
FTbusiness education

Culture

Commercial pop:
music aboutmoney

Interview

Wells Fargo chief
JohnStumpf

Dean’s column

Mymentor
BenBernanke

January 27 2014

GlobalMBA ranking 2014
www.ft.com/mba





P
H
O
T
O
S
:
D
A
N
IE

L
JO

N
E
S
;
R
O
S
IE

H
A
L
L
A
M
;
JA

M
IE

K
IN

G
H
A
M

contents
JANUARY 2014 03

OPENINGS

4 from the editor
Change in business education may
seem relentless – but is it enough?

6 upfront
The power of alumni networks

8 introduction
A fragmented future for the MBA

10 meet the dean
Eric Chang on his ambitions for
the University of Hong Kong

12 onmanagement
Economics’ hold over management
theory and corporate governance

14 dean’s column
New Insead dean Ilian Mihov on
his mentor Ben Bernanke

FEATURES

16 interview
John Stumpf ’s rise from
a Minnesota farm to chief
executive of Wells Fargo

22 dear lucy...
Lucy Kellaway attempts

to lead a student from
gastronomic temptation

24 is itworth it?
A sceptical view of the MBA

28 blues to bling
Popular music’s love-hate relationship
with money and big business

32 business school fashion
An anthropological look at the
styles of different MBA tribes

GLOBAL MBA
RANKINGS

38 analysis
What the rankings tell us

40 rankings
The top 100 MBAs

TOP
25

REPORT

45 entrepreneurship
How the subject is becoming a key part
of the curriculum. Plus Esade profile

51 doing goodbusiness
Social entrepreneurship is attracting
a growing number of students

54 pioneering spirit
Babson College in the US has a long
tradition of start-up studies

HOW TO...

57 …choose a business school
then negotiate the application process
and secure funding for your course

ENDINGS

63 books
What can managers learn from aircraft
crashes? Plus a pick of the top titles

67 technology
Online giants miss a revenue-earning
trick; top productivity and leisure apps

71 mba challenge
Use your new skills to help a charity

74 hopes& fears
How an African journey has inspired
a student to set up a social enterprise

51

16

CONTRIBUTORS
PETER ASPDEN is the FT’s arts writer;
KATE BEVAN is a freelance journalist;

EMMA BOYDE is an FT business
education reporter;

DELLA BRADSHAW is business
education editor; SIMON CAULKIN is

a management writer;
WAI KWEN CHAN is editor of FT

Newslines; CHARLOTTE CLARKE is
business education online and social

media producer; ANDREWHILL is the
FT’s management editor;

LUCY KELLAWAY is an FT associate
editor; REBECCA KNIGHT is a

freelance journalist;
SIMONEY KYRIAKOU is news editor
of Financial Adviser; ILIANMIHOV is
dean of Insead; JONATHANMOULES

is the FT’s enterprise correspondent;
LAURENTORTMANS is business

education statistician;
ADAM PALIN is FT business

education researcher;
ANNE PAO is a student at the

University of Cape Town;
ELIZABETH PATON is the FT’s US

fashion correspondent;
MICHAEL SKAPINKER is the FT’s

special reports editor;
RICHARDWATERS is the FT’s San

Fransisco bureau chief;
IANWYLIE is a freelance journalist

Special reports editor
Michael Skapinker

Business education editor
Della Bradshaw

Head of editorial content
Hugo Greenhalgh

Magazine commissioning editor
Jerry Andrews

Head of production Leyla Boulton
Production editorGeorge Kyriakos

Art director Sheila Jack
Picture editorMichael Crabtree

Sub-editors
Philip Parrish, Liz Durno

Global sales director
Dominic Good

Global director of
FT CareerManagement

Steve Playford
Head of business education sales

Matthew Mertz
Account managers

Gemma Taylor, Ade Fadare-Chard
Publishing systemsmanager

Andrea Frias-Andrade
Advertising production

Daniel Lesar

on the cover
Illustration by Neil Webb

22

57



P
h
o
t
o
:
e
d
r
o
b
in
s
o
n
;
il
l
u
s
t
r
a
t
io
n
:
n
ic
k
l
o
w
n
d
e
s

from the editor
della bradshaw

you rarely hear that a school is having problems until the
crunch comes, it is hard to know how many schools are
slipping into treacherous waters.
what are the challenges to all but the highest-ranking

schools? clearly, Moocs – massive open online courses
– which offer business programmes for free, will be the
biggest challenge to second- and third-tier fee-paying
campus programmes. why pay fees that are increasing
by 4 or 5 per cent a year when you can get an equivalent
education for free, without giving up the day job?
one problem for business schools, as opposed to other

professional schools such as those for law or medicine, is
that you do not need the Mba credential to progress in
business. You just need to be good at your job, and the
early indications are that Moocs could help ensure this.
so, in addition to the business knowledge and the

credential, what are campus-based Mba students
paying for? top of the list has to be career services – help
to get a job. then there is the network. as part of the
Ft Mba rankings, we ask alumni to say why they went
to business school and to rate their answers. For the
ability to change careers alumni gave a rating of eight
out of 10, but they placed an even higher importance on
networking – it scored 8.3. (see poll, page 6)
Most of the top schools have extensive alumni

networks, but it is an expense that those outside the
highest echelons find difficult to afford. they ignore
these services at their peril.
once it comes to a matter of survival, though,

business schools in europe at least have proved they
can move rapidly. Fifteen years ago, most students at
business schools in spain and France were taught in
spanish and French. but as students became more
global, and english became the lingua franca of
business education, business schools in those countries

implemented emergency policies to
recruit english-speaking professors and
persuade incumbents that english had to
be the teaching language.
the speed with which the schools

moved was impressive, particularly in
France where there is strong reverence
for the French language. it is hard to
envisage such fundamental change
occurring in english-speaking countries.
it is effectively the equivalent of a dean
coming into a business school in the
us, the uk, canada or australia and
declaring that within a decade all classes
will be taught in chinese or spanish –
and then implementing this policy.

