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from the editor
della bradshaw

I
t may be the hip topic of the moment, but when
i first heard about Moocs (massive open online
courses), i thought surely we had seen all this
before? More than a decade ago, when compa-
nies such as Quisic (known initially as university

access) and unext signed lucrative deals with many of
the world’s top business schools to teach business pro-
grammes online.

one dean likened it at the time to the airline industry,
where international carriers were fighting to join global
partnerships such as oneworld or star alliance. the fear
was that business schools would miss out on belonging
to one of the top groups and be condemned for ever to be
second-rate.

the cream of the business school alliances was
undoubtedly unext, which attracted top us schools
such as chicago, columbia and stanford, in addi-
tion to the london school of economics.
Quisic went with kenan-Flagler and
london business school.

but it all ended in tears. the dot-
com bubble burst and fledgling
companies were bought out by
larger corporates or simply
evaporated into thin air.

so why will it work this
time? the technology has
moved on, of course, and the
population generally is much
more tech-savvy. but the big
difference is in the funding.

a decade ago it was the
likes of unext that footed
the bill for development; these
days it is the universities that are
paying. how much varies, but bob
bruner, dean of darden school of busi-
ness and someone who is very cogent on the
subject, suggests each online business course prob-
ably costs the school about $75,000 to produce.

but this is peanuts compared with the figures bandied
about in the sciences. rumour has it that one undergrad-
uate statistics course has cost $15m to produce, although
these numbers are difficult to calculate, let alone verify.

so at a time when business schools are seeing Mba
numbers fall and revenues from executive education pro-
grammes stall – not to mention the cuts in funding from
government and the decline in revenues for endowments
– can they afford to invest? or will it be only the schools
with the deepest pockets that will keep a foothold in this
new market?

the argument seems to be that business schools can-
not afford not to invest, whatever the consequences, if
their competitors are putting their programmes online.
but i have yet to meet a dean who can really articulate
the consequences of these changes, both for degree pro-
grammes and for executive short programmes.

the question i have for executive education providers
is not for “destination schools” – harvard and stanford
are the prime examples and top managers love to study
there – but for schools that have been active in develop-
ing online programmes for clients. why would these
companies continue to buy into these programmes if
they can get something for nothing with a Mooc?

of course, many universities believe – or at least pay
lip service to the belief – that the real value of Moocs is
that they democratise education, that they give those
who could only dream of studying at a top us business
school access to their teachings.

this raises a further issue, highlighted to me in a
recent conversation with a management professor who
had signed up for two Moocs. the first was from an ivy
league business school and the second from a lower-
ranked school – Vanderbilt: owen, which the Ft ranks
at 53rd in the world for its full-time Mba programme.
she was extremely complimentary about the Vanderbilt
programme and the professor who taught it, but had
dropped out of the Mooc from the higher-ranked school
because she found it boring. if the Mooc-viewing public
takes the same approach, what will this mean for busi-
ness schools and their professors?

today’s most bankable professors, and those who reach
the top of the tenure tree, are those who publish most
frequently in the top-ranked esoteric journals. although
there has been a real backlash against the tenure system
in recent years, not to mention the perennial debate

about whether research should be aca-
demically or managerially orientated, any
changes to the business school “publish or
perish” regime have been peripheral.

could Moocs change all that? could
we finally see a situation where the
most sought-after professors – and the
highest-paid – are those that are most
popular with the Mooc-viewing public,
rather than their small circle of academic
colleagues?

in other words, will it be the best
teachers that rise to the top of the pile,
rather than the top researchers? if so,
that really would be the democratisation
of education.

The ghost in themachine
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➔Will ‘Moocs’ – the latest incarnationof online teaching – dobetter thanprevious versions?
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Whywould
companies buy
into online
programmes if
they can get a
Mooc for free?

On the cyber
syllabus
Coursera, the leading
Moocplatform, has
more than 20 free
online courses in
business and
management, from
an introduction to
finance to creativity,
innovationandchange





➔ Poll points to rise in online delivery of customised courses in 2013

Africa’s first Mooc (massive
open online course) is to be
launched next month by the
African Management Initiative,
a Johannesburg-based non-
profit organisation dedicated to
tackling the continent’s shortage
of trained managers.

The web-based non-degree
programme will be
tailored for Africa’s
managers – a mar-
ket poorly served
by traditional
business schools,
which are often
too expensive,
says Rebecca
Harrison, AMI
programme
director.

As people in Africa access
the internet principally by
mobile device, the course will be
designed “mobile first” and will
not require high bandwidth.

Two leadingbusiness schools
–Gordon Institute of Business
Science inPretoria, SouthAfrica,
andLagosBusiness School in
Nigeria –will collaboratewith the
AMIonAfrica-specific content.

Like other Moocs, the course
will be free, although

students can
pay for a

certificate
of
comple-
tion.
-Adam

Palin

upfront
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Executives often fail to get enough exercise
and relaxation, but they are better than
they used to be, says one expert. Howard
Berg, director of the Columbia Business
School executive wellbeing programme,
says that when the programme was
launched in 1976, executives tended to be

heavy-drinking, heavy-smoking men.
Now, executives – male and female –

have a “greater appreciation of
exercise”, he says. “Wellbeing

components enhance the
academic performance of
executives, making them more
robust, sharper and healthier,
with a better work output”
- Charlotte ClarkeN

early half of compa-
nies polled by the FT
expect the propor-
tion of customised
executive education

delivered online to rise in the
coming year from relatively low
levels to date.

Among the 120 corporate
customers that completed the
survey, the majority (82 per cent)
of courses commissioned with
business schools in 2012 had less
than a quarter of content deliv-
ered online. Only 8 per cent
had the majority of their tuition
and assessment co-ordinated
online. However, 49 per cent
of companies expect more of
their customised courses to be
conducted online in 2013.

Convenience is the greatest
advantage of online executive
education, according to 38 per
cent of respondents. A further
23 per cent and 21 per cent
cited time and cost savings
respectively.

Reservations about online
delivery relate mainly
to perceived losses in
interaction and network-
ing opportunities, cited
by 35 per cent and 26 per cent of
companies respectively.

Commissioning organisations
hold great sway over the direc-
tion of executive education. Those
polled allocate an average of 25
per cent of learning and develop-
ment budgets to business schools’
executive courses. –AdamPalin

06

➔Tailored teaching for Africa’s managers

IMD was top
for aims achieved

in the open
programme
ranking – p28

9%
The average year-on-year rise
in customised programme
revenues (2012 versus 2011),
according to data from selected
schools in the FT ranking.
Revenues for open enrolment
programmes rose 5 per cent
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Advanced certificate in luxury
Do you struggle to differentiate
between Primark and Chanel? Then
this course is probably not for you.
For more glamorous executives, it is
offered by HEC Paris and Bocconi
University in Milan.
Election campaign management
programme
There is apparently more to an
election campaign than empty
promises and handshakes. This
course, taught by Iese Business
School in Spain, aims to give you
the keys to electoral success.
Advanced leadership in action:
Kilimanjaro
Amust for chief executives who want
to get rid of their middle managers
for a while, this programme from

Michigan: Ross
takes managers on a
gruelling mountainous trek
through Tanzania.
Penn executive veterinary
leadership programme
Bored with treating cats and dogs?
This programme from the Univer-
sity of Pennsylvania’s Wharton busi-
ness school and veterinary school
covers topics from species-hopping
diseases and food security to disas-
ter preparedness and poverty.
Management diploma for athletes
Intended for sportsmen and women
who did not make it as TV present-
ers, this programme at Stockholm
School of Economics will accelerate
their move from action hero to
business hero. – Laurent Ortmans

TOP
50
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➔Top of the class

➔ EXECUTIVE EDUCATION
The top 50 schools in 2013

Top value for money
(customised
programmes)
HEC Paris

Top for women
participants
(open ranking)
Thunderbird
School of Global
Management
(59 per cent)

Top for overseas
programmes
(customised
programmes)Duke
Corporate Education

Criteria:seekeys(p27/29)andmethodology(p30)

➔ Nichemarkets: specialist coursesaround theworld

Footnotes
This table is compiled from the scores underlying the Financial Times Executive
Education 2013 open enrolment and custom rankings, rather than the printed
rankings; both sets of data are given equal weight, but the overall result is
therefore not equal to the average of the two printed igures for each school.

Rank School
Custom
rank

Open
rank

1 HEC Paris 2 7

2 Iese Business School 3 2

3 IMD 6 1

4 Esade Business School 4 9

5 Harvard Business School 13 4

6 Stanford Graduate School of Business 10 8

7 University of Chicago: Booth 17 5

8 Center for Creative Leadership 5 16

9 Thunderbird School of Global Management 19 3

10 Insead 22 6

11 London Business School 17 12

12 Cran ield School of Management 8 25

13 University of Oxford: Saïd 19 12

14 University of Pennsylvania: Wharton 21 11

15 University of Virginia: Darden 24 14

16 Fundação Dom Cabral 16 23

17 Ashridge 11 31

18 SDA Bocconi 15 30

19 IE Business School 14 32

20 ESMT–EuropeanSchoolofManagementandTechnology 30 16

21 Columbia Business School 28 21

22 Essec Business School 32 19

23 University of Western Ontario: Ivey 33 22

24 Northwestern University: Kellogg 40 18

25 University of Toronto: Rotman 46 15

26 University of Michigan: Ross 53 10

27 University of St Gallen 49 20

28 Washington University: Olin 41 26

29 Stockholm School of Economics 31 36

30 IAE Business School 29 38

31 Edhec Business School 23 47

32 ESCP Europe 38 34

33 Melbourne Business School, Mt Eliza 39 33

34 EMLyon Business School 27 50

35 Insper 36 38

36 York University: Schulich 37 45

37 MIT: Sloan 55 27

38 Henley Business School 44 40

39 Vlerick Business School 43 41

40 Australian School of Business (AGSM) 45 45

41 Aalto University 41 49

42 University of Pretoria, Gibs 52 43

43 Católica Lisbon School of Business and Economics 54 42

44 Universidad de los Andes 58 35

45 University of Texas at Austin: McCombs 48 52

46 Tilburg University, TiasNimbas 47 57

47= Incae Business School 63 43

47= NHH 67 37

49 Grenoble Graduate School of Business 60 59

50 USB Executive Development 64 56



‘A certificate allows us to design
around what is needed, rather
than design it around the hoops
of a degree programme’

DAVID THOMAS, DEAN, MCDONOUGH

introduction

The trickle-down effect
➔ “Cascading” knowledge and other trends. ByDella Bradshaw

25%
Theproportionof
course content that
will bedelivered
onlinewithin three
years, according to
DavidThomas,
deanofMcDonough
School of Business

08

➤

F
or decades companies have
faced the conundrum of
how to ensure managers can
implement what they have
learnt at business school

when they are back at
work. Management
guru Henry Mintzberg,
scourge of business
school complacency,
sums it up succinctly:
“You should not send
a changed person back
into an unchanged
organisation, but we
always do.”

Now Mintzberg’s
Desautels Faculty of
Management at McGill
University in Montreal,
Canada, among others,
is addressing the issue
of how to ensure the dollars invested in
the classroom convert into dollars for
the corporate bottom line.

One idea gaining currency is that
of “cascading”, in which every man-
ager who has been on a campus-
based course has to teach a group
of more junior colleagues back in
the workplace. It has been more
than a decade since Duke CE, the
corporate education arm of Duke
University, North Caro-
lina, US, promoted the
concept, but advances
in workplace technol-
ogy are accelerating
its adoption.

“The leader as
teacher is very
effective,” says
Ray Carvey,
executive
vice-pres-
ident of
corpo-
rate
learn-
ing at
Harvard

Business Publishing. “The leader goes
back and cascades [what he or she has
learnt].”

This is just one of this year’s execu-
tive education fashions, as technology-
enhanced learning and open pro-
gramme certification gain traction.

Technology may be the hot topic in
executive education, but implementa-
tion is rare, says Susan Cates, president
and associate dean of executive devel-
opment for Kenan-Flagler business
school at the University of North Caro-
lina. “There is an awful lot of conversa-
tion, but it is not a significant part of
the business,” she says.

This has not stopped David Thomas,
dean of the McDonough school at
Georgetown University, Washington
DC, ranked 34th in its debut in the
FT’s customised rankings. Within three
years, 25 per cent of all the content will
be delivered online, he says. “We will use
executive education as an experimental
platform to leverage online learning.”

