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WHY THE CASE STUDY METHOD
STILL WORKS SO WELL p. 52
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THE PRESSURE IS ON FOR
BUSINESS SCHOOLS TO TRACK
THE SOCIAL RELEVANCE—NOT

JUST THE CITATIONS—OF THEIR
FACULTY’S SCHOLARSHIP p. 20
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As one of the top 25 part-time MBA programs in the nation, we understand the importance
of providing a quality education with the flexibility that working professionals need.

Students learn from world-renowned faculty and their classmates, who represent companies in
manufacturing, engineering, energy, finance, military and healthcare. The Professional MBA Program
can be completed in as little as 28 months with start dates in both January and August. This part-time

program features:

¢ Convenient learning options: Regionally networked classrooms that offer students the opportunity
to interact with their peers across seven different locations as well as on-demand access (real time

and delay)

e Customizable curriculum with specializations in finance, international business, marketing and
innovation/entrepreneurship as well as an optional Graduate Certificate in Business Analytics and

10- to 14-day international study experiences

¢ Personalized career management services including career coaching and professional development

LEARN MORE AT

MOORE.SC.EDU/PMBA

A
N
i

780\,
RN

UNIVERSITY OF

SOUTH CAROLINA

Darla Moore School of Business


https://sc.edu/study/colleges_schools/moore/academic_programs/mba_programs/professional_mba/
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Rethink Research?

How business schools are encouraging
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impact—and how they’re measuring
the results.
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How the Birla Institute of Management
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STRATEGY
SIMULATION

VALUE
CHAMPION

By Norman T. Sheehan

In this 30-minute simulation,
students experience the role
of value chain analysis in
achieving and sustaining
competitive advantage.

Acting as a manager at an
athletic shoe company, students
use value chain analysis to
decrease costs, increase
differentiation, and create value.

SEAT TIME:
30 minutes plus debrief

TEACHING NOTE, AUTHOR VIDEQS,
AND DEBRIEF SLIDES AVAILABLE

#8685

FULL FREE TRIAL AVAILABLE:

hbsp.harvard.edu

HB GET UPDATES ON TWITTER
E¥2rd  @HarvardBizEdu
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STUDENT RESEARCH THAT BRELKESS /‘
Stevens students learn to leverage data »"’- dering
Just ask Austin McDonnell *18, who mined data

loans irl search of recession indicators. Auétin sed high-tech tools in

the lab to build interactive visualizations of his fiﬁ

READ AUSTIN'S STORY AT
STEVENS.EDU/MEANSBUSINESS

EECEEE Of TECHNOLOGY
School of Business

LEADERSHIP | TECHNOLOGY | FINANCE | ANALYTICS
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https://tech.stevens.edu/stevens-means-business/
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Connect to the
future of business
education.
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from the editors

Reading Material

AT MY FIRST MAGAZINE JOB, one of the publications that circu-
lated regularly through the office was Advertising Age, a digest
about trends in marketing and advertising. Until that point, I
never would have said I was terribly interested in the topic, but
I always found the magazine a fascinating read. It turned out
that advertising campaigns touched on a whole range of prod-
ucts I cared about, from clothes to food to movies, and I loved
reading the stories behind the marketing decisions.

Similarly, before I started writing reviews for BizEd, I had
rarely picked up a business book. But again and again, I have
found myself intrigued by something I have read about in
one of these volumes, from the neuroscience behind decision
making to the arguments in favor of sustainable business.

T've recognized former bosses in books about leadership; I've
recognized myself in books about change management. And
T’'ve been able to talk knowledgeably with friends on topics as
diverse as social entrepreneurship, emotional intelligence, and
the digital revolution.

Articles and books that are intended for the general public
usually pass the test of relevance, because no one will read
them if they don’t speak to the needs and preoccupations of
consumers. But studies and papers intended for a scholarly au-
dience also have to meet the high bar for rigor. It’s the intersec-
tion between the two that has ignited one of the great debates
in higher education. Researchers and educators constantly ask

6 BizEd SEPTEMBER | OCTOBER 2018

themselves what audience they’re writ-
ing for, what purpose their scholarship is
serving, and where they should publish
their latest findings.

