little outside
the norm. “One of the greatest
dreads marketers have is turning off
any potential customers,” writes
Atkins. “Well, to generate cultlike
devotion to your brand ... you must
target the alienated and simultane-
ously separate your organization
from the mainstream.” To research
his book, Atkin interviewed sorority
sisters, Deadheads, cult deprogram-
mers, Marines, Wiccans, and fan
club members. He explains the cult-
like appeal generated by Saturn,
Nike, jetBlue, and eBay. It’s a whole
lot of fun—and eye-opening at the
same time. (Portfolio, $24.95)

In 1991, Royal Dutch Shell planned to
dismantle an oil storage tanker and
platform in the North Sea by blow-
ing it up and allowing its oil sludge
and heavy metals to sink to the bot-
tom of the sea. The environmental
organization Greenpeace mounted a
vehement—and visible—campaign
that ultimately persuaded Shell to
tow the tanker back to shore for
environmentally sound disposal. This
example shows the growing power
of today’s movement toward social
responsibility, which forces compa-
nies to consider their reputations
and their expanded circle of stake-

holders if they want to continue to
do business. What Matters Most, by
Jeffrey Hollender and Stephen
Fenichell, is unapologetically passion-
ate about CSR and its profound
implications. It covers the entire field,
from the origins of socially responsi-
ble investing to case studies of com-
mitted entrepreneurs. Corporate
social responsibility, the authors
believe, is “a broad social movement,
centered in the corporation much as
the antiwar movement was centered
on college campuses. It will, we
believe, have deep and lasting effects
on our values and beliefs as well as the
world’s future.” (Basic Books, $26)

While leaders must
have a variety of
powerful skills, one
of the most impor-
tant is the ability to
convince employ-
ees, stakeholders,
and consumers to
agree with them—
that is, they must
be able to change
people’s minds.
Anyone who’s ever tried to do that
knows it’s not simple, but a fascinat-
ing look at how the process is
achieved is laid out in Howard
Gardner’s Changing Minds.
Gardner, a professor of cognition
and education at Harvard, opens
with a detailed dissection of various
types of intelligence and the factors
that work at shaping them. He also
examines the levers that come into
play as an individual shifts his beliefs:
reason, research, resonance,
redescriptions, rewards, real-world
events, and resistances. Once lead-
ers—or politicians or CEOs—under-
stand the factors that influence peo-
ple’s minds, they can “conceptualize
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what people are think-
ing, how they are think-
ing, and how, when nec-
essary, that thinking can
be changed,” Gardner
writes. The book is
sometimes humorous,
always clear, and unfail-
ingly thought-provok-
ing. (Harvard Business
Press, $26.95)

Why are some countries rich while other
countries are poor? John Kay
attempts to answer this overarching
question in the detailed, dense, and
absorbing book Culture and
Prosperity. Not surprisingly, the
answer is complicated. “There can
be no one-sentence or one-para-
graph description of how the market
economy works, just as there can be
no one-sentence or one-paragraph
description of how the human body
works. The market economy and the
human body are both complex,
interdependent systems, and they are
the product of evolution, not

design,” he writes. That
said, he traces the evolution
of wealth throughout the
world’s countries through
the effects of climate, geog-
raphy, history, culture,
resources, and society. His
thesis is that “market insti-
tutions, characterized by
disciplined pluralism, func-
tion because of the social

context in which they are embed-
ded.” For a book that is nothing less
than a history of world economics,
Culture and Prosperity is a surpris-
ingly accessible read, filled with facts,
analysis, and insights. (Harper
Business, $25.95)