Plus ça change…

f t. com / BU S i n e S S edUc at i on
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➔ As theworld’s top schools continue to prosper, others face a perennial battle for survival
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Schools outside
the top echelons
ignore career
services and
alumninetworks
at their peril

Enrolments on the
FT top 100MBA
programmes fell
slightly in 2013, though
enrolments on the top
10programmes rose
1 per cent to almost
6,000 – accounting for
almost a thirdof
enrolments on the top
100programmes.

I
have never seen so much change in all my years
as a business school professor,” confided one dean
to me at the end of last year. i was about to agree.
but then the occasion had a haunting sense of
déjà vu about it.

because it is hard to think of any year in the past 15
when one professor or another has not said the same
thing to me. be it 1999, 2003, 2011… this was the year
that had seen unprecedented change in business schools,
they said. but what exactly has changed?
certainly for those students on the world’s top 100

Mba programmes, very little at all seems to have
changed in the past 15 years – or arguably the past 50.
they still take a year or more to apply to business school,
they study intensely, usually for two years, and they are
taught by professors who have a job for life. they
build up an address book to die for, and
then they use financial donations to
ensure nothing changes, preserving
their business school experience
for future generations.
the dotcom crisis of 2000,

the enron scandal of 2001
and the sub-prime meltdown
of 2008 all seemed to
threaten the reputation and
sustainability of business
schools, but as we enter
2014, most top schools seem
to be in relatively rude health.
will 2014 be the year when
everything changes? i am not
holding my breath.
what, then, will force change? only

the threat of total annihilation, i suspect.
the “great recession” of a few years ago looked
like just such a moment, and even the top us business
schools trimmed staff, cut back on professorial travel and
implemented a hiring freeze, as professors either beat
their breasts with soul-rending confessions or hid their
heads in the sand and pretended it was nothing to do
with them. but, at the end of the day, all this was done to
guard against structural change, not to promote it.
of course, the top 100 Mba programmes as ranked

by the Ft are the tip of the iceberg, representing just
1 per cent of business schools worldwide. it has been
a different story for second-tier schools. as student
numbers have dropped, some have closed programmes,
while others have sought to improve finances through
partnerships with for-profit organisations. but few
business schools have really hit the buffers, and because

In demand





➔ Poll: do alumni networks really deliver job opportunities?

How confident are you of doing
business abroad? “My language
skills set me apart in my career,”
said one US MBA graduate in
an FT poll. He is something of
an exception: a quarter of US
graduates speak no foreign
language, and most of the
remainder have only basic
or moderate Spanish or
French. Indeed, none of
the US schools in the MBA
ranking requires a second
language. UK graduates do
little better.

Most graduates from
other countries speak
English fluently and often
a second or third foreign
language. Belgian and
Swiss graduates are

among the most proficient, with
Spanish, French and German the
most spoken. Foreign languages
spoken by only a small number
of graduates include Chinese,
Japanese, Portuguese and
Russian. - LaurentOrtmans

upfront

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

E
nrolling at a top
business school is
about more than
gaining an education.
Membership of the

club can open professional doors,
as illustrated by the findings of an
FT poll of recent MBA graduates.

Of the 2,490 graduates from
the class of 2010 who responded
to the survey, 83 per cent have
learned about job opportunities
through their school’s alumni
network since graduation. Almost
half (49 per cent) told the FT they
had received job offers.

The number of graduates
offered positions through their
network varies between schools.
The University of Southern
California’s Marshall school (77
per cent) and the University of
Toronto’s Rotman school (26 per
cent) were at either end of the
spectrum of those in the top 100.

The alumni networks of
Indian and French schools

provide the most opportunities to
members, with 57 per cent and 55
per cent of their MBA graduates
respectively receiving job offers.

Regular communication is key
to networks’ strength. More than
half of graduates surveyed (51 per
cent) receive correspondence from
their network weekly, with 15 per
cent doing so most days.

Schools themselves make
similar efforts to keep in touch.
Almost half of alumni (49 per
cent) hear weekly from their alma
mater. - AdamPalin

06

➔Language survey speaks volumes
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Joining an extra-curricular club
is a popular way for students to

relax and strengthen their CVs at
the same time. The stated

mission of Harvard
Business School’s

Brew Club, for
example, extends
beyond the bar to
connect students
with industry. Beer is,

after all, big business
– Anheuser-Busch

InBev, the world’s largest
brewer by sales, is holding

internship interviews this winter
at several top US business schools

EMAIL ALERTS
Keep up to date
with business
education news:
www.ft.com/
bized-alert

63%
of alumni who graduated from a
top 100 ranked MBA in 2010 and
have donated money to their
business school since graduation
Source: FT poll ofMBAgraduates from
the class of 2010 (December 2013)
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➔ Online: interactive graphics, video and live advice

➔ FT GLOBAL MBA RANKING
The top 25 in 2014

➔Top of the class

See key (p41) and
methodology
(p43) for criteria

Top for aims
achieved
(Three years after
graduation)
IMD, Switzerland

Top forMBA salary
(Three years after graduation)
Stanford Graduate School of
Business, US ($184,566, weighted)

Top for female
students
(62 per cent)
EMLyon
Business School,
France

Top for international
experience
(Based on course
elements overseas)
Insead, France/
Singapore

Rank School name W
ei

gh
te

d
sa

la
ry

($
)*

1 Harvard Business School 178,300

2 Stanford Graduate School of Business 184,566

3 London Business School 156,553

4 University of Pennsylvania: Wharton 170,472

5= Columbia Business School 164,181

5= Insead 148,183

7 Iese Business School 143,168

8 MIT: Sloan 157,262

9 University of Chicago: Booth 156,004

10 Yale School of Management 150,880

11 University of California at Berkeley: Haas 149,487

12 IMD 142,446

13 IE Business School 146,933

14 Hong Kong UST Business School 125,060

15 Northwestern University: Kellogg 157,719

16 University of Cambridge: Judge 144,350

17= Duke University: Fuqua 141,772

17= New York University: Stern 140,662

17= Ceibs 127,117

20 Dartmouth College: Tuck 150,754

21 HEC Paris 120,016

22 Esade Business School 120,718

23= University of Oxford: Saïd 133,315

23= University of Michigan: Ross 136,828

25 Warwick Business School 119,121

* The average salary three years after graduation, with adjustment for
salary variations between industry sectors