In this issue, we tackle questions
not just of relevance, but of impact. For
example, in “Can B-Schools Rethink
Research?” we explore the way business
schools are positioning their scholarship
to have the greatest effect—not just on
economic theory, but on widely held
business practices. Some observers say
that the industry should both encourage
the production of more practice-based
research and devise responsible metrics
for measuring its impact after it has
been released. In arelated piece, “The
Dark Side of Alternative Metrics,” we
look at some very real problems posed by
afew of the publishing options that exist
today and what the industry is doing to
combat abuses.

Next, we explore ways research gets
disseminated. In “Social Media Builds
aBrand,” Ajoy Dey describes how the
Birla Institute of Management Technol-
ogy capitalized on social media to grow
awareness of its conference and journal;
and in “The Case for Cases,” Harvard’s
Nitin Nohria and Jan Rivkin examine
how business scholars can avoid pitfalls
that come with writing business cases.

In all the research and reporting I
did for this issue, did I come across any
practical new knowledge that I found
personally valuable? In fact, yes. When
Iread Heidi Grant’s Reinforcements for
the Bookshelf section, I learned that
people are much more likely to help you
out if you ask them for assistance one at
atime, rather than in a group setting or
via a multi-recipient email. I've already
taken this information to heart. I can’t
wait to find out what I learn when I start
next month’s reading.

M-j‘ﬁ;ﬂ\f'

Sharon Shinn
Co-Editor



A LOT HAS CHANGED
IN 25 YEARS, BUT NOT

BABSON COLLEGE:

#1 IN ENTREPRENEURSHIP

FOR 25 YEARS
—U.S. News & World Report

BABSON

WWW.BABSON.EDU


http://www.babson.edu/Pages/default.aspx

calendar

AACSB events

CONFERENCES
SEPTEMBER 23-25

Annual Accreditation Conference
(#AACSBaccreditation)
Washington, D.C.

OCTOBER 29-31
Asia Pacific Annual Conference
(see inset photo)

OCTOBER 29-31

Europe, Middle East & Africa Annual
Conference (#AACSBemea)

Paris, France

NOVEMBER 4-6

Associate Deans Conference
(#AACSBassocdeans)
Phoenix, Arizona

FEBRUARY 10-12
Deans Conference (#AACSBdeans)
Vancouver, British Columbia, Canada

MARCH 10-12

B-School Communications &
Development Symposium
(#AACSBbcds)

Clearwater Beach, Florida

MARCH 17-19

Assessment & Impact Conference
(#AACSBassessment)

Charleston, South Carolina

APRIL14-16

International Conference

& Annual Meeting (#ICAM2019)
Edinburgh, Scotland

MAY 5-7

Redesigning the
Undergraduate Curriculum
(#AACSBcurriculum)
Providence, Rhode Island

8 BizEd SEPTEMBER | OCTOBER 2018

MAY 23-25

Annual Accreditation
Conference: Asia Pacific
(#AACSBap)

Kuala Lumpur, Malaysia

SEMINARS
SEPTEMBER 10-12
New Deans

Paris, France

SEPTEMBER 22
Continuous Improvement
Review

Washington, D.C.

SEPTEMBER 25-26
Business Accreditation
Mannheim, Germany

OCTOBER 9-10
Assurance of Learning |
Tampa, Florida

OCTOBER11-12
Assurance of Learning Il
Tampa, Florida

OCTOBER 15-16
Assurance of Learning |
St. Petersburg, Russia

OCTOBER 22-23
Engagement, Innovation
& Impact

Tampa, Florida

OCTOBER 24-25
Business Accreditation
Tampa, Florida

OCTOBER 28

Quality Assurance
Professionals Workshop
Paris, France

At this event hosted by Nagoya University of Commerce and Business,
educators will consider challenges facing the Asia Pacific region—
from aging populations to environmental concerns—while discussing
strategies in areas such as institutional partnerships, pedagogical
design, and technological adoption. A tour of Toyota’s production
plant is also scheduled.

A For a complete listing of AACSB’s seminars, conferences,

and eLearning programs, visit www.aacsb.edu/events.