Prof Thomas says he
is committed to dou-
bling revenues from
executive education
at the school over the
next five years. But his
confidence is not shared
across the industry, says
Melanie Weaver Barnett,
chief executive education
officer at Michigan Ross

in the US. “What surprised
me was how quickly [the
market] came back after
the recession, but then it went

flat,” she says.P
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At first glance, BobBruner
might appear to be a tradi-
tionalUSbusiness school

dean. He is smartly dressed, bespec-
tacled andaffable,with degrees
fromHarvard andYale under his
belt. Hehas apenchant for research
into corporate finance,with around
300case studies to his name.

He is also deanof theUniver-
sity ofVirginia’s Darden School of
Business,where theneoclassical
Jeffersonian-style buildingsmean
this is perhaps theonly business
school in theworldwhere students
can congregate under cut-glass
chandeliers andbesideChippen-
dale balustrades.

But it only takes a short conver-
sation to realise that appearances
canbedeceptive. Prof Bruner has
made abit of a name for himself in
business dean circles bybeing one
of the first andmost thoughtful blog-
gers. He also chaired the interna-
tional task force for theAssociation
toAdvanceCollegiate Schools of
Business, theUS
accreditation
body, to focusUS
business schools’
attentiononhori-
zons beyond the
country’s shores.

“I delivered the
report. It gener-
ated a collective
signof exhaus-
tion,” says Prof
Bruner. “But out
of such sighs tend
to arise ideas for
change.”

Now, hehas
movedon to the
next big topic of
theday:Moocs
(massive open
online courses).
“I have the sense
amongdeans

that technology is doing today
what globalisationwasdoing to the
collective conscience three or four
years ago,” he says.

Prof Bruner is nonewcomer to
technological innovation. Darden
wasoneof the first business schools
to adopt ereaders in the classroom–
at thedean’s instigation.

Buthe iswarier about the imple-
mentationofMoocs. “At themoment
there is a sense it is creating awin-
win situation,” he says. “Therewill
be a reckoning,whichwill reveal the
weaknesses, fault lines and stress
points in the industry. Therewill be
winners and losers.”

In a speculative scenario he
likens the rise ofMooc technology
platformsCoursera andedX to the
rise ofNetflix, iTunes andAmazon.
“These three are aggregators and
rely oncontent generators to supply
thematerial,” he says.

Butwith this kindof aggregation,
thedevelopment costs are borneby
the content suppliers, rather than

thehost platforms
– and there is the
rub. “The crunch
will be the growing
realisationby
academics that it
will be a lotmore
expensiveproposi-
tion thanpeople
suspect now,” says
Prof Bruner.

Mostbusiness
schoolsareencour-
agingprofessors
todevelopMoocs
insteadof teaching
coursesorcon-
ducting research.
But “sooneror later,
schools aregoing
tohave topay”,
saysProfBruner.

Thebigques-
tion, he smiles, is

howmuch. Shouldprofessors be
paid at thebusiness school teaching
rate – that appliedwhen they teach
extra short courses, for example?
Or should theybepaid the sameas
when theyact as corporate consul-
tants – amuchhigher rate?

There is also a questionof qual-
ity. “Faculty are putting together
courses at different levels of
productionvalues,” he says. If dif-
ferent schools produce accounting
videos, theywill compete andeach
develop amarket value.

The goodnews, he says, is that
this should favourDarden,which
has alwaysput quality of
teaching first. Thiswill give it
the lead in offeringMoocs
andalsohelp it promote
its face-to-face teaching,
he believes.

Prof Bruner has no
doubt pre-matriculation
courses, such as basic sta-
tistics,will be doneonline.
But classroomdebate
is essential to develop
concepts, he argues. As
an examplehe cites his
ownfield (finance),which
is dominatedby theory
of rational expectation and
market efficiency. “Wehave
to teach those concepts, but
what is really exciting are the
exceptions to this,” he says.

Hebelieves case studies, in
whichDarden is aworldbeater,
are still the answer. “Tomea
case is a rich,messyproblem,”
he says. “Managers don’t solve
problems – theymanagemessi-
ness. Quantitative solutions are
severe reductions of reality.”
Della Bradshaw

On video
Bob Bruner on embracing
technology in the classroom.
FT.com/business-school

Meet the dean
➔ Bob Bruner of Virginia: Darden is less conventional than he appears

Biography
1949Born inChicago,
Illinois,US
1971Graduatedwitha
BA fromYaleUniversity
1974ReceivedanMBA
fromHarvardUniversity
1982EarnedhisDBA
fromHarvardBusiness
School and joined
Darden the sameyearas
anassistantprofessor
1993Promoted to full
professor
2005Appointedas
theeighthdeanof the
Dardenschool,with400
employeesandabudget
of $85m
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See past
dean profiles

at www.ft.com/
business-
education

‘I thought I would find
a market [in Costa Rica]
as dynamic as Spain
10 years ago, but it is
much more dynamic’
CAMELIA ILIE, DEAN, INCAE

All agree that in the US it will be pro-
grammes designed for individual com-
panies, rather than their open enrol-
ment counterparts, that will grow. “It is
no longer about developing capability
but about helping the company towards
their strategic goals,” says Barnett.

Cates at Kenan-Flagler also has
concerns about the market for open
enrolment programmes. “As companies
are making decisions
about where they spend
their money, it is harder
and harder to invest
in programmes for
individuals,” she says. “It
is difficult to track that
back to the performance
of the company.”

Where open enrol-
ment programmes are
successful, it is often
because the schools are
accrediting them with
transferable certificates. At Georgetown
this has been particularly effective, says
Prof Thomas. “A certificate allows us to
design around what is needed, rather
than design it around the hoops of a
degree programme.”

The Rotman school at the Uni-
versity of Toronto has taken a similar
approach, says Michele Milan, manag-
ing director of executive programmes.
However, Rotman has gone a step fur-
ther by partnering with other Cana-
dian business schools to teach
the programme across Canada.
“Everything is leaner,” says
Milan. “We have learnt to be
agile and creative.”

Schools realise that
increasingly they have to
teach where the business is, as
companies cut travel budgets.
Unsurprisingly, the domestic

open enrolment market in Spain is
shrinking, according to Josep Valor,
associate dean of executive education at
Iese Business School, which is doubling
its open enrolment teaching overseas –
in Brazil, China, Russia and the US.

IMD in Switzerland is setting up
international hubs in Singapore and
Brazil, says Dominique Turpin, the
school’s president. “We are hearing

from the market that
we need to address the
challenges the com-
panies are facing in
emerging markets.”

New locations affect
schools’ headcount, says
Mike Canning, chief
executive of Duke CE,
which has laid off staff
in the US. “We had
a mismatch between
where we were and
where the staff were. We

had too many people in the US and are
hiring elsewhere.” Duke CE is opening
an office in Singapore, and business is
booming in Africa, says Canning.

Developing markets brings its own
problems, says Camelia Ilie, dean
of executive education at Incae in
Costa Rica. “There are not so many
American and European schools here
because of the cost.”

But the market is booming to
the extent that Incae is

launching 30 new open
enrolment programmes
this year. Dr Ilie joined
Incae from the Spanish
business school Esade.
“I thought I would find
a market as dynamic as
Spain 10 years ago, but
it is much more dynamic,”
she says.

37%
of companies
surveyed by the FT
expect to be spending
more on customised
executive education
in three years

‘The crunch
will be when
academics
realise Moocs
will be a lot
more expensive
than people
suspect’

➤



onmanagement
simon caulkin

W
ho is the best man-
ager in the world?
This column’s nomi-
nation would go to an
82-year-old who does

not rate a mention in the Thinkers50
awards for the best business minds, is
not an innovator, does not do leverage,
thinks derivatives are financial weapons
of mass destruction and runs a bunch
of the most basic industries imaginable.
His company is a conglomerate. If you
had invested $1 in 1965, it would be
worth almost $6,000 today.

His name, of course, is Warren
Buffett, chairman of Berkshire Hatha-
way, and he is perhaps the most suc-
cessful business person ever. He does
not write business bestsellers, but he
conducts a masterclass via his annual
letters to shareholders. Every aspect
of Berkshire’s performance shows
by opposition all that is wrong
with contemporary capitalism.

Buffett is thought of as an
investor. But he is more than
that. If Berkshire is so successful
as a conglomerate – which are
as popular in today’s corporate
world as purple flares in a fash-
ion house – it is because it is the
entity 21st-century capitalism most
desperately lacks: a responsible owner
with a profound understanding of the
management needs of the businesses it
invests in.

How shall we count the differ-
ences with today’s trends? First, he
understands financial success must
be approached indirectly, as the by-
product of serving a customer. Greater
returns are the result of serving more
customers, and serving them better.

This takes time. So Berkshire is
patient – its preferred holding period,
says Buffett playfully, is “forever” – and
it invests bountifully to build, and
defend, businesses for the long term.

While many US (and UK) compa-
nies are hoarding cash, Berkshire last
year spent almost $10bn on plant and

capital, 20 per cent up on 2011. After
adding 17,600 to the payroll, Berkshire
companies now employ 288,500 people
(including 24 at OmahaHQ, unchanged
since last year – “no sense
going crazy”). After some
sharpish words for timid
US chief executives, Buffett
underlines his enthusiasm
for putting big money in
worthwhile projects. “If you
are a CEO who has some
large, profitable project
you are shelving because
of short-term projects,

call Berkshire. Let us
unburden you.”

Here is the rea-
son why Buffett,
although he
enjoys receiving
dividends from
companies
he invests
in, does not
similarly
reward
Berkshire
shareholders.
Put simply,
Buffett argues

that while share
buybacks have a
place when the
company is trad-
ing at a discount

to book value, Berk-
shire does far better
for shareholders by
reinvesting profits in
the businesses, rather
than by paying them
out in dividends. A 20
per cent compound
growth in book value
over 48 years says
he’s right.

Reading his letters,
it dawns that what
Buffett is describing
is a version, refined

The good capitalist
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and updated, of the inclusive capitalism
that was the norm until the late 1970s.
Continuing to retain and reinvest
profits to fuel future growth to benefit

all stakeholders, includ-
ing investors, Berkshire
is the last great standout
against the “downsize and
distribute” policies that
now dominate – policies
privileging outsourc-
ing, downsizing and the
slashing of research and
development and capital
investment in favour of
massive dividend pay-
ments and share buybacks

to shareholders (including managers
who thus allocate the resources). With
almost half a century of comparison to
go on, we can now safely judge which
approach is more successful.

The conclusions contain some
towering ironies. Berkshire confirms
shareholders do better – much better –
under a regime that optimises returns
to overall wellbeing than under one
that focuses on shareholder value alone.
Also striking are the radical results of
business conservatism. A world with
more Warren Buffetts and fewer quants
and masters of the universe would be a
wealthier and safer place. There would
not be a financial crisis and our pen-
sions would be safer. In 2012, Berkshire
made $1.6bn on insurance underwrit-
ing despite suffering its largest single
loss ever in Hurricane Sandy. If the
insurance industry was hit for $250bn
by some mega-catastrophe – three
times larger than anything it has ever
experienced – Berkshire would come
through because it has so many streams
of earnings, promises Buffett.

Finally, Berkshire Hathaway shows
we do not need to do a lot of new things
to reinvent management – just to stop
doing some bad existing ones. In short,
Buffett is the kind of manager who could
give capitalism a good name, were it not
for all the other capitalist managers.