Who taught the big hitters?
Mary Barra (pictured), General Motors’
new chief executive, is one of eight
women with an MBA, and one of eight
Stanford Graduate School of Business
MBA graduates, in charge of an FT500
company. For an interactive graphic
showing which schools in the 2014 FT
Global MBA ranking have produced
the most FT500 chief executives, go to
ft.com/mba-ceo

Architecture slideshow
Academic institutions often express
their ambitions through their
buildings. WU (Vienna University of
Economics and Business) recruited
renowned architects including Zaha
Hadid to design its new €492m
campus (right). For a slideshow of
projects around the world, go to
ft.com/mba-architecture

Ask the experts – live
A panel of experts including David
Schmittlein (left), dean of MIT Sloan,
and FT business education editor Della
Bradshaw will answer questions 2pm-
3pm GMT on January 29 at www.ft.com/
mba. Send questions to ask@ft.com

Business education videos
For analysis of the MBA ranking and how
to use it go to www.ft.com/bized-video
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introduction

Winds of change
➔Fragmentation lies ahead for theMBA. ByDella Bradshaw

5%
of 2013MBAgraduates
fromHarvardBusiness
School have taken jobs
in investment banking
– half the numberwho
arenowworking in
venture capital,
private equity or
leveragedbuyouts

08

➤

W
hen ariwoola
ogbemi decided she
wanted to study for
a top-notch MBa a
decade ago, she ruled

out the two-year us
model because she had a
young family and could
not spare the time.

“I knew two years
wouldn’t work,” says
the former head of the
information technology
department at statoil
nigeria, the energy
company. Instead, in
2003, she began the
one-year MBa at IMd
in switzerland – a
course she chose for its
international focus as
well as its duration.

ogbemi is typical of a growing
number of business school students
who, because of the cost, time
commitment or career trajectory, are
eschewing the traditional two-year
MBa model for one-year, part-time
or executive programmes, or shorter

specialised masters degrees in finance
or accounting.

enthusiasm for the MBa is greater
than at any time since 2008, but the
two-year MBa, though still the gold
standard of the business school world,
is coming under increasing pressure
as the market for business credentials
fragments.

even those who opt for a traditional
MBa no longer see the degree as
the traditional route into a career in
investment banking or management
consulting.

the impetus for change is coming
from students themselves, says rich
lyons, dean of the haas school at the
university of california, Berkeley. “You
look at 200 MBas and you get 200
different job aspirations. It is a good
thing that schools are accommodating
graduate needs.”

there is no better illustration of
this than at harvard Business school,
where in 2013 just 5 per cent of
graduates took up a job in investment
banking – half the number of those
who went into venture capital, private
equity or leveraged buyouts. what is
more, at $150,000, the starting salaries
for those in the latter three sectors were
50 per higher than those in investment
banking.

In 2013, salaries offered to graduates
from the top-ranked schools showed
a marked improvement. For the first
time, those reported by european
schools began to close on those
reported from the us.

at harvard Business school –
traditionally one of the chart-toppers

‘You look at 200MBAs andyou
get 200different job aspirations.
It is a good thing that schools are
accommodatinggraduateneeds’
RIcH LYonS, deAn, BeRkeLeY: HAAS
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Meet the dean
➔ eric chang is busy recruiting t

introduction
10

for post-MBa salaries – the median
starting salary for 2013 graduates was
$120,000, not including sign-on or
other bonuses.

at london Business school, the
mean starting salary was just below
$114,000 in 2013, and just 29 per cent
of lBs students went into finance,
compared with 42 per cent in 2006.

Fiona sandford, executive director
of global business and careers at
london Business school, says the big
story is the growth in corporate sectors
such as media and telecoms.

“the perceived wisdom is that if
you rely on the corporate sector, you
wouldn’t get the pay,” she says. “that is
not the case.”

as with all the top us schools,
lBs’s MBa is a two-year programme,
a format that has staunch defenders,
in particular because of the summer
internship. at the wharton school
at the university of Pennsylvania,
more than 50 per cent of MBas
are there to switch careers, says
dean tom robertson. “You need
the summer internship for career
switchers,” he says.

this did not worry ogbemi, who
it now managing director of statoil
nigeria. she discarded the idea of
an internship because she knew she
wanted to return to the oil and gas
sector.

“oil and gas is such a big
part of the nigerian
economy,” she says,
adding that for her
the one-year format
was “just ideal”.

though the
one-year MBa
started life in
europe, the model

is growing in significance in India,
says ashish nanda, recently appointed
director of IIMa – the Indian Institute
of Management, ahmedabad – the
highest-ranked of three Indian
business schools in the Ft MBa
rankings in 2014. he says the one-year
course will gain in recognition and
will be more attractive for overseas
students than a two-year degree.

It has taken half a century for
the one-year degree to establish its
credibility, but a more contemporary
threat is the advance of online
technology, which has enabled online
courses to be offered at lower cost or
even free of charge.

the top business schools are
leading the charge. wharton, for
example, has put several of its core

courses online, but
they do not constitute
a degree, insists Prof
robertson. “It is not the
total experience of the
MBa; it is not the total
course,” he says.

he describes the
move as a “great
experiment” that could
ring changes to the
campus-based full-
time MBa. “Faculty are
working potentially to

incorporate it in the flipped-classroom
model,” he explains. In this scenario
students would study online but then
participate in classroom analysis and
discussion. “It is felt it could lead to
greater depth,” Prof robertson says.

Meanwhile, there is an increased
focus in the curriculum on
entrepreneurship, with demand
coming from today’s MBa students
– the so-called millennials – as well
as recruiters in large companies and
start-ups, says william Boulding, dean
of the Fuqua school at duke university,
north carolina.

“what has changed in a very
fundamental way is that big
companies want to hire people who are
entrepreneurial, who see opportunities
in a competitive landscape,” he says.

entrepreneurship, adds Prof
robertson, is the “new leadership”.
See the entrepreneurship report,
page 45

29%
of LondonBusiness
SchoolMBA
graduates for 2013
have chosenfinance
as a career – down
from42% in 2006

B

Lessons in
leadership:
Ariwoolaogbemi,
above, andTom
Robertson, below

Thepursuit of financial knowledge is
not often tied to an interest inmoral
affairs. But hadEric Chang, deanof

the faculty of business andeconomics at
theUniversity ofHongKong (HKU), not
endedup in academia, he sayshewould
have liked tohavebeen apreacher.