OCTOBER 31
Faculty Standards &
Tables Workshop
Paris, France

NOVEMBER 1-2

Curriculum Development Series:

Data Analytics
Nagoya, Japan

NOVEMBER 3-4
Lessons for
Aspiring Deans
Phoenix, Arizona

NOVEMBER 3-4
New Associate Deans
Phoenix, Arizona

NOVEMBER 20-21
Assurance of Learning |
Lille, France

NOVEMBER 22-23
Assurance of Learning Il
Lille, France

NOVEMBER 26-27
Business Accreditation
Chengdu, China

NOVEMBER 27-28
Business Accreditation
Dubai, United Arab Emirates

NOVEMBER 28-29
Assurance of Learning |
Chengdu, China

NOVEMBER 29-30
Art & Science of Teaching
Tampa, Florida

NOVEMBER 30
Quality Assurance
Professionals Workshop
Chengdu, China

DECEMBER 2-3
Strategic Planning for
Business Schools
Jeddah, Saudi Arabia

JANUARY 13-19
AACSB Bridge Program
University of Dallas
Dallas, Texas

FEBRUARY 7

Accounting Accreditation
Tampa, Florida

PHOTO BY GETTY


http://www.aacsb.edu/events

FEBRUARY 9

Leading Change Successfully in
the Academic Enterprise
Vancouver, British Columbia, Canada

FEBRUARY 25
Continuous Improvement
Review

Lausanne, Switzerland

FEBRUARY 26-27
Assurance of Learning |
Lausanne, Switzerland

MARCH11-12
Business Accreditation
Amsterdam, the Netherlands

MARCH 13

Faculty Standards &
Tables Workshop
Amsterdam, the Netherlands

MARCH 20-21
Assurance of Learning |
Charleston, South Carolina

other events

SEPTEMBER 19-21
CEEMAN Annual Conference
Prague, Czech Republic
www.ceeman.org

OCTOBER 7-9

CLADEA 2018 Annual Assembly
San José, Costa Rica
www.cladea.org

OCTOBER 14-17
Executive MBA Council Conference
Madrid, Spain

ETTOECOTg7COT ETeTEA T |

OCTOBER 30-NOVEMBER 2
EDUCAUSE Annual Conference
Denver, Colorado

| events.educause.edu

NOVEMBER 7-9

GBSN Annual Conference
Nairobi, Kenya
www.gbsn.org

NOVEMBER 14-16

Online Learning Consortium—
Accelerate!

Orlando, Florida

onlinelearningconsortium.org|

NOVEMBER 18-20

Association of Asia-Pacific
Business Schools Annual Meeting
Sydney, Australia
www.business.unsw.edu.au/
campaigns/aapbs2018

DECEMBER 4-7
Australian & New Zealand
Academy of Management
Conference

Auckland, New Zealand

[anzamconterencaorg ]

JANUARY 22-25

2018 GMAC Leadership Conference
Fort Lauderdale, Florida
www.gmac.com

J to become
the model 21t-céntury urban
research university and the
College of Business is ready to
support that by being leaders
in the areas of data-driven
analytics, sustainability, health
and human condition and
international business.”

“UTA is pols

The University of Texas
at Arlington’s College
of Business welcomes
Harry M. Dombroski
to the Maverick family
as its new dean.

A UTA alumnus and true business maverick,
Dean Dombroski has returned to his roots to
bring his unparalleled business acumen. He

has joined UTA's College of Business after a
distinguished tenure as a senior officer with Hunt
Consolidated Inc., one of the largest privately
held companies in the nation. A proven visionary
leader with more than 30 years of experience in
the development and implementation of critical
financial processes, Dean Dombroski brings a
unigue perspective to the role.

COLLEGE OF
BUSINESS
AACSB

ACCREDITED

UNIVERSITY OF

N
7§ TEXAS

ARLINGTON
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Good News for
Job-Hunting MBAS

STARTING SALARIES ARE UP, BUT NEW HIRES COULD BE DOWN.

THE MARKET REMAINS STRONG for MBA graduates, according to the
2018 Corporate Recruiters Survey released in June by the Graduate
Management Admission Council. Overall, 81 percent of companies
that responded to the survey said that they plan to hire MBA gradu-
ates in 2018.

In addition, 52 percent of global respondents plan to increase MBA
starting base salaries this year. The projected median base starting sala-
ry for recent MBA graduates in the United States in 2018 is US$105,000,
compared with $85,000 for new hires who come directly from industry
and $65,000 for new hires with bachelor’s degrees.

However, the hiring plans among U.S. and European employers are
slightly down from 2017’s projections: 85 percent of responding U.S.
companies and 64 percent of European companies plan to hire recent
MBA graduates in 2018, compared to 91 percent and 68 percent,

10 BizEd SEPTEMBER | OCTOBER 2018

respectively, in 2017. Demand for MBA
talent is strongest in the Asia Pacific,
where 90 percent of responding employ-
ers plan to make MBA hires in 2018—the
same share as last year.