Berkshiredoes
farbetter for
shareholders
byreinvesting
profits, rather
thanpaying
outdividends
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Sagewords
‘Society is responsible for a
very significant percentage
ofwhat I’ve earned. If you
stickme inBangladeshor
Peru, you’ll findout how
much this kindof talent
will produce… Iwork in
amarket system that
rewardswhat I dowell –
disproportionatelywell.’
WarrenBuffett





dean’s column
ROGER MARTIN

N
o one in my life has
taught me more about
the world, about people
and about success than
my parents did. But Chris

Argyris, renowned in business educa-
tion as a leading professor at Harvard,
comes close.
He is admired also as someone

instrumental in the creation of both
Yale School of Management and the
prestigious academic journal Admin-
istrative Science Quarterly, and as the
father of the field of organisational
learning. I have undying admiration for
Chris, with whom I worked closely for
a decade early in my consulting career.
I am most grateful to him for teaching
me three essential and valuable things
that I apply to business and business
education.
First, he taught me that

knowledge is of minimal use
unless it enables the recipi-
ent to take action. Much
managerial advice falls
into the “grow taller” cat-
egory: it is a well-mean-
ing nod in a notionally
helpful direction but
ultimately too abstract
to be of use. It may be
correct to tell a company
that it needs to serve
its customers better
than its competi-
tors do. But the
chances are that
the company is
already trying to do
just that – and telling
its managers they should be succeeding,
rather than failing, does not help them
act more effectively.
In contrast, it would be actionable to

help managers understand with what
frequency customers want to be visited
and what the three most important
things are that the company personnel
must accomplish during those visits
for customers to feel well served. The

latter advice can be turned to action
quickly and effectively. Chris taught
me to focus on actionable knowledge
and actionable business education – a
lesson I have used in every
workshop, course and con-
sulting engagement I have
ever designed.
Second, Chris taught me

that while intelligence mat-
ters, it is not an unalloyed
good. His research with
high-performing profes-
sionals showed that really
smart people tend to be
brittle and have a harder time
with anything less than unambigu-
ous success. So when they experience
failure, however modest, rather than
considering how they might have

contributed to it, smart people
focus on who (other than
themselves) or what (other
than their actions)
caused the failure –
and learn nothing.
Failure, rather than
an opportunity to
grow, becomes an
exercise in blame.
Chris’s insight

was that it is harder,
not easier as we
would expect, to
teach smart people
how to learn. That does
not mean you should

not want to load up your
business with clever people

or admit bright students to your
business school. But
do not assume those
intelligent workers and
students will be learning
machines. Recognise
that, if anything, they
are likely to be “learning
challenged”.
From Chris, I learned

the importance of pay-
ing extra attention to

Back to first principles
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helping smart people to learn, and that
capacity for learning is an important
selection criterion.
Third, Chris taught me the differ-

ence between single and
double-loop learning.
Single-loop learning focuses
exclusively on actions and
outcomes. When we find an
outcome we do not like, we
tend to revisit and redesign
our actions to achieve a bet-
ter outcome. For instance,
when we figure out that
stock options do not create

the incentives we wish they did, we try
deferred stock units instead.
Double-loop learning does not

simply go back to action; it goes fur-
ther to the theories and thinking that
informed that action. It challenges and
redesigns the thinking. Double-loop
learning means reconsidering whether
stock-based compensation is an intelli-
gent idea in the first place. (It is not.) In
single-loop mode, we iterate and spin
on action, honing and refining without
addressing the big questions that can
dramatically alter outcomes.
Chris taught me to switch the

question from “how can we make
stock-based compensation produce the
results that we want?” to “what system
of compensation and incentives would
produce the behaviour we want?”
In combination, the three lessons

are effective and potentially trans-
formative. Businesses and business
schools can accomplish a great deal if
they seek actionable knowledge, help
smart people to overcome their natural
learning challenges, and challenge the
premises of problems, rather than the
effectiveness of solutions.
The notion that anyone could

come to an understanding of these
three principles on the basis of their
own life learning is pretty far-fetched.
But on the basis of the lifetime of
work of a pioneering intellect, it
becomes possible.

Knowledge is
ofminimal
useunless it
enables the
recipient to
take action

About the
columnist
RogerMartin (top)
is deanof the
RotmanSchool of
Management at the
University of Toronto

ChrisArgyris
said it can be

harder, not easier,
to teach smart

people
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Global outlook

Charles Anudu’s education at
business schools in Africa, Europe
and the US has given him an
insight into differences around the
world – and brought him success
back in Nigeria. ByToluOgunlesi
Photographs byBenedicteKurzen



interview

f t. com / BU S i n e S S edUc at i on

17

CharlesAnudu
believes he is

“entrepreneurially
wired” butmight
have failed but
for his business

education

harles Anudu knew
by the age of 15 that he wanted to be an entrepreneur, but
it would be a decade and half before he launched his first
company. In that time he completed a bachelor’s degree
in agriculture at the University of Nigeria, a masters in
plant ecology at the University of Ibadan, joined a multi-
national company and started a PhD programme.

At one point it seemed Anudu’s future might be in
academia, as he juggled a full-time job in research in
Lagos, with the agrochemicals division of French chemi-
cals and pharmaceuticals company Rhône-Poulenc (now
Aventis – the agrochemicals division was sold to german
company Bayer in 2002) with his weekend life as a PhD
student in Ibadan, 100 miles away.

And then something happened at work that “even-
tually changed everything”: Anudu was promoted to
general manager of his division. It was unexpected, he
says, because general managers typically came from sales
or marketing, rather than research.

the new role was his first real business education,
exposing him to the practicalities of running a com-
pany. In 1993, he quit to start Candel, an agrochemicals
company, in Lagos. A psychological assessment he took
around that time reinforced his conviction that he was
“entrepreneurially wired”.

But he still needed formal business education, which
is how he ended up at Lagos Business school in 1993,
on the inaugural advanced management programme.
It “opened my eyes”, he says. “[When] I went to LBs I
couldn’t even read a financial statement.” Without that
early education he says he would have ended up a “dis-
gruntled” employee or a “bankrupt” entrepreneur.

those were early days for the school; it was being
transformed from the Centre for Professional Commu-
nications (its original incarnation from 1991) into Lagos
Business school. It did not even have its own buildings,
and Anudu recalls taking classes in a restaurant on
Victoria Island in Lagos. the faculty was both local (he
recalls being taught by Pat Utomi from Volkswagen of
Nigeria; Dotun sulaiman of Andersen Consulting, later
Accenture; Dick Kramer from Arthur Andersen; and
Christopher Kolade from Cadbury) and international –
with visiting professors from Barcelona’s Iese Business
school, with which Lagos had developed an affiliation.

C Lagos Business school has come a long way from those
humble beginnings. It started an executive MBA pro-
gramme in 1996, a full-time MBA in 2003 and a doctoral
programme in 2006, eventually becoming one of the
schools of the privately owned Pan-African University,
established in 2002. Lagos Business school made it into
the Ft’s executive education open programme ranking in
2007, and has kept a place on the list ever since. In 2012,
it was ranked second in Africa (out of only four ranked
African business schools).

the school’s key selling point, Anudu says, is the
“unique context” it brings to business education – a
focus on Nigeria’s peculiar business environment. For
example, when he was studying there the country was
going through a hyperinflationary period – the sort of
economic conditions a Us or european business school
might have been hard pressed to relate to.

then there is the school’s focus on ethics (it was
founded by members of the Catholic organisation opus
Dei and openly identifies with its teachings), which is
important in a country where corruption is rife and
“privilege and patronage” are often seen as prerequisites
for business success.

“Local context is all of it,” says Anudu. “the principles
are the same [in] all business schools, wherever you find
them – in Africa, europe, North America. the curricu-
lum is the same – it’s the perspective that is different.”

T
he chance to acquire a different per-
spective, post Lagos, came in 1997,
from a two-month owner-directors
programme at Insead. the choice
of France was easy. “Remember, I
worked for a French group, so my
early influence after I left university
was [from] the French,” he says.

During his eight years at Rhône-Poulenc he was travel-
ling to France four times a year. “I understood France
more than the UK or any other region.” (I ask whether he
speaks French. “Un peu,” he replies, laughing. “A little bit.
I understand business French – I can hold a meeting in
French – but beyond that I have a headache.” )

In 2008, he started the nine-week owner/president
management programme at harvard Business school, ➤
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travelling to the Us for classes three weeks every year
for three years.

Looking back, he says: “each school has enriched my
life in a unique way.” he contrasts european and Us
companies and management styles: european com-
panies tend to be more international in outlook (the
colonial legacy means they are likely to have a presence
in more countries – for example, French companies in
Francophone Africa), but also to be more conservative in
style. the Americans, he says, are “very audacious” and
have a greater appetite for risk than europe. At harvard
“you learn to dream – you’re not afraid of dreaming”.

A
nudu had, of course, been dreaming
big well before harvard. In 1999,
six years into his Candel adventure,
he made his second entrepreneurial
move, into a field in which he had
no experience or training what-
soever: telecoms. entrepreneurs,
he explains, “make a living either

by making life more convenient for people, or making
things cheaper”.

At that time he spotted an opportunity to step into a
new field and solve a pressing problem. “the way that
[Nigerians] are complaining about [electricity] today
was the way they complained about communication
then,” he says.

But first he decided he needed to sacrifice some of his
time “to really understand how deep and how wide this
area could be”. And so, in 1999, he enrolled for a diploma
in telecommunications electronics at DeVry Institute of
technology (now DeVry University) in Illinois in the Us.

In 2002, swift Networks, the company Anudu
founded after gaining his diploma, was awarded a
licence to provide wireless broadband services in Nigeria.
the company started operations in 2003 and, a decade
on, I am curious whether Anudu is planning any new
ventures. he tells me that his focus is on expanding
Candel and swift.

“We are founding new companies, but essen-
tially they are being built to take advantage of the
platforms we have already established – business
models that run off the platform that we have
already built.”

so Candel is expanding into ghana, and, at
home, diversifying into manufacturing
– an agrochemicals plant is being
built in the new free trade zone in
Lagos and a fruit-processing plant
is planned. swift also plans to
expand into the media sector and
provide content.

For Anudu, entrepreneur-
ship goes beyond assembling

Talent hunter: at
a certain level of
management a
goodbusiness
education is
essential,
Anudu
says

start-ups. “[starting] a company is the easiest thing you
could ever do,” he says – getting that company to add
value and make a difference in the lives of consumers is
the real challenge.

he believes there are questions entrepreneurs should
ask themselves regularly: “If [my] business disappeared
today would anybody notice? I ask people, if google
disappeared today would anybody notice? If google or
Facebook or Microsoft or MtN disappeared today, what
would it take another company to step into its shoes?”

I observe that Anudu has not studied for an MBA,
choosing instead shorter management courses focusing
on entrepreneurship. It is a deliberate decision. “I didn’t
need an MBA,” he says confidently. “As an entrepreneur,
my needs are different.” MBAs, he adds, seek to impart
specialised skills, which he considers less relevant than
the jack-of-all-trades attitude and team-motivating abil-
ity required of entrepreneurs. “MBAs are good, but
I really don’t think they’re for everybody.”

the view from his desk at swift Networks is not
inspiring – he faces a window overlooking the company
car park. Perhaps this helps him to focus on the things
that really matter: “What shall we be doing in the next
five years? What sort of resources shall we need?”
And, of course, talent hunting, which he says is now
“the biggest job I have”.

how much does a business school education count
when Anudu is recruiting? It is essential, he says.

At a certain level of management “a good busi-
ness education has to be part of the package”.

then there is the desire to teach business
education. he reminds me that the reason
for starting a PhD in 1985 was so that one
day he could teach.

Whether to teach or to learn, it is a fair
bet that Anudu will be returning to busi-

ness school in the future.
“I don’t want to leave
any knowledge on the
table,” he says. “I am
intimidated by what
I don’t understand –
that is why you see
me going back to
school again and
again.”

‘Local context is all of it. The principles are
the same [in] all business schools, wherever
you find them – in Africa, Europe, North
America. The curriculum is the same –
it’s the perspective that is different’

B
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20 Dear Lucy...
FT readers andbusiness education
bloggers consultLucyKellawayon
matters ranging fromwhether an
expensiveMBAat a top school is
worth themoney to theoptimum
level of laziness onceyouare there

People say grades don’t matter in busi-
ness school. How little work can I do
and still be a “success” at B school?
In theory you can do almost no work
at business school, assuming that
you are reasonably bright and have
acquired the vital skill of winging
it. Most employers don’t even look
at your grades, and others – like the
investment banks – consider aca-

demic achievement alongside other
things. But in practice, loafing your

way through your MBA is a bad idea for
three reasons. For a start, if you are the

sort of person who hankers after success,
a string of bad grades will be painful to you.

Second, part of the point of going to
business school is the networking

and future contacts – you don’t
want your classmates to have you down as a lazy, dumb
wastrel. And third, isn’t it just possible that some of what
you are paying so much money to learn might actually
be useful? In which case, trying hard might be a good
investment in itself.

My classes have an open laptops policy during lec-
tures, but it seems we are losing a lot of input from
people who seemmore interested in Facebook and
personal emails than contributing to class discussion.
How can I bring this up as a problem without drawing
the ire of my classmates?
This is happening in all universities everywhere: it is a
problem far too big to be solved by one extra-keen MBA
student. If you try to talk to your classmates – or to your
professors – you will not only fail, but you will become
a pariah, which is the opposite of what one goes to busi-
ness school to become. I suggest that you try to turn the
situation to your advantage. If the rest of your class is
using Facebook, you get almost one-to-one contact with

Q
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the teaching staff. You also will get better grades, which
will be good for your morale, even if employers aren’t
terribly impressed (see above).