Hemight havebeen rather good. The
quiet, smilingmanwhowelcomesme to
the chilly conference roomatHKU’smain
campus seems just as interested inmeas
I am inhim.Wechat for some timebefore
I realise that the subject has shifted away
fromhimself. I have towrest control back.
He explains that he is a part-timepreacher
atHongKongMandarin Bible Church.

Born in 1951, Prof Chang sayshis
childhood inTaiwanwasquite unusual
in that itwas sodevout. “I spent a lot
of time in church. I grewup in ayouth
fellowship.” His early adulthood, however,
was characterisedby avery conventional
choice of university degree.

“People at that time said that if you
are amanyou shouldpursue a career in
engineering,” he says. Itwas onlyduring
this degree that Prof Changdeveloped
adesire to studybusiness anda loveof
“deep thinking”.

Hehad started anMBAprogrammeat
National ChengchiUniversity inTaipei
whenhewona scholarship to pursue the
samedegree atWright StateUniversity
inDayton, Ohio – amove thatmarked the
start ofmanyyears spent inUS academia.

“My goalwasnot to becomea trader or
tomake a lot ofmoney, but to understand
thenature of financialmarkets andhow to
improve them,” Prof Chang says.

Hemoved to PurdueUniversity in
West Lafayette, Indiana, to do a PhD
in finance and in 1986he tookuphis
first academic post at theUniversity of
Maryland,where he becameaprofessor
in 1994. The following year hewas
appointed professor of international
finance at DuPreeCollege ofManagement
(nowScheller College of Business) at
Georgia Institute of Technology.

Itwas as hewas rising through the
academic ranks that Prof Chang sayshe
discovered a love for teaching. “Sharing



knowledge is oneofmypassions,”
he says. “Using simple language to
help people understand complicated
phenomena is very rewarding.”

Alongsidehis teachingduties Prof
Chang alsomade aname for himself
as an expert in his field. As hebecame
more senior in the academicworldhe
foundhimself invited to consult for the
government inTaiwan,whichwanted
help indeveloping financialmarkets.

Soon after thiswork started, Prof
Changwas invited to trainHongKong
stock exchange employees and started
making regular trips to the territory. His
growingHongKongprofile led in 1998
tohis being offeredhis first job atHKU.

Itwas anewly createdpost. “I
believe Iwas the first to hold the chair
in finance – itwas quite anhonour,” he
says. By 2001 hehadbecomedirector
of theuniversity’s school of business.

Despite his loveof research and
teaching, Prof Chang
sayshe embracedhis
administrativeduties
too andhis time in
leadership roles atHKU
led tohimbeing invited
to becomedeanof the
faculty, a post he tookup
in February 2011.

Threeyears into
his five-year term,
he is committed to a
strategyhebelieveswill raiseHKU’s
reputation, particularly for
research.

Prof Chang is on
a recruitment drive
andaims to build a
teamofworld-class
researchers. He is also
determined junior
faculty should be
given the time todo
research, saying
that at the
early
stages
of their
careers

g to boost theUniversity ofHongkong’s research reputation

11

onvideo
eric chang tells emma
Boydewhy freedom
of expression is a big
advantage inHong
kong. Go towww.
ft.com/bized-video

Biography
1974BS in civil engineering, national
chengkungUniversity, Taiwan
1979MBA in finance,Wright State

University, ohio, US
1982Phd in finance, statistics

and econometrics, Purdue
University, IndianaUS
1982Assistant
professor, University of
Iowa, US
1986Assistant,
associate and
professor in finance,
University of
Maryland, US
1990economist,
commodity Futures
Tradingcommission,
Washington, US
1992Reader in finance,
HongkongUniversity
of Science and
Technology
1995Professor of
international finance,
Georgia Institute of

Technology, US
1998Professor of finance,

University ofHongkong
2009Acting dean, faculty of
business and economics,
University ofHongkong
2011dean, faculty of

business and
economics,

University
ofHong
kong

‘Rigour and
relevanceare
notmutually
exclusive’ –
ericchang

it is important for them to establish
themselves so that theyhave confidence
in their fields. “Onedayweexpect
our teachers to address global
issues fromanAsian
perspective. Having a PhD
is not enough,” he says.

PuttingHKUon
themapmeanshe
holds a slightly
different viewon
senior faculty,who
hebelieves should
be encouraged to
interactwith the
community. “People
sayyouhave tomake
a choice between
rigour and relevance,
but I don’t think they
aremutually exclusive.”

Ensuring relevance
alsomeans remembering

HongKong’s
role, he says.
“HKU is a global
university, but
weare part of
China.”
EmmaBoyde
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onmanagement
simon caulkin

u
nder the banner “The
world has changed,
the syllabus hasn’t”,
economics students at the
University of Manchester

have launched a “Post-Crash Economics
Society” to explore alternatives to the
neo-classical orthodoxy that still rules
most academic economics departments.
Similar movements have sprung up in
London, Paris, Berlin and Vancouver.
The students have drawn cautious
support from some senior faculty.

Until now there has been little
sign of similar movements in
business schools. “It is very strange
how, even as the dysfunctionality of
the management model becomes
increasingly apparent, its grip
tightens,” sighs one prominent UK
management professor.

The banks seem determined to
underline how the current model
has failed. In the UK, it has been
alleged that far from supporting
small businesses, RBS has been
pushing them to the brink so
that it can break them up or sell
them on. RBS has rejected the
allegation and instructed a law firm
to investigate the matter. However
it is one more item on a charge sheet
against the sector that includes sub-
prime mortgages, manipulating Libor
and foreign exchange rates, money
laundering and mis-selling products.