The softening in the hiring numbers
in the U.S. and Europe reflects “pre-
vailing political and student mobility
issues,” says Sangeet Chowfla, GMAC
president and CEO. “MBA hiring over-
all is strong, but we are seeing the mix
shift geographically.”

The survey also found that U.S.
employers’ intent to hire international
business graduates has softened this
year. Forty-seven percent of companies
plan to or are willing to hire internation-
al talent in 2018, down from 55 percent
that had such plans in 2017. In compar-
ison, about the same percentage of Eu-
ropean employers plan to or are willing
to hire international talent in 2018 (65
percent) as in 2017 (64 percent).

Chowfla speculates that this dip
could be aresponse to potential revi-
sions to visa and immigration regula-
tions. He notes, “Even though H1-B visa
rules haven’t yet changed, thereis a
perception that they might change in the
near future, and some employers may be
waiting to see what will happen.”

The survey also found that graduates
in data analytics are in high demand,
with 71 percent of responding employers
planning to place recent graduates in
data analytics roles in 2018. Other busi-
ness functions where employers expect
to place new graduates include business
development (74 percent), marketing
(70 percent), and finance (69 percent).

GMAC has conducted the Corporate
Recruiters Survey since 2001 in part-
nership with the MBA Career Services
and Employer Alliance. Responses
were collected from 1,066 employers
in 42 countries.

A To download the full report, visit gmac.
|cnm/corporaterecruiters. For supporting
graphics, visit pewscenter.gmac.cum.

ILLUSTRATION BY DARIA KIRPACH
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A Better Way to Frame Social Inequity

Conversations about social inequity often can be over before they
start—especially if those in positions of privilege are accused of
receiving unfair advantage, says Ashleigh Shelby Rosette, an asso-
ciate professor of management and organization at Duke Universi-
ty’s Fuqua School of Business in Durham, North Carolina.

“When you tell a person that what they have received is
unearned, it triggers self-serving hiases and they become
less likely to rectify the inequity,” says Rosette in a Fuqua

publication. “The way in which you phrase it
makes a difference.”

In fact, companies might be more suc-
cessful at addressing social imbalances if
they focus more on the unfair disadvantages
of the underserved and less on the unearned
advantages of the privileged, say Rosette and

co-author Christy Zhou Koval, an assistant professor
at Hong Kong University of Science and Technology who earned her

doctorate at Fuqua.

For example, Rosette and Koval asked 199 white study partici-
pants to imagine that just as they were to receive a bonus for sales

performance, an audit reveals that their company had exhibited
racial bias toward white employees in its sales assignments. The
question: Would they be willing to share their bonuses with employ-
ees hurt by the biased policy?
Participants who were told the policy had disadvantaged black
colleagues were willing to share more of their bonuses than those
who were told the policy gave white employees unfair
advantage. In the real world, Rosette says, those who

are told that their privilege is unearned also are more
likely to disparage members of the disadvantaged
group, perhaps as a way to justify their inaction.
These findings show that “the manner in which
you frame inequity or privilege, whether it’s focused

on the self (my unearned privilege) or focused on the other

(his or her unfair disadvantage) can influence the extent to which

you want to rectify it,” says Rosette. Firms that focus on rectifying
unfair disadvantages, she adds, could see more success.

“Framing advantageous inequity with a focus on others: A cata-

AGQUISITION WITHOUT ATTRITION

HIGH-TECH FIRMS are well-known for
buying smaller companies as a means to
acquire new technology quickly. “When
they need to catch up with new technol-
ogy, the quickest thing they think of'is

to acquire a small firm and integrate it,”
says H. Dennis Park of the Naveen Jin-
dal School of Management at University
of Texas, Dallas.

But often those acquisitions backfire,
Park says, when the smaller company’s
best scientists quit once the purchase
is complete. In fact, past research has
found that up to 70 percent to 80 percent
of acquisitions destroy the value that
larger companies were trying to attain.