Business school includes a lot of social time, but my
wife doesn’t want to attend these events. How do I
balance family time with the need to network?
First of all, congratulate yourself on your choice of

wife. A woman who doesn’t think it’s fun spend-
ing all her time with her husband’s tiresome

classmates sounds like an intelligent and
discerning person. Next, you must forget
the idea of “balance”. If you are trying
to have a fulfilling personal life and a
thrusting job, you can’t have balance.
I suggest you try various patterns
of staying in/going out to see what
works best. The answer will depend

on how much you value the rela-
tive charms of time with your

wife and networking, but
assuming I am right about

your wife, I’d give her five
nights a week, with the

remaining two for your
classmates.

We are put into
working groups
for each piece
of course-
work. This is
fine, except
that half of
my team
live on the
other side

of the world
and there are

language barriers
and power struggles.

Any ideas on effective
collaboration techniques?

My sympathies. If you crack this
problem you will be ready to run a global
business. If there is one thing worse than
conference calls when everyone is in the

same timezone and speaks the same lan-
guage, it is when they are scattered round the

world and can barely understand what people are
saying. No good can ever come of this. So scrap the calls

– do it by email instead. It is not a great way of working
together, but at least it is not actively painful. I presume
from the wording of your message that you are a native
English speaker. However bad it is for you, it is worse
for those who aren’t.

If all the most eligible ladies/students are married,
how do I meet someone through the programme?
You have three options. You can go for the married ones,
hoping they will ditch their starter husbands. But prising
them away may be hard work and not morally agree-
able to you. Or you lower your standards and go for the
ones that now strike you as less eligible, hoping they will
improve on better acquaintance. Or do something that is
better than both: date someone without an MBA.

Is going for an expensive MBA or executive MBA at a
top business school a good decision and a wise invest-
ment in the current times of unending turmoil?
If you are trying to choose between an expensive MBA
and an extortionately expensive one, go for the latter.
Although the earning power of all MBAs is not what it
once was, the earnings of alumni from the best and most
expensive business schools are holding up better than

most. But if you are wondering whether to go to busi-
ness school at all, it depends on how you are faring in the
never-ending turmoil of the moment. If you are already
in a reasonable job with some prospects, hang on to it.

Is it possible to get to the top without being a nasty
piece of work like most bosses?
Yes, you can get to the top without being an out-and-out
nasty piece of work, even though the NPW remains the
leadership gold standard. The best thing is to have a nice
and reasonable outside layer, with a steely core under-
neath that will act ruthlessly when called for. If you are
a sweet soul, go into a caring profession instead. But if,
on the other hand, you are a sociopath, that is no good
either. They don’t fare quite as well as they used to.

Lucy Kellaway is an FT associate editor and management
columnist and writes the Dear Lucy feature

Part of thepoint of going to business school
is thenetworking and future contacts –
youdon’twant your classmates to have
youdownas a lazy, dumbwastrel
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rankings

T
he Financial Times Execu-
tive Education rankings,
now in their 15th year,
rate the top 70 providers
worldwide of both open

and customised programmes in 2013.
In each ranking, last year’s winner held
on to the top spot: IMD in the open
category and Duke Corporate Educa-
tion in the customised table.

Executive education provides non-
degree programmes for working man-
agers. Programmes are either available
to all (open) or tailor-made for an
organisation (customised). The FT
rankings are based on the satisfaction
of participants and client organisations,
diversity of participants and faculty,
and the schools’ level of international
engagement.

Duke Corporate Education tops the
customised ranking for the 11th year
running. HEC Paris, runner-up for the
fifth year, has narrowed the gap, ranked
top in four corporate criteria, but
Duke’s strong international exposure
and partnerships keep it in the top spot.

Duke’s corporate customers espe-
cially value the relationship they build
with the school. “The partnership with
Duke is very important to us,” says
Kimberly Gacso, an executive director
in charge of leadership development
for Boehringer Ingelheim, the phar-
maceuticals company, in the US. “It
really cares about the outcome of the
programme and works on it until we
have reached all our goals.”

IMD, in Switzerland, repeated its
success of last year in the open rank-
ing with the best overall score from the
participant survey. It was ranked first
for aims achieved and quality of facili-
ties and in the top five in six categories.
IMD came first in a strong field, with
much change at the top, notably Insead
(up to fifth), the University of Michi-
gan: Ross (10th) and the University of
Pennsylvania: Wharton (11th).
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Favoured partners
➔ IMDandDukeCorporate Educationhave retained
their leading positions. ByLaurentOrtmans

Howwould you rate...
(Out of 10; average for
rankedprogrammes)

Openprogrammes

As ratedbyparticipants...
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IMD’s participants particularly
value the self-assessment process. “The
programme was a deep personal jour-
ney on which I developed new insights
about myself and my effectiveness as a
leader,” says Bryan Guido Hassin, chief
executive of clean technology start-up
Smart Office Energy Solutions in Texas.

Data from the ranked schools show
a rise in demand for short-term pro-
grammes. The number of participants
in open courses increased by 5 per cent
compared with the previous year, while
clients seeking customised training
programmes rose 4 per cent.

Week-long open courses let manag-
ers target training needs in programmes
fitted around work. Longer three or
four-week programmes have broader,
in-depth content and more opportu-
nities for teamwork and networking.
Corporate customers can target specific
development for managers at work,
on campus or online via customised
programmes. Training is fitted around
work and directly applicable to it.

Executive programmes can also be a
cheaper alternative to degree pro-
grammes. While not strictly compara-
ble, it is telling that the number of par-
ticipants attending open programmes
offered by UK schools increased 11 per
cent in 2012 on the previous year while
the number of MBA graduates fell 10

per cent.
On average, revenues

for open courses increased
5 per cent. Some 37 per
cent of corporate cus-
tomers who responded
to an FT survey expect
their future spending on
customised programmes
to increase and about half

expect it to remain unchanged.
Finally, most participants or

clients rate very highly the programmes
they attended (see chart). Ninety per
cent of corporate customers will very
likely or definitely use the same
business school again.

Customisedprogrammes
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1 1 1 1 Duke Corporate Education US/South Africa/UK/India 1 2 1 2 3 6 3 2 3 5
2 2 2 2 HEC Paris France 2 1 3 3 1 1 1 11 1 3
3 3 7 4 Iese Business School Spain 4 4 2 6 4 7 6 6 7 2
4 4 5 4 Esade Business School Spain 14 19 20 15 13 11 16 8 13 16
5 6 10 7 Center for Creative Leadership US/Belgium/Singapore/Russia 8 7 4 10 5 21 9 1 22 11
6 7 5 6 IMD Switzerland 13 20 8 11 14 27 8 7 14 27
7 13 15 12 Babson Executive Education US 6 6 9 4 7 20 7 19 9 9
8= 15 12 12 Cranfield School of Management UK 11 9 10 16 23 10 13 30 11 14
8= 13 16 12 University of North Carolina: Kenan-Flagler US 5 5 5 5 8 18 10 10 2 4
10 20 32 21 Stanford Graduate School of Business US 3 3 12 1 16 68 2 16 5 1
11 11 20 14 Ashridge UK 21 10 13 17 19 5 18 14 29 25
12 18 13 14 Ipade Mexico 7 8 7 8 2 60 5 4 4 7
13 9 4 9 Harvard Business School US 10 24 6 7 10 65 4 9 6 19
14 10 19 14 IE Business School Spain 9 13 16 13 17 2 25 29 15 6
15 23 37 25 SDA Bocconi Italy 12 17 11 25 9 3 22 35 12 12
16 8 3 9 Fundação Dom Cabral Brazil 15 12 18 18 11 4 19 15 21 8
17= 21 22 20 University of Chicago: Booth US/UK/Singapore 19 15 21 23 12 16 20 5 8 13
17= 27 29 24 London Business School UK 22 21 24 14 21 42 24 36 26 15
19= 12 17 16 University of Oxford: Saïd UK 16 11 14 19 15 36 12 48 16 32
19= 21 21 20 Thunderbird School of Global Management US 23 25 15 12 25 50 11 33 17 31
21 17 11 16 University of Pennsylvania: Wharton US 30 34 23 24 28 13 21 25 25 17
22 16 9 16 Insead France/Singapore/UAE 33 31 25 20 27 41 23 17 32 45
23 26 - - Edhec Business School France 20 22 22 22 6 29 15 12 18 23
24= 5 8 12 Boston University School of Management US 17 16 19 21 22 38 14 22 20 37
24= 32 29 28 University of Virginia: Darden US 18 14 17 9 20 26 17 20 19 40
26 33 36 32 UCLA: Anderson US 24 23 28 28 18 14 30 23 10 28
27 28 35 30 EMLyon Business School France 27 26 27 32 32 28 32 49 31 33
28 19 17 21 Columbia Business School US 29 18 31 27 33 23 28 37 24 42
29 25 24 26 IAE Business School Argentina 26 43 29 29 41 61 41 3 40 10
30 24 23 26 ESMT – European School of Management and

Technology
Germany 31 29 40 31 50 19 36 13 44 22

31 34 38 34 Stockholm School of Economics Sweden/Russia/Latvia 40 32 44 41 40 37 26 24 28 24
32 - 14 - Essec Business School France/Singapore 46 37 34 39 31 24 27 32 36 36
33 30 27 30 University of Western Ontario: Ivey Canada/China 37 33 26 26 35 58 39 21 23 38
34 - - - Georgetown University: McDonough US 36 56 45 43 44 25 40 46 30 18
35 34 28 32 Kelley Executive Partners at Indiana University US 35 39 30 30 30 8 43 41 33 59
36 29 24 30 Insper Brazil 32 44 36 48 51 46 50 18 35 39
37 40 41 39 York University: Schulich Canada 28 30 35 40 43 17 38 53 34 49
38 31 32 34 ESCP Europe France/UK/Germany/Spain/Italy 38 38 47 44 34 66 37 45 42 29
39 46 51 45 Melbourne Business School, Mt Eliza Australia 34 45 37 34 42 12 35 52 47 46
40 36 32 36 Northwestern University: Kellogg US 50 28 52 36 26 70 29 27 38 43
41= 50 55 49 Aalto University Finland/Singapore 52 42 33 47 29 67 31 57 27 47
41= - - - Washington University: Olin US 43 35 41 45 24 47 47 40 45 30
43 45 49 46 Vlerick Business School Belgium 44 41 42 46 53 64 34 56 41 34
44 38 44 42 Henley Business School UK 42 27 39 35 54 15 46 61 51 54
45 42 31 39 Australian School of Business (AGSM) Australia 25 36 38 33 46 30 42 69 46 61
46 58 62 55 University of Toronto: Rotman Canada 54 50 32 37 38 35 33 44 37 55
47 46 46 46 Tilburg University, TiasNimbas Netherlands 49 46 43 52 49 22 57 65 39 21
48 40 51 46 University of Texas at Austin: McCombs US 56 40 46 50 37 59 44 31 50 52
49 51 48 49 University of St Gallen Switzerland 39 47 53 54 48 43 53 26 65 50
50 37 40 42 Politecnico di Milano School of Management Italy 41 54 57 49 36 9 52 55 48 41
51 - - - Carnegie Mellon: Tepper US 48 53 56 56 52 34 54 59 43 26
52 42 - - University of Pretoria, Gibs South Africa 51 49 48 51 64 53 45 38 58 35
53 55 50 53 University of Michigan: Ross US 53 48 49 38 56 52 49 28 52 66
54 48 45 49 Católica Lisbon School of Business and Economics Portugal 47 59 50 53 60 49 48 34 54 48
55 60 54 56 MIT: Sloan US 45 55 55 57 39 63 51 51 61 69
56= 51 42 50 Rotterdam School of Management, Erasmus University Netherlands 60 52 51 60 58 62 55 64 56 64
56= - - - Emory University: Goizueta US 63 51 60 42 47 55 56 42 63 65
58 - - - Universidad de los Andes Columbia 61 58 58 59 45 33 65 58 49 57
59 64 65 63 Porto Business School Portugal 55 57 59 55 65 39 59 47 67 53
60 53 59 57 Grenoble Graduate School of Business France 65 69 64 65 59 44 58 63 62 62
61 68 - - Yonsei University School of Business South Korea 57 62 54 58 55 31 62 50 55 58
62 56 - - Universidad Adolfo Ibanez Chile 58 61 65 66 66 48 64 70 70 20
63 54 - - Incae Business School Costa Rica/Nicaragua 70 63 70 61 62 69 60 38 60 60
64 57 63 61 USB Executive Development South Africa 64 67 69 68 67 32 63 43 59 44
65 65 53 61 University of Cape Town GSB South Africa 59 66 67 69 61 40 68 68 66 51
66 62 60 63 Eada Spain 62 68 62 67 68 45 69 66 64 56
67 69 - - NHH Norway 68 65 61 62 63 51 61 67 53 63
68 63 57 63 Irish Management Institute Ireland 67 64 63 64 70 56 66 62 68 67
69 - - - Esan Peru 66 60 68 63 57 57 67 60 57 70
70 66 61 66 BI Norwegian Business School Norway 69 70 66 70 69 54 70 54 69 68t
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follow-up offered after the course par-
ticipants returned to their workplaces.
Aims achieved (8.6)the extent to
which academic and business expec-
tations were met, and the quality of
feedback from individual participants
to course commissioners.
Facilities (7.0)the rating of the learning
environment’s quality and convenience,
and of supporting resources and facilities.
Value formoney (8.0)clients’ rating of
the programme’s design, teaching and
materials in terms of value for money.
Future use (8.0)the likelihood clients
would use the same for future customised
programmes, and whether they would
use the school for the same programme.
Internationalclients (5.0)the percentage
of clients with headquarters outside the
business school’s base country and region.
International participants (3.0)the
extent to which customised pro-
grammes have participants from more
than one country.
Overseas programmes (4.0)the

international reach of the school’s
customised programme teaching.