The smoking gun? “The most
dramatic empirical finding in corporate
governance in the aftermath of the
financial crisis is that the banks… that
got into the most trouble in 2008
were generally the ones with the most
shareholder-friendly executive pay and
governance arrangements [ie those that
comply with officially sanctioned best
practice]”, wrote Justin Fox, executive
editor, New York, of the Harvard
Business Review.

Under the surface something
may be stirring after all. One
reason is that current management

theory is essentially a sub-branch
of economics, so any challenge to
mainstream theories is likely to shift
the managerial furniture too. Fox notes
that “economists’ extremely
influential grip on…
the corporation may be
loosening” – which can only
be a good sign.

Many would argue that
where management has
gone wrong is in duplicating
just the strategy that left
economics speechless
when the crisis struck.

Confessing in his Nobel prize
acceptance lecture in 1974

that “as a profession
we have made a
mess of things”,
free-market
economist
Friedrich
von Hayek
attributed
the failure to
economists’
desire “to
imitate
as closely
as possible

the… physical
sciences”.
This was a

“pretence of knowledge…
which in our field can lead to

outright error”. Just
as economics was
deformed by physics
envy, so management
suffered the same
fate when it used
economics as its role
model for establishing
scientific legitimacy,
omitting anything that
cannot be quantified
and made subject to
scientific proof.

The results speak for
themselves. As another

Breaking the spell

f t. com / BU S i n e S S edUc at i on
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➔Management theory and corporate governance have been in the grip of economics for too long
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economist, John Kay, put it in 2010:
“It is hard to overstate the damage
done in the recent past by people who
thought they knew more about the

world than they really
did. The managers and
financiers who destroyed
great businesses in the
unsuccessful pursuit of
shareholder value… The
politicians who believed
they could improve public
services by the imposition
of multiple targets.” And
economists who thought

they had abolished the business cycle.
Loosening economics’ stranglehold

would allow theorists relieved of
their cultural cringe to develop a
managerial rather than economic
theory of management, one that above
all recognised it as a human technology
for application to human organisations.

A starting point would be to junk
ideology-based gloomy assumptions
about human nature, freeing
governance to focus on getting the best
out of people rather than preventing
them from doing their worst. And it
would accept the point made obvious
by the banking crisis that companies
cannot prosper at the expense of the
wider community but only when they
pay attention to all their stakeholders.

Fox suggests economists may not
be able to deliver this new framework.
So who could? Sociologists? Or how
about comedians? In November,
the Irish town of Kilkenny staged
a weekend of “Kilkenomics”, surely
the world’s first comedy economics
festival, in which audiences in the
town’s pubs participated in passionate
debates, moderated by comedians,
with big-name economists. The FT’s
Simon Kuper wrote that Kilkenomics
recalled the 1960s “teach-ins” on US
campuses. “It felt like democracy… It
may be a model for the world.” Now
there is an economics role model that
management really could follow.

Companies
cannot
prosper at the
expense of
the wider
community

God complex
“Economists were like
medieval priests who
had a special relationship
with God and spoke
in Latin to the average
punter, and said: ‘This is
way above your head.
Don’t worry about it.’”
– David McWilliams,
founder of Kilkenomics
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dean’s column
ILIAN MIHOV

I
met Ben Bernanke on my first
day at Princeton University in
1992. As a new PhD student
from a relatively poor country
–Bulgaria – I was fortunate that

the economics department had offered
me a full tuition waiver, a scholarship
and work as a research assistant before
classes started.

I was assigned to work for Professor
Bernanke. It turned out that this was
the start of my four-year employment
as a research assistant – circumstances
that resulted in a very rewarding
co-authorship with the future US
Federal Reserve chairman.

Ben helped me tremendously to
develop as an economist, and did
so with consideration and humility.
People in academia know that raw
talent is often wasted, stalled because
there is no mentor to guide it. Ben was
the best adviser one could wish for:
down to earth, demanding and willing
to promote his students and help them
achieve their potential. He was for me
the symbol of an academic who pushed
the frontiers of economic knowledge.

That is why it surprised me when
he said he might run for chairman
of the Federal Reserve. I could not
imagine how this softly spoken, calm
and detail-orientated academic would
survive in a politicised environment
that requires a constant media
presence. Plus, he would have to
wear a suit and tie every day.

Then came the financial crisis.
With the world’s largest economy in a
tailspin in 2008, politicians bickering
about the stimulus package and
constant criticism of bailouts (or the
lack of them), it seemed the global
economy was going to collapse.

Instead of caving to demands
to stand aside, Ben wrote a new
chapter of monetary economics,
not with a pen but through
his actions. He went beyond
simple quantitative easing by
unblocking credit channels

that had stopped working because of
fear, uncertainty, and lack of liquidity.
Without his bold actions, a depression
loomed for the world.

Critics were quick to
pounce on him. Figures
in the media demanded
the Fed be shut down. In
January 2009, students
told me investment
bankers with whom they
had worked were ready
to bet on hyperinflation
because of Ben’s policies. I
told them I would take the
other side of the bet at any time.

After the recovery started, I realised
Ben’s actions were linked to his areas
of expertise, which were exactly the
kind the world needed at that time.

To manage the crisis,
we needed someone
steeped in monetary
policy, someone who
profoundly understood
the Depression and the
macroeconomic dynamics
in Japan during the 1990s.
We needed someone
who comprehended
the mechanics and the
importance of credit.

In addition,
following
the brave
expansion of
the money
supply, the
markets
wanted a
chairman

Crisis management
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with impeccable credibility in terms
of controlling inflation. Ben fitted the
role perfectly – he wrote one of the
first books on inflation targeting. His

most-cited papers are on
monetary policy and the role
of credit, as well as scholarly
work on the Depression.
He even wrote one of the
most insightful articles on
Japan’s problems, in which
he proposed quantitative
easing.

During the crisis Ben
showed the ability to grasp

the dynamics of a rapidly deteriorating
economy and the imagination to think
creatively under fire. Understanding
what is going on and devising a
potential response, though, is only
part of the story. Implementing the
measures is a different challenge,
especially when entering uncharted
waters and while everyone is predicting
your policies will ruin the US economy.