Park, an associate professor of orga-
nizations, strategy, and international
management, recently collaborated with

ILLUSTRATION BY 2COMMUNIQUE

strategic management scholars Michael
Howard of the Mays Business School at
Texas A&M University in College Station
and David Gomulya of Singapore Man-
agement University. The team examined
asample of 111,227 patents applied for
after 301 high-tech acquisitions that oc-
curred from 1990 to 2000. They wanted
to see which companies filed new pat-
ents, created breakthrough knowledge,
and retained engineers post-acquisition.
The team was particularly interested
in two types of knowledge: tacit knowl-
edge that cannot be easily explained or
passed to another, like riding a bike; and
explicit knowledge that can be codified,
like developing a chemical component
for a drug. They made this distinction
because, when one company acquires

lyst for equity restoration” was published in the May 2018 issue of
the Journal of Experimental Social Psychology.

another, it can be difficult to retain the
acquired firm’s tacit knowledge with-
out retaining the people who invented
it. Another difficulty comes when the
acquiring firm’s scientists refuse to use
or build on another firm’s technology.
Park, Howard, and Gomulya advise
acquiring firms to take steps to keep the
best talent of the acquired firm—for in-
stance, by asking engineers to sign con-
tracts that prohibit them from quitting
too soon after the acquisition is finalized.

1 “The Impact of Knowledge Worker
Mobility Through an Acquisition on
Breakthrough Knowledge” appears in the
October 2017 Journal of Management

Studies. It is available at onlinelibrary.
wiley.com/doi/full/10.1111/joms.12320
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Searching for the Skills ‘Sweet Spot’

HOW CAN BUSINESS GRADUATES stand out
from the crowd as they try to land their
first jobs? Find the “sweet spot” between
the skills employers want most and those
graduates exhibit least, say Kiersten M.
Maryott and Ronald Magnuson, both
clinical assistant professors of business
administration at the University of Pitts-
burgh’s Katz Graduate School of Busi-
ness and College of Business Adminis-
tration in Pittsburgh, Pennsylvania.

Maryott and Magnuson, in collab-
oration with undergraduate business
student Kaylee Philbrick, sought to more
clearly define the gap between the skills
graduates have and the skills recruiters
seek. However, as they reviewed existing
research and available data, they discov-
ered that very little information existed
to help them identify the exact compe-
tencies that fell into that gap.

To fill in that blank, the team decid-
ed to identify competencies related to
six business disciplines: accounting,
business information systems, finance,
human resource management, mar-
keting, and supply chain management.
They wanted to focus only on hard skills
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specific to each discipline, rather than
on more generic soft skills such as com-
munication or critical thinking.

They first surveyed faculty in each
discipline, analyzed entry-level job post-
ings, and held a focus group with eight
human resource and career services
professionals to discover competencies
required for each discipline. Next, they
distributed a list of these competencies
to alarger group of human resource pro-
fessionals and career services advisors.
They asked these individuals to rate
each competency from a 3 (“definitely
include/very important”) to a1 (“do not
include/not expected” of an entry-level
job candidate).

Using this information, the team
identified a number of hard skills rated
as “very important” for each discipline.
In supply chain management, for in-
stance, employers are looking for people
who understand lean operations and
can operate in rapidly changing environ-
ments, with less emphasis on following
structured methodologies. In human
resource management, employers are
looking for candidates who can maintain

confidentiality and understand current
employment law, with less emphasis
on an ability to manage change. Data
analytics ranked as a “very important”
skill for those in accounting, business
information systems, finance, and sup-
ply chain management.

Now that the researchers have
identified these competencies, they are
conducting further studies to achieve
their original goal: identifying the gap
between skills employers want and skills
graduates possess. “During the second
stage of this research,” they write, “we
intend to identify, from the perspective
of employers/managers, where the gaps
are in student performance on these
discipline-specific competencies.”

A The authors presented “Using Experi-
ence-Based Learning to Enhance Student
Success: Step 1—Exploratory Research to
Identify Discipline-Specific Competen-
cies” at the Association for Business
Simulation and Experiential Learning

conference in March. Read the study at
journals.tdl.org/absel/index.php/absel/

article/view/3077.

ILLUSTRATION BY A. RICHARD ALLEN
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DESTINATION: EDUCATION

Where do international business students want to pursue their educations? CarringtonCrisp, a marketing research firm specializing in
higher education, addresses this question in a new report called “The Business of Branding,” based on an online survey it conducted
last fall. The company partnered with the European Foundation for Management Development to survey 1,211 students from 74 coun-
tries. Respondents identified which countries they thought performed the best on certain measures—as well as a few they thought
performed the worst.