Partner schools (3.0)the quantity
and quality of programmes devel-
oped or taught in conjunction with
other business schools.
Faculty diversity (5.0)the diver-
sity of school faculty according to
nationality and gender.
Total responsesthe number of
individual surveys completed by
the school’s clients. Figures in
brackets indicate the number
of years of survey data counted
towards the ranking.

Custom revenues income from
customised programmes in 2012

in $m, provided optionally by
schools. Figures are based
on average dollar currency
exchange rates for 2012.

Footnotes
†These data are provided for information only. For schools whose main headquarters are outside the US, figures are based on average
dollar currency exchange rates for 2012. ‡The first figure refers to the number of individual surveys completed by clients of the business
school. The figure in brackets indicates the total number of years of survey data included in this ranking. Data are retained for schools that
participated in the 2012 or 2011 ranking but were unranked in that year. *Includes revenue from food. **Includes revenue from food and
accommodation. ***Aggregate total for open and customised programmes. Although the headline ranking figures show changes in the
data year to year, the pattern of clustering among the schools is equally significant. About 330 points separate the top school, Duke Corpo-
rate Education, from the school ranked 70th. The top 13 business schools, from Duke CE to Harvard Business School, form the top group of
custom providers. The second group is led by IE Business School and the third by Rotterdam School of Management. The top and bottom
schools in the second group are separated by 150 points. In the third group there is a 60-point gap between top and bottom.

the first 10 criteria are informed
by companies that commissioned
executive courses; the next five from
each business school. these criteria
are presented in rank form, with the
leading school in each column ranked
number one. the final two criteria are
for information only and do not inform
the ranking. Figures in brackets show
the percentage each criterion contrib-
utes to the overall ranking weight. the
weighting accorded to the first nine
criteria is determined by the level of
importance that clients attach to each.

Preparation (8.3)the level of interac-
tion between client and school, the
extent to which clients’ ideas were
integrated into the programme, and
the effectiveness of the school in inte-
grating its latest research.
Programmedesign (8.4)the flexibility
of the course and the willingness of
schools to complement their faculty
with specialists and practitioners.
Teachingmethods andmaterials
(8.0)the extent to which teach-
ing methods and materials were
contemporary and appropriate,
and included a suitable mix of
academic rigour and practical
relevance.
Faculty (8.5)the quality of
teaching and the extent to
which teaching staff worked
together to present a coherent
programme.
Newskills and learning (8.4)
the relevance of skills gained
to the workplace, the ease with
which they were implemented,
and the extent to which the
course encouraged new ways of
thinking.
Follow-up (6.8)the extent
and effectiveness of

Business school survey
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9 5 1 2 14 40(3) - 1
22 9 19 20 5 53(3) - 2
4 4 8 3 1 52(3) - 3
1 8 5 1 9 34(3) 20.2** 4
40 1 27 5 30 30(3) - 5
14 3 26 12 2 50(3) - 6
19 31 34 32 39 28(3) - 7
23 10 3 8 25 48(3) - 8
51 42 30 63 44 22(3) 20.1** 8
15 36 43 53 37 14(3) - 10
25 2 4 30 12 38(3) 31.4** 11
16 65 62 61 63 26(3) - 12
13 14 46 22 23 59(3) 145.9*** 13
39 48 48 54 11 58(3) - 14
29 41 40 7 22 48(3) - 15
59 43 54 44 28 29(3) 59.7 16
18 28 57 60 50 36(3) - 17
12 11 2 41 4 48(3) - 17
30 23 24 37 34 40(3) - 19
2 56 49 31 6 29(3) - 19
17 15 18 9 41 33(3) - 21
3 7 28 29 3 33(3) - 22
68 50 22 62 62 16(2) - 23
31 32 52 45 46 28(3) - 24
61 27 42 26 67 36(3) - 24
36 45 21 52 32 30(3) - 26
35 13 6 25 7 37(3) - 27
11 39 62 15 29 20(3) - 28
10 25 39 19 40 44(3) - 29
62 18 37 17 13 48(3) 8.8* 30

38 20 10 4 55 32(3) 8.4 31
41 24 14 28 26 20(2) - 32
33 44 62 65 18 26(3) - 33
5 33 16 11 31 13(1) 5.4* 34
50 30 13 34 51 30(3) - 35
21 66 31 13 16 29(3) - 36
45 61 59 59 10 30(3) - 37
28 6 20 47 19 47(3) - 38
65 53 50 10 42 39(3) - 39
43 34 12 33 38 26(3) - 40
49 40 7 66 47 21(3) 4.4 41
64 26 38 24 65 6(1) - 41
44 19 23 27 21 39(3) 7.1 43
20 47 51 66 57 35(3) - 44
60 35 41 39 8 26(3) - 45
52 51 62 50 48 16(3) - 46
66 37 9 16 58 38(3) - 47
24 64 35 36 54 18(3) - 48
42 21 11 49 26 46(3) 4.6* 49
53 62 36 43 68 30(3) - 50
8 55 43 66 49 8(1) - 51
47 38 15 21 43 29(2) - 52
26 60 32 56 52 31(3) - 53
37 54 47 35 36 40(3) 4.5 54
6 22 29 55 45 24(3) 19.7* 55
55 17 25 14 33 40(3) - 56
63 16 62 66 59 6(1) - 56
56 63 62 23 60 10(1) - 58
58 58 62 6 66 58(3) - 59
32 49 17 48 20 42(3) 3.2* 60
70 70 62 58 69 28(2) - 61
27 12 56 51 53 15(2) - 62
6 57 58 64 15 14(2) - 63
46 69 61 57 70 21(3) - 64
54 59 55 18 16 25(3) - 65
34 29 62 46 24 52(3) - 66
67 46 32 42 61 27(2) 11.7 67
48 52 52 40 35 37(3) - 68
57 68 60 66 64 12(2) - 69
69 67 45 38 55 45(3) 15.3* 70
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1 1 4 2 IMD Switzerland 4 5 4 5 3 3 13 1 7 1
2 4 1 2 Iese Business School Spain 19 17 14 17 25 5 2 10 13 5
3 3 2 3 Thunderbird School of Global Management US 5 4 8 7 7 12 21 11 28 11
4 2 2 3 Harvard Business School US 6 10 1 4 2 4 11 2 5 7
5 6 16 9 University of Chicago: Booth US/UK/Singapore 1 1 3 2 13 2 14 5 2 10
6 10 18 11 Insead France/Singapore/UAE 15 6 2 8 4 11 23 6 30 9
7 9 7 8 HEC Paris France 7 8 9 9 15 7 3 9 21 14
8 11 12 10 Stanford Graduate School of Business US 11 12 17 6 1 8 24 4 1 6
9 12 20 14 Esade Business School Spain 26 24 29 25 31 13 1 25 15 12
10 16 - - University of Michigan: Ross US 14 7 11 10 8 10 20 14 6 16
11 20 21 17 University of Pennsylvania: Wharton US 9 14 13 15 5 21 15 15 3 15
12= 8 6 9 London Business School UK 13 18 20 14 6 19 9 13 8 18
12= 15 10 12 University of Oxford: Saïd UK 21 22 16 16 11 18 18 16 16 13
14 5 5 8 University of Virginia: Darden US 3 2 6 3 14 9 22 7 4 3
15 19 24 19 University of Toronto: Rotman Canada 2 3 5 1 21 1 10 3 17 70
16= 14 9 13 Center for Creative Leadership US/Belgium/Singapore/Russia 22 11 12 11 17 20 17 17 23 22
16= 13 15 15 ESMT – European School of Management and

Technology
Germany 8 23 10 13 19 30 12 12 10 4

18 22 14 18 Northwestern University: Kellogg US 18 9 18 18 9 24 29 21 9 8
19 7 8 11 Essec Business School France/Singapore 20 21 15 26 16 6 4 18 41 19
20 30 36 29 University of St Gallen Switzerland 17 31 7 19 30 16 27 8 14 21
21 23 22 22 Columbia Business School US 28 13 21 23 12 28 19 26 39 25
22 18 17 19 University of Western Ontario: Ivey Canada/China 23 16 26 12 24 38 34 22 18 27
23 17 10 17 Fundação Dom Cabral Brazil 16 19 19 29 49 14 26 24 20 17
24 27 26 26 Queen's School of Business Canada 30 25 24 24 35 42 16 23 12 24
25 24 27 25 Cranfield School of Management UK 31 15 25 21 20 22 5 19 24 20
26 - - - Washington University: Olin US 10 27 27 30 22 23 8 27 11 2
27 21 12 20 MIT: Sloan US 27 38 23 20 10 31 53 32 27 31
28 28 29 28 Kaist College of Business South Korea 12 28 22 31 37 17 6 28 40 23
29 29 28 29 Ceibs China 24 36 41 36 36 25 32 39 43 29
30 32 32 31 SDA Bocconi Italy 39 29 36 34 42 33 7 37 34 26
31 35 40 35 Ashridge UK 32 35 37 27 18 41 38 35 26 37
32 24 19 25 IE Business School Spain 43 37 52 42 27 32 35 45 35 30
33 31 33 32 Melbourne Business School, Mt Eliza Australia 35 32 32 22 29 45 28 31 46 43
34 37 37 36 ESCP Europe France/UK/Germany/Spain/Italy 46 42 42 47 33 27 25 34 48 28
35 32 44 37 Universidad de los Andes Columbia 25 30 30 40 41 15 43 30 49 33
36 42 48 42 Stockholm School of Economics Sweden/Russia/Latvia 37 34 34 35 56 29 30 20 32 44
37 40 45 41 NHH Norway 48 20 35 39 65 26 40 29 19 46
38= 38 31 36 IAE Business School Argentina 36 44 55 44 44 52 44 47 22 34
38= 32 30 33 Insper Brazil 40 33 28 37 61 34 60 43 33 42
40 39 42 40 Henley Business School UK 41 26 31 32 28 37 49 33 36 60
41 41 37 40 Vlerick Business School Belgium 38 40 33 41 50 43 36 38 45 39
42 51 54 49 Católica Lisbon School of Business and Economics Portugal 33 45 45 45 51 48 42 49 25 36
43= 46 35 41 Incae Business School Costa Rica/Nicaragua 49 58 49 55 23 39 51 46 50 41
43= 47 49 46 University of Pretoria, Gibs South Africa 29 46 39 38 43 46 39 48 29 35
45= 44 51 47 Australian School of Business (AGSM) Australia 53 39 38 28 32 51 54 41 44 48
45= 36 43 41 York University: Schulich Canada 34 41 40 33 34 40 66 44 42 69
47 49 40 45 Edhec Business School France 50 53 46 54 47 36 31 40 59 32
48 50 53 50 Nyenrode Business Universiteit Netherlands 44 49 44 51 58 35 33 42 47 45
49 42 46 46 Aalto University Finland/Singapore 42 43 48 49 53 44 55 36 54 59
50 52 50 51 EMLyon Business School France 51 52 50 48 45 50 45 50 67 38
51 61 - - University of British Columbia: Sauder Canada 56 51 54 50 38 64 37 56 38 40
52 - - - University of Texas at Austin: McCombs US 52 47 51 53 39 66 52 54 31 51
53 - - - University of California at Berkeley: Haas US 45 59 58 43 26 65 61 58 51 53
54 - 58 - Saint Paul Escola de Negocios Brazil 47 48 43 46 55 47 41 52 63 58
55 54 54 54 Lagos Business School Nigeria 54 56 57 57 57 54 46 55 52 49
56 62 60 59 USB Executive Development South Africa 58 54 47 52 48 49 67 51 57 61
57 56 52 55 Tilburg University, TiasNimbas Netherlands 55 55 53 59 60 62 57 57 53 56
58 53 64 58 Nova School of Business and Economics Portugal 62 57 59 56 64 53 47 59 37 68
59 58 57 58 Grenoble Graduate School of Business France 69 68 61 65 46 63 56 64 65 47
60 59 61 60 Solvay Brussels School of Economics and Management Belgium 57 50 56 58 40 60 65 53 58 62
61 65 65 64 Eada Spain 64 60 66 60 59 56 50 60 62 50
62 55 56 58 Wits Business School South Africa 63 61 60 63 63 59 70 61 60 64
63= 57 62 61 Esan Peru 67 62 63 61 62 57 64 62 69 57
63= - - - Indian Institute of Management, Bangalore India 65 64 64 62 68 58 63 63 55 55
63= 60 62 62 Universidad Externado de Colombia Columbia 59 69 67 67 54 55 62 65 64 52
66 62 59 62 Centrum Católica Peru 66 66 68 64 67 61 68 68 66 63
67 - - - Euromed Management France 60 65 65 69 52 69 59 66 68 54
68 - - - Porto Business School Portugal 61 63 62 66 69 67 58 67 56 65
69 - - - BI Norwegian Business School Norway 68 67 69 68 70 70 69 69 61 67
70 66 61 66 American University in Cairo School of Business Egypt 70 70 70 70 66 68 48 70 70 66t
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the first 10 criteria are informed by
programme participants; the next six
from each business school. these criteria
are presented in rank form, apart from
women participants (a percentage),
with the leading school in each column
ranked number one. revenue data are
provided for information only and are
not part of the ranking. Figures in brack-
ets show the percentage each criterion
contributes to the overall ranking weight.
the weighting accorded to the first 10
criteria is determined by the level of
importance participants attach to each.