Ben’s response reminded me of these
famous Rudyard Kipling lines:

If you can keep your head when all
about you
Are losing theirs and blaming it
on you,
If you can trust yourself when all
men doubt you,
But make allowance for their
doubting too…
There is a leadership lesson in this

story. First, you need the knowledge.
In a crisis, there is no way forward
without knowing your industry, your
business. You must also be willing
to listen to counsel and integrate
disparate data and information, yet act
with determination. Being prepared to
take risks, able to think outside textbook
prescriptions and ready to go beyond
what others have done are qualities that
become essential in dealing with the
most severe crises.When this knowledge,
determination and creativity are
combined with humility and humanity,
the leader becomes an inspiration.

He wrote a
new chapter
of monetary
economics
through his
actions
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Keeper of
the culture
JohnStumpf’sMinnesota farmupbringing and
part-timeMBAstudies informhis leadership style
atWells Fargo,wherehe sees his role as inspiring
trust in the bank’s 270,000 ‘teammembers’, writes
RichardWaters. Photographs by JamieKingham
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s chief
executive of Wells Fargo, John Stumpf is in charge of
the world’s biggest bank by stock market value at a time
when the financial services industry is still struggling to
repair its image in the wake of the financial crisis. But
he has a knack for evoking a time when banking was an
altogether more innocent pastime.

The world he conjures up – one of struggling up from
rural poverty, where family and a strong Catholic faith
prevail, and where sound personal values trump financial
engineering – sounds like the plot of a Frank Capra
movie starring James Stewart.

This, for instance, is Stumpf ’s explanation of why he
arrives at his desk by 5.30am: “I get up at 4.30, because
that’s what you do on the farm.” He adds: “I don’t think
you need to get up early in life, but most people I know
who are successful get up early.”

The farm in question is the 125 acres in Minnesota
where he grew up as the second of 11 children. The girls
slept in one bedroom, the boys in another. “We were very,
very poor,” he says, and bankruptcy was often a threat.

He credits his parents for instilling a work ethic and a
propensity for self-effacement that have had a formative
influence on his management style: “We never used
personal pronouns when I grew up – I, me, mine. They
were shunned…We learnt the value of sharing success,
and also sharing disappointment.”

Stumpf ’s journey from aMinnesota dairy and poultry
farm to the Wells Fargo executive suite in San Francisco
at times sounds like a Depression-era fairytale. But he
has imbibed the message of the internet age. “More than
anything else, we’re in the information business,” he says.
He lists Apple, Google and Amazon as the companies
he admires most, “because of what they’re doing to
influence how our customers think about retail services”.

He adds: “If Google can give them information
anywhere in the world in three nanoseconds, why can’t
I tell them what’s going on? If Apple builds things for
dummies, why can’t we? Why aren’t our products as
obvious and intuitive?”

Yet he brushes off suggestions that the banking
industry may face the same sort of digital disruption that
has swept through other information-based industries,
such as the media. He reports a conversation from

A
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soon after his move to San Francisco in 2002, when “a
very well-known leader in tech” – whom he refuses to
name – told him “that in five years we’d be gone”. Stumpf
says now: “The prediction of our death was overrated
and overstated.”

With his silver hair and easy patrician style, Stumpf,
who became chief executive six years ago, seems born to
the corner office. But his rise to the top of the banking
industry was far from ordained. After leaving school at
17 with poor grades and few prospects, he worked for a
year in a bakery. He later joined the Minneapolis-based
Norwest, which rode a wave of acquisitions – including
those of Wells Fargo (whose name it took) in 1998 and
Wachovia at the depths of the financial crisis a decade
later – to reach the top of the US banking industry.

The art of self-effacement:
Stumpf says his family
shunned the use of
personal pronouns,
teaching him ‘the value of
sharing success, and also
sharing disappointment’

For much of that time he was a lieutenant to Dick
Kovacevich, the former Norwest chief executive who used
tight operational discipline and effective dealmaking to
turn a small regional institution into a national leader. Of
his former boss, Stumpf says: “I would say he was the best
our industry produced in his generation.”

It would not have happened had it not been for a
“light-bulb” moment when, says Stumpf, he “fell in

‘More than anything else,we’re in the
informationbusiness… If Apple builds things
for dummies,whycan’twe?Whyaren’t our
products as obvious and intuitive?’
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love with the idea of education”. It began with a finance
degree at state college in nearby St Cloud – making him
the only one of six brothers to get a college education.
After moving into banking, he went on to take an MBA
at the University of Minnesota.

It was a gruelling three years at night school, with most
evenings, weekends and holidays spent studying, though
Stumpf recalls it as an inspiring mix that students on
full-time MBA programmes miss. “It was an intellectual
framework, and the coalescence of academic theory and
day-to-day practical application. It’s probably not for
everyone; it surely was for me – it changedmy life,” he says.

It is the practical, more than the theoretical, that has
stayed with Stumpf. He credits a tutor from his MBA
days with an insight that still “rings at the back of my
head” and helped to shape Stumpf ’s own approach to
management: “In trying to understand the framework
of a problem, too many of us want to get to the solving
part too early and you don’t spend enough time
understanding the framework the problem is set in.”

When applied to business meetings, he says,
the personal lesson he learnt is not to go in with a
preconceived view. “Frame it, understand it, bring other
people’s points of view in, and have the courage to be
unbiased – to be opinionated but unbiased,” he says.

Stumpf is complimentary about the training today’s
business schools dispense in areas such as technical
proficiency and ethics. But he sees graduates as raw
material, of value only if they fit into the strong group
culture he calls the “Wells Fargo tribe”.

“It only works if the elements of the person are
consistent with our culture. We like to say that when we
hire people, we don’t care what you know till we know
that you care,” he says.

I
n the modern banking industry, Stumpf ’s career
path almost looks like an anachronism. It was not
until 10 years after finishing his MBA that he and
his wife – whom he met in elementary school and
married while at college – left Minneapolis for a
role in Colorado. And when he moved on to Texas
to set up a new operation for the bank, it was only
the second time he had ever been to the state.

Stumpf ’s personal brand of folksy wisdom and smooth
assurance seems perfectly tailored for the post-crisis
financial world. He describes his job as chief executive as
“keeper of the culture”, and the art of good leadership as
inspiring trust in the bank’s 270,000 employees – whom
he insists on calling “teammembers”.