) oy © ©

What is Where do

the most students want
welcoming to study?
country for The U.S.. 62%
international The UK. 52%
students? Australia; 39%

It is easy to
get a visa in...

Ireland: 53%
Germany: 52%
France: 48%
Canada: 44%

Which country
offers a sense
of adventure?

The US.: 78%
Australia: 77%
New Zealand: 75%

The UK. 44%
The U.S.:30%
Japan: 16%

The UK. 74%
Canada: 65%
The US.. 64%
Australia: 62%
India: 23%

Canada: 72%
Switzerland: 51%

Canada: 36%
Germany. 26%
France: 22%
Spain: 20%
Hong Kong: 17%

\ Singapore: 17%

o O - O Japan: 15%
VI A\ (]

China: 11%

Which country offers the
most attractive lifestyle?

The UK. 76%
Canada: 75%
The US.: 73%
Australia: 72%
India: 21%

Where is it the most
expensive to live?

The US.: 75%
The UK. 73%
Switzerland: 69%
Ireland: 20%
India: 15%

While India receives ...students

alow ranking for view India as
the attractiveness an inexpensive

of its lifestyle... place to live.

According to Andrew Crisp, co-founder of CarringtonCrisp and author of the report, many factors—such as cost, visa access, and
lifestyle—play a part in influencing the way students view countries as study destinations. “Perception is everything, and business
schools need to understand how their countries are viewed in the competition for international students,” he says. Schools shouldn’t
be discouraged if their countries perform poorly on one measure, he adds. “They should be ready to counter the negative aspects with
other messages, or take action with other schools to try to address them.”
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Why We Do What We Do

WHY DO PEOPLE CHOOSE to complete one
task over another? Sometimes they’re
swayed by the task’s seeming urgen-
cy—for instance, they redeem a coupon
with a fast-approaching expiration date,
instead of scheduling a medical check-
up, even though the medical checkup is
more important. Other times, they're
influenced by the fact that one task has a
distant deadline, which might lead them
to think it’s too difficult to complete, so
they choose a simpler chore instead.

The bottom line is that people too of-
ten choose the more impractical and inef-
fective approach when prioritizing tasks,
according to two papers co-authored
by Meng Zhu, an associate professor of
marketing at the Johns Hopkins Carey
Business School in Baltimore, Maryland.
Zhuwas lead author on both papers.

In a study about “the mere urgency
effect,” Zhu and fellow researchers
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discovered that people often tend to
complete an unimportant chore instead
of an essential one because they feel
they must beat a deadline. Zhu wrote the
paper with Yang Yang, an assistant pro-
fessor of marketing at the Warrington
College of Business Administration at
the University of Florida in Gainesville;
and Christopher K. Hsee, the Yntema
Professor of Behavioral Science and
Marketing at the University of Chicago’s
Booth School of Business in Illinois.

The researchers conducted five
experiments showing that when people
sense that they have limited time to
complete a job, they focus on task-com-
pletion windows instead of payoffs.
Consequently, they pursue the urgent
task even when other items on their to-
do lists are more important and promise
better payoffs. The “mere urgency effect”
is more pronounced in people who per-

ceive themselves as generally busy and
who are constantly aware of life’s ticking
clock. However, when participants are
reminded of the payoffs of the various
tasks they’re choosing from, the “mere
urgency effect” is diminished.

In a second paper, Zhu studied the
“mere deadline effect” with co-authors
Rajesh Bagchi, the Richard E. Sorensen
Junior Faculty Fellow at Virginia
Tech’s Pamplin College of Business
in Blacksburg; and Stefan J. Hock, an
assistant professor of marketing at
George Mason University’s School of
Business in Fairfax, Virginia. They
conclude that when a task has a distant
deadline, people think it will be diffi-
cult, expensive, and time-consuming;
this might lead them to procrastinate or
give up on the task altogether because
they believe the cost of completing it
will be too high.

But this reasoning is driven by an
incorrect inference about time, the
researchers say. Many difficult tasks
have distant deadlines because they
will require so much time and effort to
complete; this leads people to assume
that all tasks with distant deadlines are
difficult, even if those remote deadlines
are driven by factors that have nothing
to do with difficulty. The researchers
conducted experiments showing that
the “mere deadline effect” could be mit-
igated when respondents are presented
with tasks that are well-defined, or when
respondents have experience with par-
ticular jobs and can accurately estimate
how much time the jobs will take.