Preparation (7.7)the provision of
advanced information on content, and
the participant selection process.
Course design (8.6)the flexibility of
the course and appropriateness of class
size, structure and design.
Teachingmethods andmaterials (8.3)
the extent to which teaching methods
and materials were contemporary and
appropriate, and included a suitable
mix of academic rigour and practical
relevance.
Faculty (8.7)the quality of the teach-
ing and the extent to which teach-
ing staff worked together to present
a coherent programme.
Quality of participants (8.0)the
extent to which other participants
were of the appropriate managerial
and academic standard, the inter-
national diversity of participants,
and the quality of interaction
among peers.
Newskills and learning (8.7)the
relevance of skills gained to the
workplace, the ease with which they
were implemented and the extent
to which the course encouraged
new ways of thinking.
Follow-up (7.3)the level of fol-
low-up offered after participants

returned to their work-
places, and networking
opportunities with fel-
low participants.
Aims achieved (8.6)the
extent to which personal
and professional expecta-
tions were met, and
the likelihood that
participants would
recommend the
programme.
Foodandaccommo-
dation(6.6)rating of the quality of food
and accommodation.
Facilities (7.5)rating of the learning
environment’s quality and convenience,
and of supporting resources and facilities.
Womenparticipants (2.0)the percent-
age of female course participants.
International participants (3.0)
amalgamation of the percentage of
participants from outside the business
school’s base country and region.
Repeat business and growth (5.0)
the amalgamation of growth in
revenues and percentage of repeat

business.
International location (3.0)
the extent to which pro-
grammes are run outside the
school’s base country and region.
Partner schools (3.0)the
quantity and quality of pro-
grammes taught in conjunction
with other business schools.
Facultydiversity(4.0)the diver-
sity of school faculty according
to nationality and gender.
Open-enrolment revenues
the income from open
programmes in 2012 in $m,
provided optionally by schools.
Figures are based on average
dollar currency exchange
rates for 2012.

Key: open enrolment programmes

Footnotes
†These data are provided for information only. For schools whose main headquarters are outside the US, figures are based on average
dollar currency exchange rates for 2012. *Includes revenue from food. **Includes revenue from food and accommodation. ***Aggregate
total for open and customised programmes. Although the headline ranking figures show changes in the data year to year, the pattern of
clustering among the schools is equally significant. Some 310 points separate the top school from the school ranked 70th. The top 10
schools, from IMD to University of Michigan: Ross, form the elite group of providers of open enrolment programmes. The second group
runs from University of Pennsylvania: Wharton to USB Executive Development, ranked 56th. Some 150 points separate these two schools.
The third group is headed by Tilburg University, TiasNimbas.
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19 2 21 40 31 2 - 1
46 17 7 2 1 1 - 2
59 29 3 1 55 5 - 3
22 3 36 22 11 27 145.9*** 4
22 26 23 50 10 52 - 5
23 1 24 11 9 3 - 6
36 7 8 6 23 8 - 7
27 6 15 51 14 35 - 8
36 8 1 3 3 6 17.9* 9
41 21 33 4 34 46 - 10
24 23 48 33 7 44 - 11
24 4 34 65 59 11 - 12
23 5 42 17 13 23 - 12
31 32 66 65 59 67 - 14
46 46 45 35 47 30 - 15
45 25 22 10 40 48 - 16
22 35 40 48 35 6 6.2* 16

34 19 26 43 24 37 - 18
45 30 35 12 32 21 - 19
34 44 50 23 25 26 20.2 20
33 11 51 39 17 16 - 21
37 58 17 7 53 28 - 22
37 38 43 20 6 36 12.9* 23
42 48 12 25 51 18 - 24
24 42 54 64 58 39 - 25
42 65 68 59 59 63 - 26
18 13 10 60 21 49 11.2 27
9 70 63 15 30 70 - 28
29 43 31 29 4 9 - 29
38 40 60 54 26 17 - 30
34 22 25 47 59 33 7.1 31
35 12 27 19 29 10 - 32
30 36 29 57 28 29 - 33
46 9 53 17 33 32 - 34
41 27 70 21 16 65 - 35
42 62 6 41 43 53 16.6 36
34 68 19 13 59 66 6.6 37
28 14 18 14 8 40 - 38
35 20 39 65 19 12 - 38
40 41 62 28 59 49 - 40
30 55 55 46 52 25 9.9 41
46 34 32 38 37 43 5.8 42
42 10 44 8 20 19 - 43
36 56 67 32 48 56 - 43
39 50 37 65 59 13 - 45
44 39 59 26 36 4 - 45
18 18 28 27 49 54 - 47
26 60 11 60 50 62 10.4** 48
55 49 20 45 56 55 5.1* 49
36 24 58 24 12 14 - 50
45 61 9 60 59 22 - 51
17 54 4 43 59 57 - 52
37 31 5 56 54 38 - 53
38 66 30 65 57 58 - 54
31 57 14 51 39 51 3.9* 55
38 37 46 31 22 69 - 56
36 53 38 34 44 45 - 57
42 33 57 16 59 47 2.3* 58
39 15 2 5 15 24 8.0* 59
31 28 65 55 59 60 - 60
37 16 49 30 41 20 - 61
37 64 13 49 5 30 - 62
47 67 47 37 18 59 - 63
18 59 16 65 38 68 - 63
53 47 52 53 42 41 - 63
49 63 56 9 2 15 - 66
42 52 64 63 27 42 - 67
44 51 69 58 59 64 - 68
45 45 41 36 45 61 3.5* 69
34 69 61 42 46 34 - 70
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teaching and extent to which expecta-
tions were met – inform 80 per cent
of the ranking. School data are used to
calculate the remaining criteria.
For both rankings, information

collected in the preceding two years is
used, where available,
to calculate criteria
informed by cli-
ent and participant
responses respec-
tively. If a school
has participated
for the past three
years, the weight-
ing is 40:33:27,
with 2013 data
accorded 40 per
cent. If two years

of information is available, the
weighting is 55:45, with 2013
carrying 55 per cent.
The weights accorded to

the first 10 criteria in both
rankings are determined by the
level of importance that clients and
participants respectively attach to each
in their 2013 surveys. Ranking weights
for these criteria, therefore, vary
slightly from year to year. The weights
of criteria informed by school surveys
remain unchanged, however.
Z-scores – formulae that reflect the

range of scores between the top and
bottom school – are calculated for each
criterion. These scores are weighted,
according to the weights outlined in
the keys, and added together. Schools
are ranked according to these final
scores for both customised and open-
enrolment rankings.
Schools that feature in both rank-

ings are eligible for the combined
overall ranking. The top 50 schools
are calculated according to an equal
weighting of the total Z-scores
achieved in both rankings, rather than
an average of ranking positions.

Judith Pizer of Jeff Head Associates
acted as the FT’s database consultant.

F
or the 15th year, the FT
has ranked the world’s lead-
ing providers of executive
education programmes
– non-degree courses for

corporations and working managers.
The first ranking is for business

schools that offer customised pro-
grammes, tailored to the requirements
of the individual organisations that
commission them. The second ranking
evaluates open-enrolment courses that
address specific topics or managerial
levels, and that employees of any com-
pany may attend. A third ranking (on
page 7) combines the two to appraise
the top 50 schools in the executive
education field.
To participate, schools must meet

strict criteria: they must be interna-
tionally accredited and have earned
revenues of at least $2m in 2012 from
their open or customised programmes
respectively. This year, a combined total
of 91 schools took part.
The ranking of customised course

providers is compiled using data from
the business schools themselves and
from organisations that commissioned
courses in 2012. These clients, nomi-
nated by the school, complete an online
questionnaire about their programme.
For a school to remain eligible for the
final ranking of the top 70 providers, at
least five of their clients must complete
the FT survey.
Clients categorise their programme’s

design as “strategic”, “general” or “func-
tional”. Strategic is defined as delivered
to top management and designed
to influence a company’s direction.
General is delivered to management
on operational aspects of a company.
Functional means related to a specific
function, such as marketing.
Client responses are weighted

accordingly, with strategic pro-
grammes accorded the largest weight-
ing, and therefore having the greatest
impact on the ranking. Responses are
weighted according to the seniority of

the individual responsible for specify-
ing the course, the size of the client
organisation and the number of schools
with which the client has commis-
sioned customised courses in the past
three years.
The FT survey this year

was completed by 971
business school clients
– 48 per cent of those
invited. Each rated their
respective programme
according to a range of
indicators on a 10-point
scale. Their answers
directly inform the first 10
of the ranking’s criteria –
from course preparation to
the likelihood of future use
– which account for 80 per cent of the
ranking’s weight.
The remaining five criteria, calcu-

lated from information provided by
schools, evaluate the extent to which
schools are internationally diverse in
terms of course provision and national-
ity of clients and participants, in addi-
tion to faculty diversity.
The open-enrolment ranking is

compiled using data from course
providers and individuals that com-
pleted their nominated management
programmes in 2012. Schools submit
one or two general courses of at least
three days in length, and one or two
advanced courses of at least five days.
At least 20 per cent of these pro-
grammes’ participants must complete
the FT survey, with a minimum of 20
responses, for a school to feature in the
final ranking of 70 providers.
Almost 5,900 participants answered

this year’s survey – 34 per cent of those
eligible – rating elements of their pro-
gramme on a 10-point scale. Responses
by advanced and general-level partici-
pants are collated separately and then
combined with equal weighting to
calculate the first 10 ranking criteria.
As in the customised ranking, these

criteria – which include the quality of

Methodology
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➔ How the executive education programme rankings were compiled. ByAdamPalin
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Ten criteria,
such as quality
of teaching,
account for
80% of the
customised
ranking

Online
View an
interactive
ranking with this
year’s results
along with
tables of past FT
business
education
rankings . Go to
www.ft.com/
rankings
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owill be paying for it? ByEmmaBoyde Us companies, he says, are less
willing to pay for learning for anyone,
especially for older executives. “We
don’t see many older executives in large
corporations – they are bought out to
leave long before that.”

Companies are not only cash poor
but also less able to release executives
to pursue educational goals.

prof Weber says Iese has had to look
at the length of courses on offer. “More
important than cost is time away from
the office,” he says, adding that middle
management executives, due to cut-
backs, are often doing the jobs of two
or three people.