“People want to work for people who have a realistic
but optimistic view of the world,” he says. For personal
inspiration, he looks to books about figures such as
Thomas Aquinas, George Washington and Margaret
Thatcher, rather than modern business leaders.

A glimpse of the significance of Stumpf ’s affable
and accommodating manner comes as he discusses the
demands of working in a highly regulated industry: “It
takes a lot of skill, and patience – and understanding,
and collaboration with the regulatory [bodies]. We have
a lot of regulators.”

In this context, he explains why technology giants
such as Google and Apple will never take the plunge into
the financial industry. “They are looking for pieces of the
value chain,” he says. “What they will never want to be
is a financial services company. It’s a regulatory burden.
Never – they’ll stay far away from it, in my view.”

For relaxation, Stumpf plays around 100 hands of
bridge a week on OKbridge, an online network where
membership costs $99 a year. With typical self-effacement,
he dismisses his bridge skills, saying he “should be better.”
But he is good enough for an occasional online game with
investor Warren Buffett, his bank’s biggest shareholder.

Like Buffett, Stumpf also likes to carve out time during
his day to think. “I think when I walk,” he says, fishing
behind his desk for the black Nike trainers he wears for
six to seven miles of pavement-pounding on a typical day.

But he is anxious not to come across as the figurehead,
and is eager to put himself in the background: “This is
never about the CEO; it’s about the team – the star of the
team is the team – if there is a star.”

It is a formula that has worked, as Wells Fargo
has risen to the top of the US banking industry. With
nearly five years to go before Stumpf reaches the bank’s
retirement age of 65, the next question will be when, and
how, he takes that formula into international markets.

Western roots:
the original
Wells Fargo office
onMontgomery
Street, San
Francisco,
near the site
of the current
headquarters,
c.1853
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22 Dear Lucy...
FT readers consultLucyKellaway
onproblems fromabsorbing too
much (food) culturewhile studying
abroad to a studentwho steamrollers
their classmates during groupwork

I moved from the UK to pursuemyMBA
in France so as to be part of another
culture. Some of this cultural
immersion is affectingmy waistline.
I cannot think of a better way to
start my day than with a pain au
chocolat, and to finish it with a slab
of camembert. I now have less time
to burn off these treats in the gym.
I’m not sure how French people stay
so slim, but this is not happening for
me. Please help.
I am troubled by your asking me this.

Losing weight is the easiest thing in the
world. There are two ways of doing it, and
neither is exactly secret. Either you eat less

or you exercise more. You ought not
to need an MBA from Insead (or
wherever you are) to work that

out. So if you don’t have time to go to the gym, then you
have to eat less. Instead of eating a massive, oozing slab
of camembert every night, make it a dainty sliver. The
reason French women stay so slim is that they don’t eat
greedy British portions.

Wedo a lot of group work on theMBA and there is a
person whose attitude disturbs some of us. They have
great difficulty in accepting others’ ideas and, as such,
make people feel bad. At the end, the work reflects
only this person’s “personality”. They seem unaware
and I would like to give some feedback but want to
avoid conflict as we will be studying together for many
months. Should I raise thematter and, if so, how?
No, don’t raise it. There is absolutely no point: these
are deep flaws in your classmate’s character and will
not be changed by a fellow student pointing them out.
All that will happen is that this person will conclude they
were justified in making you feel bad, and redouble their
efforts in the future. Instead, what you need to do is to
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be more assertive/belligerent/manipulative so that
you and the rest of the group don’t get steamrollered.
They are in a minority of one and there are a lot of you, so
if your projects reflect only his work, that shows the real
problem is not that they are belligerent; it is that the rest
of you are walkovers.

My best friend was onmyMBA programme a few
years ago. One of the classes has changed very

little since he was here and he has tipped
me off a lot aboutwhatwewill be studying
and how to handle it. My classmates
think I am a genius – which is nice.
How likely is it I will be found out?
I assume that they have no reason to

connect you to the friend who did the
classes a few years ago, in which case

there is very little danger that they
will rumble you directly. However,

it is quite likely that they will
notice that something odd is

going on, especially if your
performance in all your

other classes is clueless.
To be a genius in one

class and a dolt in all
the others looks very

fishy indeed. In
any case, I’m not

sure how much
this low-grade
cheating will

help you in
the long
run. Being
tipped
off about

what is in
the lessons only

gets you so far. To
get a good mark in the

end surely requires some
mastery of the material. If it

doesn’t, then all of you are wasting
your time.

I am fully committed to theMBA, but
I have other priorities too. Also, how I

managemy time is different.While some people
like to have the weekends to work, I prefer to do

the hard work during the week (until late if necessary)

and leave the weekends free, not readingMBA emails.
How should I get it across tomy groups that this
doesn’t interfere with the quality of my work?
When I went to university in the UK some 30 years ago,
we had the reverse problem. The aim was to appear to
do no work at all and yet still to get top marks. That
meant doing a good deal of serious swotting in secret,
while making a huge song and dance of any non-work
things you were also up to. I suggest you see if this long-
neglected wheeze still works. Be flagrant about never
touching a book at weekends; when you get great marks
for your work, get one up on your colleagues by calmly
telling them that the key to success is not to work longer
but to work smarter.

I was supposed to complete a paper for my team as
part of our class assignment. However, I told them
I was ill and went to the cinema instead. Now I feel
horribly guilty, especially as they have all been kind to
me. Should I confess or keep quiet?
Don’t even think of confessing. If you do, they will be
despise you and rightly consider you a shirker, a liar and

an all-round attention-seeker. The scale of your guilt
following a minor misdemeanour shows you are a decent
sort who isn’t made to skive and lie. To assuage your
conscience, work harder next time. Take on more than
your share, then tell yourself that you are quits and that
your guilt can stop bothering you.

A classmate of mine is very attractive but shows no
interest inme at all. I can’t concentrate around him.
Any suggestions?
Go and sit somewhere else. If he shows no interest in you,
that is almost certainly because he has no interest in you.
It seems you have tried the usual strategy of trying to get
on with your work instead, but found that discounted
cash flows are a feeble weapon against a serious object
of desire. It leaves you no option but to put yourself
as far away as possible so that he is not there, looking
irresistible, every time you raise your head.