The researchers believe these two
studies can help managers and individ-
uals understand how decision-making
processes are affected by both short and
long deadlines.

Both studies were published in the
Journal of Consumer Research. “The
Mere Urgency Effect” first appeared
online February 9, 2018, and “The Mere
Deadline Effect: Why More Time Might
Sabotage Goal Pursuit” first appeared
online April 5,2018.

ILLUSTRATION BY DARIA KIRPACH
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TEGH ENTREPRENEURS: OLDER IS BETTER

THE STEREOTYPE of the successful tech entrepreneur is of
someone who’s brilliant, hip, and young. But a working paper
suggests that the most successful entrepreneurs are older—
generally in their 40s. The paper’s authors include Benjamin
Jones, professor of strategy and entrepreneurship at Northwest-
ern University’s Kellogg School of Management in Evanston,
Illinois; Pierre Azoulay, professor of technological innovation,
entrepreneurship, and strategic management at Massachusetts
Institute of Technology’s Sloan School of Management in Cam-
bridge; J. Daniel Kim, a PhD student at
MIT; and Javier Miranda, principal

economist of the U.S. Census Bureau
in Washington, D.C.

The researchers correlated
tax-filing data, U.S. Census infor-
mation, and other federal datasets
to create a list of 2.7 million com-

pany founders who had hired one

A 50-year-old could be twice as

likely to hit gold as a 30-year-old.

Coffee & Collahoration

Go ahead and serve coffee at your next meeting. According to new
research, serving the hot beverage can focus group discussion,
boost involvement, and leave participants feeling better about
how much they and the others in the room have contributed. The
research was conducted by Vasu Unnava, an adjunct assistant
professor at the Graduate School of Management at the University
of California, Davis; Amit Singh, a graduate student at Ohio State
University in Columbus, Ohio; and Rao Unnava, dean of the Gradu-
ate School of Management at UC Davis. The study was part of the
work of the new multidisciplinary UC Davis Coffee Center created to
explore issues unigue to the coffee industry.

The researchers conducted two experiments, each involving
about 70 undergraduates at a large university. In the first, small
groups had coffee together about 30 minutes before discussing an
article about the Occupy movement and making recommendations
about whether the topic should be included in a competition for
discussion topics in graduate school. Other groups had their coffee
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or more employees between 2007 and 2014. They discovered
that these founders had an average age of 41.9 years; founders
of new technology ventures with fast growth had an average
age of 45 years. Further, they discovered that the leaders of
companies that had been successful by one of two measures—
going public or being acquired by another firm— were likely to
be about 46.7 years old on average.

‘While younger entrepreneurs might have the energy and
digital savvy to lead revolutionary tech startups, the research-
ers point out that older founders have better leadership skills
and more experience solving problems. When founders have
at least three years of experience in industries where they are
launching new businesses, they are twice as likely to have what
the authors call “a one-in-1,000 fastest-growing company.”

These findings suggest that venture capitalists who only bet
on entrepreneurs in their 20s might be missing out on some
potentially world-changing ideas—and when these startups
never get launched at all, everyone loses.

I To see an interactive graphic that calculates which age group
is more likely to found a successful startup, visit insight.kellogg.
northwestern.edu. Find “How Old Are Successful Entrepre-
neurs?” under the “Research” tab.

after the discussion. Participants
who drank coffee before the dis-
cussion gave more positive ratings
to their own and their group’s performance.

In the second experiment, the researchers gave some groups
coffee with caffeine, while others got decaf. Participants who drank
caffeinated coffee rated their own participation and attitudes
toward their group members more positively than those who drank
decaf. They also expressed more willingness to work with their
groups again and demonstrated a higher level of alertness.

Additionally, caffeine-fueled discussions generated more
statements relevant to the topic at hand. The researchers conclud-
ed that the increased level of alertness acted as the catalyst that
sparked better group work.

“Coffee with co-workers: role of caffeine on evaluations of the
self and others in group settings” appeared in the March 2018 issue
of the Journal of Psychopharmacology.