Dominique turpin, president
of IMD, also believes the trend for
executive education is for courses to get
shorter or for elements of courses to
be provided online. “We used to have a
marketing programme that was three
weeks long. We were able to fill it twice
a year with 50 people. today, the same

programme is one week
long,” he says.

IMD generates about
60 per cent of its revenues
from short one-week
courses; 10 years ago that
figure was 40 per cent, says
prof turpin.

Despite huge demand
for short courses at IMD,
prof turpin does not expect
the age range of attendees

to change significantly from its current
average of just over 40. he says this is
because attendance tends to be spon-
sored by companies that are less likely
to invest in older executives simply
because they are more expensive.

however, if Gianpiero petriglieri,
associate professor of organisational
behaviour at Insead and director of its
management acceleration programme,
is to be believed, the age of participants
in lifelong learning programmes will
soon be on the rise.

“We used to associate seniority with
knowledge and youth with uncertainty,”
he says, adding that he had noticed a
change in recent years with a broader

Iese’s EricWeber
(left) has noticed
a switch away

fromcompanies
paying fees;

(right)Dominique
Turpin of IMD
sees executive

education
moving towards
shorter courses

Companies
are less
willing to foot
the bill for
executive
education

F
uture shock, according to
Alvin toffler in his seminal
book of that name, is what
happens to people when they
experience too much change

within too short a period of time.
since the book’s publication in 1970,

change seems to have accelerated, pos-
ing a challenge for executives who wish
to keep up and for the business schools
that aim to educate them. But despite
the need to learn more and adapt
faster, many schools report that there
is less time to devote to education and
less money to pay for it.

“there is an endless need for main-
taining one’s employability,” says Eric
Weber, associate dean of Iese Business
school in spain, which focuses heavily
on continuing education for alumni.
“You have plenty of people in their late
30s, early 40s or even 50s who sud-
denly see the need for more education.”

Like his peers at other business
schools with established
executive education pro-
grammes, profWeber has
noticed that in these cash-
constrained times, compa-
nies are much less willing
to foot the bill, especially for
longer programmes.

“When you analyse who
pays the fees, it used to be
the companies. that has
switched dramatically,” he
says, adding that 80 per cent of students
used to be funded by companies, but the
figure was now 40-50 per cent.

peter Cappelli, director of the Whar-
ton Center for human Resources, has
also seen a sea change in the source of
funding for continuing education.
“one development we have seen
in executive education is individu-
als coming to our longest and
most expensive development
programme and paying their
own way to do so. this never
happened before. Attendees
were always sponsored and
paid for by their employer,”
he says. ➤
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range of people, both older and younger,
“giving themselves permission to learn”.

“We often assumed everyone comes
to business school because they want to
be promoted or to keep their job. that
couldn’t be further from the truth,”
prof petriglieri says, adding that, in
his opinion, managers come not only
to learn something new but also to
explore new possibilities.

Like IMD, Insead puts great empha-
sis on tailored courses for companies
where it might educate 20-30 people
at once in what prof petriglieri refers to
as “diagonal slices” that cut across age
and company rank. “these companies
are using executive courses more as a
way to combine the development of
individuals with the development of
the organisation,” he says.

this close association with com-
panies, or the fact that Insead oper-
ates not only in France but also in the
higher-growth cities of singapore and
Abu Dhabi, might explain why prof
petriglieri would not agree with peers
who have seen a decrease in interest in
executive education from companies.

“there is a growing realisation that
there is nothing more dangerous than a
leader who thinks they know every-
thing,” he says, adding that since the
financial crisis companies have realised
models and frameworks are not
enough. “Companies no longer want
the fiction that leaders can provide all
the answers from the top.”

Clare Kelliher, professor of work
and organisation at Cranfield school of
Management in the UK, also expects
to see more older executives in lifelong
learning programmes.

she says Cranfield’s programmes are
tailored to people’s career stage, rather
than age – a strategy that would fit with
changing demographics. she believes
other countries might follow the UK in
removing the default retirement age.

Whatever age or stage people are at,
it is important that they keep up, she
believes, pointing to the influences of
new technology and globalisation.

prof Cappelli would agree.
“Businesses are doing things dif-
ferently, entering new markets,
changing strategies, making use
of new approaches. that requires
new competencies,” he says. B

‘At the end
of your
career you
still have a
lot to learn’

Forging long-term bonds
➔ Berkeley: Haas’sMBAgraduates can comeback for free

Whendoes a student stopbeing a
student?Never, if theyhappen
to attend theUniversity of Cali-

fornia, Berkeley’sHaas School of Business.
The 115-year-old business school has

for thepast sevenyears allowed
graduates of its popularMBA
programme to return to the
school to take courses so that
they cankeep abreast of new
industrypractices and research.

The initiative, dubbed
StudentAlways, is central to
the school’smission, saysRich
Lyons (below), thedeanof
Haas. Threeyears agohe and
his colleagues set about defining a set of
principles for the school. “Part of our focus
as a school has been todefinewhat our
culture is as sharply as possible,” he says.
“StudentAlwayswas oneof the elements
that cameout of that.

“When students first arrive at Berkeley
oneof the things I say is: are you going
tounderstandwhenyou’re at the end
of your career that you still have a lot to
learn?This is all about self-development.”

Theother threeprinciples – question-
ing the status quo, confident but not
arrogant decisionmaking, and consider-
ing the impact of decisions – differentiate

Haas fromother schools, he says. Thenew
principles,which are anod toBerkeley’s
history as a liberal and socially aware insti-
tution, are “codifyingwhatwas already
there”, says Prof Lyons.

The school’s proximity to the
venture capital nexusof Silicon
Valleyhas createdopportuni-
ties forMBAstudents.One
class, “CleanTech toMarket”,
pairsMBAstudentswithPhD
students in chemistry, biology
andother sciences. Theywork
in teamsonclean technology
concepts and then test the
commercial viability of their

projects at theLawrenceBerkeleyNational
Laboratory, aUSDepartmentof Energy
labat the cutting edgeof clean technology.
“Youcan’t get that experienceelsewhere…
it’s anareawherewehavea real competi-
tive advantage,” saysProf Lyons.

Haas’sMBAprogramme runs along-
side its executive educationprogramme,
which is open to executiveswhomay
wish to learn anewdiscipline or improve
their knowledgeof accounting or finance.
Theyhave topay for their courses; return-
ing graduates can retake courses for free.

Jean-Paul Tennant is one such gradu-
ate. Nowchief executive ofGeoEx, an
adventure travel company, he graduated
in 2001 but cameback toHaas to take
a course onpricing. “Iwas able to come
back tomycompanywith somevery
important ideas,which are embedded in
thewaywe set prices,” he says.

The feedback fromMBAgraduates
who return to takemore courses has
beenoverwhelmingly positive, says Jay
Stowsky, senior assistant dean for instruc-
tion. “People really appreciate it,” he says.

He saysHaas goes beyond teaching its
students about business. “People know
theywill get top-notch traininghere in
business fundamentals. But they also
know this is a place that cares about
social impact in business.We get a
disproportionate number of students
whowant to dowell but alsowant to do
good in theworld.” It is, he says, “a very
Berkeleyvalue”.
MatthewGarrahan

Tailored style:
ClareKelliher of
Cranfield School
ofManagement
saysprogrammes
shouldmatch
people’s career
stage rather than
their age
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R
osabeth Moss Kanter
doesn’t use the “R” word.
As the chair and director
of Harvard University’s
Advanced Leadership

Initiative, a university-wide programme
that shepherds successful seasoned pro-
fessionals from their income-earning
years to work on public service projects,
Prof Kanter believes the very notion of
“retirement” – to this group of individu-
als at least – inspires mild antipathy.

“We talk about transitioning,” she says.
“We never use the ‘R’ word. Never ever.”

And besides, the year-long pro-
gramme is hardly a way to ease into the
golden years. Upon arrival, fellows take
a demanding “core course” led by star
Harvard faculty. They mentor students
and participate in think-tanks –
campus-wide summits on topics from
education to healthcare. They take a
guided field immersion trip – this year
it is to Shanghai. Then they plan a long-
term project to tackle a big social issue.
This might mean starting a foundation
or social enterprise, building a cam-
paign for a cause or writing a book.

“We don’t expect them to know what
they want to do before they come here,
and if they do come knowing, we expect
them to change their mind a few times
or broaden their view of what it might
be,” she says.

The programme’s goal
is “to employ a leader-
ship force that can think
differently about seem-
ingly intractable com-
munity, national, global
problems and bring
innovative solutions”,
says Prof Kanter. “We
are not here to change
them. We consider them
all leaders [before they
start]. But the very fact
of being in this environ-
ment starts changing
people. People refer to
this as ‘transformational’.”

The programme is in its fifth year.
Harvard does not specify exact crite-
ria for qualification, but implies that
fellows have 20-25 years of leader-
ship experience “with a track record
of accomplishment”. They must be
“motivated to make a difference for
communities and the world”.

She cites Doug Rauch, the former
president of Trader Joe’s, the upmar-
ket supermarket chain, as an example.
Rauch, a fellow in 2010, started the

Urban Food Initiative,
a grocer that sells meals
made with food that is edi-
ble but past its sell-by date
to low-income customers in
Boston. “He’s not trying to
have just one [store]. He’s
trying to create a national
model,” she says.

“We think there is an untapped lead-
ership forced to work on problems that
by definition do not fall into the slots
we’ve got. Health is not the hospital.
Education is not only the school, and
the city is not City Hall.”

Prof Kanter, who is 70, is petite with
wispy blonde hair. A native of the Mid-
west, she is personable, talks with her
hands and has an easy laugh.

She is the author or co-author of 18
books, from academic tomes to business
bestsellers. She earned her doctorate in
sociology from the University of Michi-
gan, has received 23 honorary doctor-
ates and is often on lists of the world’s
most powerful women.

Prof Kanter is disarmingly articu-
late. Her speech is peppered with lucid
digressions: just when you think she has
gone off topic for good, she miraculously
manages to tie the various threads of
conversation together. “I am a systems
person,” she says by way of explanation.

She says two demographic changes
over the past century – the rise of
women in the workforce and the revolu-
tion in healthcare that has increased
longevity (see box) – have accentuated
the need for lifelong learning at work.

Wisdom in action

F T. COM / BU S I N E S S EDUC AT I ON

Thechanging
USworkforce
Lifeexpectancy in the
USatbirth is 77.5years,
up from49.2at the turn
of the20thcentury,
according to the
CongressionalResearch
Service. In 1900, 19per
centofwomenofworking
agewere in thework-
forceagainst 58per cent
today, according to the
BureauofLaborStatistics.

38

➔Older leaders canhelpus tackle thebigproblems, RosabethMossKanter tellsRebeccaKnight

Yet the workplace has not adjusted,
she says. “We are now at a point where
we are between models. We have not
changed the underlying assumptions
about how we organise work to fit
either of those changes,” she says.

“We have a large pool of talented
and educated women and yet work-
places haven’t necessarily changed to
accommodate the reality of their lives.
That’s an issue. [At the same time]
the arguments go on in France about
[changing the retirement age to] 60,
62 or 65. They make a huge difference
to the Treasury, but all those numbers
are ridiculous because many people are
most likely going to live well into their
90s. I think this is a moment where
there is a confluence of a lot of forces.”

That is why there is a need for more
programmes like the Advanced Leader-
ship Initiative, she says. Naturally, Har-
vard can do many things other schools
cannot. (Harvard is the wealthiest
university in the world, with an endow-
ment of $32bn.)

Still, Prof Kanter insists other col-
leges and universities can and should
start similar programmes. Any “Big 10”
US university could do this, she says, as
could state university systems that have
a range of professional schools.

It is not the brand-name Harvard
professors that make this programme
so distinctive; rather, it is its interdisci-
plinary nature.

“The breakthrough in thinking
is that we’re bridging schools and
disciplines,” she says. “You could even
do this within liberal arts by connect-
ing economics, politics, sociology, and
psychology with the sciences.”

She suggests models such as Bill
Clinton and Bill Gates – powerful men
who started foundations as second
careers. “If you are the Bills – Clinton
and Gates – you can just do it. But what
if you aspire to a little part of what
the Gates Foundation and the Clinton
Foundation are doing? There are no
established pathways.”

‘The very
notionof
retirement
inspiresmild
antipathy ’

B



Untapped talent:
business is yet to catch
upwith demographic
changes and
appreciate theneed
for lifelong learning in
theworkplace, says
Prof Kanter
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F

ocus: Use Different Ways of Seeing the World to
Power Success and Influence will help you sell a
pension, manage your employees, raise your child-
ren and get a second date. If that
does not go so well, it will also

show you how to dump a suitor.
Uncovering how people focus is the secret.