Learning assessment has become the mantra
for institutions of higher education,
but implementing a cohesive plan to
measure learning still remains a
tough challenge for most schools.
Mary J. Allen’s Assessing Academic
Programs in Higher Education aims
to make the process a little easier.
The book—which is written for all

disciplines—outlines in clear prose
the steps that faculty must take to
design a program of student assess-
ment. These are: develop learning
objectives; align the curriculum with
the objectives; develop a plan; collect
data; use results to improve the pro-
gram; and examine the program reg-
ularly. The book is divided into in-
depth examinations of how each of
these steps can be accomplished, and
many chapters include discussions of
schools that incorporated assessment
plans. Allen knows that both stu-
dents and faculty may resist the
restructuring required to build a cur-
riculum around learning assessment,
but she also knows how important
the task is. “In this era of accounta-
bility, we no longer have the luxury
of being vague about what we expect
from our graduates,” she writes.
“Not only does the assessment
process demand clarity, but also stu-
dents and the public deserve to know
what they are getting in return for
their money and time.” (Anker
Publishing Co., $39.95) �z
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Championship
Season
University of Connecticut
School of Business
Storrs, Connecticut

The University of Connecticut has had a
banner year. Its men’s and women’s
basketball teams won the NCAA
Final Four championships, making it
the first school to win both men’s
and women’s national titles in the
same year.

It doesn’t hurt that starting players
on both teams are also business
school all-stars. Senior Emeka Okafor,
voted Most Outstanding Player in the
Men’s Final Four, is a finance major
and student fund manager. Junior
Ashley Battle, star forward on the
women’s team, is a marketing major.
Okafor, a favorite as a first-round
draft pick, will have a tough decision
upon graduation, says William
Hunter, the school’s dean: NBA or
MBA? “I think the MBA would be
the wiser move,” Hunter jokes.

Off the basketball court,
UConn’s School of Business distin-
guishes itself with its experiential
learning laboratories. The school’s
hands-on learning laboratory, edge-
lab, opened in nearby Stamford
three years ago with the help of GE.
It puts MBA and undergraduate

students to work on actual GE proj-
ects. The lab is staffed full-time by
three GE executives, who serve as
mentors and company liaisons.

Once students enter edgelab, they
are behind GE’s protective firewall,
which gives them employee-level
access to GE’s data. Students have run
risk management models for global
mortgage portfolios, evaluated the use
of biometrics to facilitate better busi-
ness processes and security, and devel-
oped new models for e-business envi-
ronments. Students also have patented
a system to evaluate emerging tech-
nologies and offer guidance for the
best way to use them.

The success of edgelab inspired
the school to create a similar facility
based on finance, which will open in
Hartford this fall. The $17 million
lab, or “financial accelerator,”
includes 12 classrooms, a student
trading room—and an actual trading
company. Students and professional
traders will be separated by a glass
partition, but the two groups will
interact regularly so that students can
see the financial professionals in
action. The accelerator will benefit
the insurance companies, hedge
funds, and investment companies in
Hartford’s financial district.
Eventually, says Hunter, the school
plans to open similar labs in manage-
ment and entrepreneurship.

Such learning laboratories are

unusual among business schools, says
Jim Marsden, head of the School of
Business’s department of operations
and information management. He
notes that most corporate partner-
ships with business schools are at
“arm’s length” via faculty visits and
student internships. “Companies may
give students projects, but they’re
not ‘front-burner’—if the company
gets value from a project, fine. If it
fails, there’s no risk,” he says.
“There’s no day-to-day interaction.”

With edgelab and the new financial
accelerator, however, students and
corporate representatives work togeth-
er on critical projects that require
timely solutions. In fact, GE estimates
that student solutions have saved the
company $300 million in cost avoid-
ance and revenue enhancement.
Moreover, 17 percent of edgelab stu-
dents end up taking jobs with GE.

While the close-knit relationship
between UConn and GE requires a
commitment of time and resources,
the partnership is a win-win-win
proposition, says Hunter. “Our stu-
dents come away with their manage-
rial skills tested, our faculty come
away with projects that can lead to
scholarly publications, and GE comes
away with real solutions to its prob-
lems,” says Hunter.

The University of Connecticut’s
School of Business is accredited by
AACSB International.�z
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Clockwise from left: The UConn 
campus; marketing major Ashley
Battle, star forward for UConn’s
women’s basketball team; Students
working in edgelab, a joint venture
of UConn and GE; Dean William
Hunter; UConn’s proposed financial
accelerator, a hands-on learning lab
and trading facility in Hartford.
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