ILLUSTRATION BY 2COMMUNIQUE/GETTY, PHOTO BY GETTY
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THE oCIENGE OF MOTIVATION

WHAT DOES IT TAKE for people to change their behaviors and make good

habits stick? Two social sciences researchers have set out to determine

how to help people make better choices—and live better lives.
Katy Milkman, associate professor of operations, information, and
decisions at the Wharton School of the University of Pennsylvania in

Philadelphia, and Angela Duckworth, professor of psychology in the Penn

School of Arts and Sciences, have partnered with 24 Hour Fitness, a U.S.

chain of gyms, to study human behaviors related to fitness. Their project is

part of the Penn Wharton Behavior Change for Good Initiative (BCFG).
In April, Milkman and Duckworth launched the StepUp Program, an
interactive digital platform that uses scientifically proven principles to

encourage and incentivize people to go to the gym. As part of the study,
tens of thousands of 24-Hour Fitness members, who registered for the

free program, receive email and text messages with content intended to
“nudge” them to go to the gym. Some receive reminders about laying out

their gym clothes the night before, others are encouraged to go to the gym

with a friend or receive fitness-related videos. Because different people

are motivated in different ways, the research team has designed the study

so that each participant experiences one of 57 user paths.

As Milkman and Duckworth follow participants over the next
year, they hope to learn how people can overcome obstacles such as
forgetfulness, procrastination, and motivation. “In the United States
today, 40 percent of premature deaths are caused by behaviors that
could be changed. One in three families has no retirement savings at
all, and half of college students drop out before earning a degree,” says
Milkman, co-director of BCFG. “Solving the problem of enduring
behavior change is our single greatest opportunity to improve lives,
because countless daily acts ... cumulatively shape our life outcomes.”

I To learn more about the BCFG initiative, visi] bcfg.wharton.upenn.edu.
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%

new projects

IMPROVING RURAL EDUCATION
Stan Siebert of the University of Birming-
ham in the United Kingdom and Xiangdong
Wei, Alex Wong, and Xiang Zhou from the
department of economics at Lingnan Uni-
versity in Hong Kong have used funds from
the Research Grant Council of Hong Kong
to create an assessment form that rural
teachers can use to offer better feedback
to students and their parents. In a con-
trolled trial, the researchers’ low-cost form
has so far improved children’s performance
in math by .16 to .20 standard deviations;
and in language, by .09. Find their research

at ssrn.comy/abstract_id=3129291.

HAVE CAR, WON’T TRAVEL

The University of Tasmania’s Menzies
Institute for Medical Research, Deakin
University in Melbourne, and the Universi-
ty of Sydney Business School’s Institute

of Transport and Logistics Studies have
received a grant from Australia’s National
Health and Medical Research Council to find
ways to encourage people living in smaller
cities to walk, bike, and use public transit.
Led by physician Verity Cleland of the Men-
zies Institute, the study will promote policies
that reduce traffic and improve health.

ENDING CHILDHOOD OBESITY
Over four years, a team at Imperial College
Business School in London—Iled by Franco
Sassi, director of the Centre for Health
Economics & Paolicy Innovation—will
observe 17 groups of children
across Europe to identify

) factors that lead to childhood
obesity. They will assess the use
of digital technologies and gov-
ernment incentives such as tax
breaks, nutrition labeling, and
marketing restrictions on food
and beverages to help children
and families achieve sustained
weight loss. The project is fund-
ed by the European Union. @

ILLUSTRATION BY LISA HENDERLING, ILLUSTRATION BY JAMES YANG
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CAN
Sone.. B-SCHOOLS
RETHINK
-~ RESEARCH?

o MARK KENNEDY OF IMPERIAL College Business School in London recently decided to
do something he has never done before: publish a paper in alesser-known computer
science journal at its direct invitation. Just a few years ago, Kennedy and his co-au-
thors might not have considered such an option. After all, the journal’s editors had
approached them before they even had submitted a paper, a possible red flag that the
journal might not be selective enough to pass muster with their universities.

But given their field, they also knew their paper had alimited shelflife. So, once
they did their due diligence and learned that the journal had a proper peer review

Q process, they made a strategic decision: Publish the paper now, while its results were

Q still fresh. In short, they prioritized impact over mere publication.

“Our field is a fast-moving frontier,” says Kennedy, an associate professor and
director of Imperial Analytics, a research center at the school. “If we submitted the
paper the ‘right’ way, it could take two years to be published.” By taking this opportu-
nity, they could have greater impact on their fiel<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>