The book (Hudson Street, £17), written by
Heidi Grant Halvorson and Tory Higgins
from Columbia Business School’s Motivation
Science Center, draws on social psychology
and explores how to identify, change and use
focus to get the desired results.

Motivation, they write, has two forms: focus on promo-
tion or on prevention. People can either be “focused on what
they already have, or on getting even more. Promotion focus
is about maximising gains and avoiding missed opportuni-
ties. Prevention focus is about minimising losses, to keep
things working.”

To illustrate these divergent motivations the authors
describe two people who embody the characteristics. Scepti-
cal and cautious, Jon is determined not to make mistakes.
Immaculately dressed, he speaks with precision and his work
is flawless. Jon is focused on prevention. Meticulous in his
projects, he is the person you go to if you want a piece of
research. Before marrying his wife, he was single for a decade.

On the other hand is creative, innovative Ray. Before he
met his wife, he would fall in love every two months – the
same time it took him to do his laundry. Promotion-focused,
he is relentlessly cheery. If Jon sees his glass as half-empty,
Ray’s is spilling all over his shirt.

Some cultures, the authors say, have a bias towards being
more focused on promotion or prevention. Americans are
more promotion-minded: they idolise innovators such as
Steve Jobs, the late founder of Apple, and rule-breakers such
as the environmental campaigner Erin Brockovich. On the
other hand, east Asian cultures place more importance on
prevention. “These are the cultures that gave us Confucius,

The vision thing
➔Apositive or negativeworld viewcan shape reality, a newbook argues. ByEmmaJacobs

books

who praised family loyalty and respect for elders, self-
sacrificing Kamikaze pilots and demanding Tiger Moms.”

They even divide bosses into two groups, where Larry
Ellison, chief executive of Oracle (“When you innovate, you’ve
got to be prepared for everyone telling you you’re nuts”) is
focused on promotion, and Andrew Grove, former Intel chief
executive (“Success breeds complacency. Complacency breeds
failure. Only the paranoid survive”) is obviously on the side
of prevention. The authors argue that viewing prospective
employees through the prism of prevention/promotion is
better than the Myers-Briggs Type Indicator, because that
analysis does not predict performance.

Once you understand that the world is divided into
prevention and promotion, argue the authors, you know how
to become an effective influencer. Understanding an audi-
ence’s motivation helps advertisers, companies and public
bodies to target their message. Promotion-minded people

love to try new restaurants or new iPhones, paint
their homes in new colours; prevention-
minded people prefer to stay with what
they know.
The key, however, is to frame products

and messages in a way that fits with con-
sumers’ outlook. For example, by selling a
food supplement in a positive way (“Enjoy
life! Supranox helps you do that”) or a
negative way (“Don’t miss out on enjoying
life! Let Supranox be a part of your daily

routine”) will appeal to different seg-
ments of the population.

It is a persuasive argument,
punchily written with lots of case
studies. However, this book will
either appeal or repulse depend-
ing on one thing: whether you

are someone who believes you can
divide the population into two types.

On this I have to declare a bias: I don’t.
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Understanding
an audience’s
motivationhelps
companies to target
theirmessage

People
are ‘focused
onwhat they

alreadyhave, or
on getting even

more’
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technology

K
now thyself, advises the
ancient Greek aphorism
– and before others get
to know you better, a
modern-day thinker might

add, given the surveillance to which we
are all subjected to today.

If learning is to be lifelong, we
should get used to being assessed by
the latest science of data analytics – a
continuous monitoring of our thoughts,
interests, attention span, productivity
and overall performance culled from
our interactions with online courses,
social networks and other services.
Then there are the data produced from
observing us through cameras and sen-
sors in our smart devices, and through
an increasingly smart world around us.

But what if all this data could be
turned to our advantage and we could
stay a step ahead of those wanting to
get our measure, whether in educa-
tion or our working lives? We have the
means to do this with our gadgets and
with new services that are emerging.

Companies are being forced to
accept the “bring your own device”
trend of workers using their own
smartphones, tablets and laptops in

The examined life
➔ Self-monitoring has become seamless throughpersonalmobile devices. ByChrisNuttall

43

the office and these devices contain a
multiplicity of apps and sensors that
can help us know our strengths and
weaknesses, while optimising mind and
body for better performance.

I have tried many of these devices
and services for reviews, but my experi-
ence pales next to BMC Software’s
Chris Dancy.

His day typically begins with him
being woken by his Philips Hue lights.
These are WiFi-enabled light bulbs
whose colour and intensity can be set
with an iPhone app. His sleep pat-
terns will have been recorded by a
BodyMedia armband that has a range
of sensors for monitoring sleeping and
waking activity.

Stepping onto his Fitbit Aria WiFi
scale, his weight is recorded and sent
to an app. As he meditates, eats and
gets ready for work, records are created
for his activities, calorie consumption,
mood, the temperature and humidity
and what music he has enjoyed. Apps
and services that enable this include
Insight Timer, a meditation app that
logs your progress, and WeMo, a home
automation switch that will turn on
and off lights and other devices, with➤
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“Theunexam-
ined life is not
worth living,”
said Socrates –
though there
is little chance
of avoiding
scrutiny today

Evernote Food andHello
(Android and iOS, free)
Evernote has twoapps for
helping you remember

preciselywhoyoumet andwhat you
ate onyour travels. Hello lets you take a
photo of a contact and/or their business
card,whosedetailswill be scanned
online and their LinkedInprofiles con-
nected to the information. Evernote
Foodallowsyou to take apicture to
remindyouofwhat you ate,with time
and location recorded. The app also
allows saving of your favourite eating
places and recipes.

Lose It!
(Android and iOS, free)
Lose It! providesplentyof
ways to recordyourmeals

to the last calorie. Youcan scanbar-
codesonproducts, choose frombrand-
name foods, search through lists of
common foods, yourown favourites or
just addpreviousmeals to the logwhen
you repeat them. It asks for details of
yourweight, height andgoals inorder
to set adaily calorie limit that counts
downasyouadd themeals. Lose It! inte-
grateswith apps anddevices suchas
Runkeeper and theWithingsWiFi scale.

➔Memoryboosters: apps that log everything soyouwon’t have to

Placeme
(Android and iOS, free)
Everwonderedwhere
youwere at a particular

time? Placeme tracks yourmovements
through an app that determines loca-
tion on your smartphone byusingGPS
and ofWiFi hotspots. Everything is
tracked automatically in the back-
ground, although you can edit the
locations to pinpoint and record a par-
ticular restaurant, for example. Activity
can be automatically uploaded daily
to the Evernote note-saving service for
later analysis.
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remote control enabled through its
own app.

Dancy also uses Lose It!, a weight
loss service; Spotify for logging his
music; Netatmo, a personal weather
station that monitors air quality;
MoodPanda, a mood diary, and the
Wahoo Blue HR heart-rate strap. All
of these have related apps for your
smartphone.

During his working day, there is
another smorgasbord of services to
record activity. Evernote stores notes
and bookmarks, Trello helps organise
projects, Google Drive stores docu-
ments. A lot of this is stitched together
by Zapier, a service that lets you
automate tasks such as data collec-
tion between more than 190 online
services. Shopping at lunchtime can
be recorded by a personal finance app
such as Mint. He also uses Placeme, a
free app that automatically records your

whereabouts. Like him,
I prefer RunKeeper for
recording walks and
cycling – it uses my
phone’s GPS to map
my routes, which gives
it an advantage over
other pedometer-based
accessories.

Dancy uses the Withings blood
pressure monitor in the late afternoon,
then takes to GetGlue to organise his
TV viewing, before checking his various
social feeds gathered by Jolicloud, set-
ting Nest – his WiFi thermostat – and
retiring to bed.

This all might sound a tad data-
obsessive, but he points to the benefits
of these life-hacking and recording
methods. Data collection means I could
forget everything he had just told me,
he said. This was true – I have pulled
a list of all these services from one of

Wewill have to
integrate the
technologyof our
personal selves
into that ofwork

his online feeds rather
than going through my
notes.

He argues we will
have to integrate the
technology of our
personal selves into the
technology of our work

and study, and while it may look com-
plicated and too much trouble now, the
capabilities of these services are growing
fast, as are devices – the new Samsung
Galaxy S4 phone has added sensors
measuring temperature, humidity and
atmospheric pressure, for example.

The overall benefit is empowering
people to optimise their environment
for their day-to-day activities and mak-
ing them masters rather than victims of
their data. Unlike the mechanic plug-
ging a computer into a car to read its
vital signs, we would no longer be the
human middleware between machines.

Hearts and
minds: the
WahooBlue
HR strap can
convert your
phone into a
heart rate-based
training tool
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hopes & fears
VALERIA ROSATI

B
egin with the end in mind, Stephen Covey
famously wrote in The 7 Habits of Highly
Effective People. When I began
the accelerated development
programme at London Busi-

ness School recently, I did not imagine that
reaching the end would require tightrope
walking, group production of a music video
and riding a metaphorical elephant.

I signed up for the programme for
various reasons. I was a studious child who
went on to study business and economics
in Rome, but I never applied for an MBA.
After graduation I set out on my path in finance and
business, progressed steadily and never really took a
break. So at the stage of my life and career when I went
to LBS, the prospect of returning to the classroom for a
four-week senior management course was appealing.

In my experience, most participants on the acceler-
ated development programme belong to one of two cat-
egories: those seeking to identify their next career move
and those who know where they are heading but want a
“leadership roadmap”. I belonged to the second group.

There had also been a significant change in my job
in the previous year. My former boss and mentor
had returned to Australia and I had assumed his
role, joining the executive leadership team. My
employer, Hastings Funds Management, was
experiencing strong global growth and there
was no local coach with whom to navigate
these changes.

My excitement was mixed with
apprehension. Would the programme
help me develop and add value to Hast-
ings? Could I juggle classes and run the
business away from the office? Last
but not least, by the course’s conclu-
sion I would be eight and a
half months pregnant – and
you cannot manage certain
timelines.

The course comprised
two two-week modules. I was
quick to dismiss the notion
that attending both with the
same group of people was
important, only to find out
later that this would be key.

The experience began terri-
fyingly with a circle of intro-
ductions and first impressions

and our first team task. I would have never imagined a
balloon, an egg, a plastic cup and some sticks could teach
you leadership and teamwork.

The first week was a baptism of fire. Together with
leadership classes, we had coached sessions, with 360-
degree feedback and a personality test shared with our
core group. Having your weaknesses drip-fed to you over
five days and discussing them with strangers promised to
be as much fun as a trip to the dentist. To my surprise, it
was one of the most enriching experiences I have had.

What gives meaning to your life is not only what you
do but who you do it with. The five exceptional strangers
in my group had no agenda, were experiencing simi-
lar business issues and provided great support. I have
gained lifelong friendships and a network with which I

can discuss professional issues.
It is early days, but the pro-

gramme taught me many useful
lessons to help me succeed profes-
sionally. It has also provided techni-
cal models I can go back to when
faced with a range of business issues.
Organisationally, I have learnt a
great deal about leading change. In
business as well as in life, there is no
shortcut to sustainable change. Like
improving your tennis backhand, it
requires self-discipline and practice.
However, this is not enough and, as a
leader, I have to inspire and motivate
through a sense of purpose.

At a personal level, I can no
longer use my character as an excuse
not to improve behaviour (examples
for me were listening more and
work-life balance). The programme
not only taught me how to address
weaknesses but also that playing to
my strengths is essential.

The experience has allowed me
to step back from work and see the

bigger picture. For instance, as an investment profes-
sional I had always seen marketing as focused on form
over substance. Now, I know it is about getting the whole
organisation closer to the customer. For the first time I
am getting involved in this area.

My child arrived early, a few days after the end of
the programme, and my LBS friends were among the
first people I contacted. While I am not sure if work-
life balance has improved since, at least now my son
is joining my regular LBS conference calls.

Fast forward

B
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Routes fromRome
Valeria Rosati grewup in Italy
and studied business and
economics at LUISSGuido
Carli university inRome.
Shehas lived in London for
15 years and is executive
director, infrastructure,
atHastingsFunds
Management. She is
also adirector of South
EastWater group and
previouslyworked
forGleacher
Shacklock, the
corporate finance
boutique, and
investment banks
Merrill Lynch
andLehman
Brothers.

By the
conclusion
Iwould be
eight and a
halfmonths
pregnant…

➔Howawoman’s professional andpersonal liveswere transformedduring a short programme
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