Lucy Kellaway is an FT associate editor and management
columnist and writes the weekly Dear Lucy advice column

Be flagrant about never touching a book at
weekends.Whenyouget greatmarks, calmly
tell your colleagues that the key to success is
not towork longer but towork smarter
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Is it worth it?
AnMBA is thedoor to abigger salary
and fantastic networking, say the
business schools. But the reality is
oftennot as rosy,writesEmmaBoyde

rospective students in their thousands
pore over rankings tables when they research the relative
merits of Mba programmes. if they decide to enrol, and
eventually complete the course, they will join millions
of graduates. but evidence suggests many students are
misguided in their belief that an Mba will transform
their prospects. indeed, it appears many are being
encouraged to take on student debt they might never be
able to repay.

“a degree has value only if the degree is scarce, and
the Mba is completely unscarce,” says Jeffrey Pfeffer,
professor of organisational behaviour at stanford
graduate school of business.

Prof Pfeffer has published on a wide range of topics
but is well known for taking on the industry in which
he works – business education. he argues that schools’
reputations have suffered from promoting themselves
as a route to enhanced future salaries. the professor has
been pointing out for a decade that the value of a degree
is linked to the prestige of an institution rather than what
it teaches – but few people have been listening.

“People don’t hear what they don’t want to hear,” he
says, adding that he nonetheless believes that unless you go
to an elite school – by which he means one ranked in the
top 15 worldwide – anMba is a complete waste of money.

For some the penny has dropped. Mariana Zanetti
did an Mba about 10 years ago at ie business school
in spain – a school that would qualify, using Prof
Pfeffer’s definition, as an elite institution. however, she
believes the Mba had no relevance to her subsequent
career progress, which she attributes to her previous
achievements and personal qualities.

P she has self-published a book, The MBA Bubble, in
which she condemns Mbas as ruinous investments
and discusses the ethics of schools promising particular
salaries to graduates as part of their marketing tactics.

“the schools don’t help a lot in getting your next job,”
declares Zanetti. she says when she found a position
after completing her Mba, the only thing her new
employer was interested in was the job she had before
doing the course – the Mba itself made no difference.
to add insult to injury, she earned no more than in her
previous position, and took home fewer benefits.

Zanetti’s story and her book sparked a lively debate
and not everyone agrees with her. but she says she would
not expect agreement. People, she says, tend to “answer
with their egos”. if individuals have done an Mba, it
becomes part of their “brand” and they do not wish to
damage that brand.

“but i don’t think it’s the Mba that adds the value –
it’s the selection process that makes the difference,” she
says. she would even recommend getting a place at a top
school and turning it down to prove you were of a high
calibre without wasting money. “i get messages from
people who have already graduated from business schools
saying ‘thank you for writing this book’,” she says.

among them might be the likes of Nicole Drown,
who graduated from tiffin university with an Mba in
2010. tiffin’s website says students can study online or
at its campuses in ohio or Romania. students do not
need the graduate Record examinations or graduate
Management admission test for admission and the
entire course costs a modest $25,200.

Costs can mount, however. Drown, 43, who also
completed an undergraduate degree at tiffin, now finds
herself with debt of more than $80,000 but earns only
a third of that a year because she cannot find a higher-
paying job. “i was hoping to get into a different role, not
sales again,” she says.

she does not think she will ever be able to repay
her loan. “this sounds horrible, but an Mba means
nothing,” she says, adding: “We were promised a pot of
gold at the end of the education rainbow, but the pot

Life in the bubble:
Mariana Zanetti,
opposite, says
MBAs are
ruinously
expensive and
add little value to
one’s career
prospects➤
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of gold does not exist.” Despite everything, she maintains
she does not regret doing her Mba and believes it is a
good qualification. Nonetheless, she has found networking
opportunities from her Mba to be rather limited.

A
mir Muradali, who attended the
well-regarded though not top-ranking
Queen’s school of business in Kingston,
Canada, understands the importance
of networking. he gained his Mba
in 2006 and through the Queen’s
alumni network was able to find a very
satisfactory role working for ibM, the

technology group, in the oil and gas industry. he is now
running his own business and wishes to build connections
with Mba alumni from other institutions.

Muradali has also set up the association of Mbas in
Canada because he wants to help graduates tackle the
problems they face. “a lot of Mbas in Canada feel they are
not valued at work. there is very little understanding of the
nuances of an Mba,” he says. “the challenge employers are
finding is that there are so many Mbas to choose from.”

Muradali reckons he will be repaying his Mba loan for
another eight years, giving a total repayment term of 15 years.
Despite the difficulties he faces, he says his only regret is the
corporate world’s apparent lack of recognition for Mbas.

Research indicates more than 100,000Mba degrees are
awarded annually in the us alone. however, as Prof Pfeffer
points out, no matter how many people do the degree,
the number of jobs remains relatively constant. logic
dictates large numbers of people will be disappointed.
he reiterates his view that an Mba is a waste of money
unless it is from an elite school. but he does not think
the attraction of the degree will ever wane. “i don’t think
people are going to get the message,” he says. “i don’t
see any change in behaviour whatsoever.”

Sceptical view:
Jeffrey Pfeffer,

left, believes
only the elite

business
schools offer

value for money

G
iven thehighprice of anMBAprogrammeat
a top-rankedbusiness school, it is surprising
what someof themoffer for free in the formof
massive openonline courses, orMoocs.

Hundreds of thousands of students have
enrolled onbusinessMoocs, attractedbyhigh-quality
content available to studyonline at their ownpace.Most
importantly, there is nothing to pay.

Six of the schools that offer theworld’s top 10 full-time
MBAprogrammes in the FT ranking alreadyhaveMoocs.

Coursera, the largestMoocplatform,hostsbusinesscourses
byChicagoBooth, Iese (above right), Stanford,Wharton
(above left) andYale.MIT Sloan,meanwhile, is launching
courses onEdX, theplatformco-foundedbyHarvard
University andMassachusetts Institute of Technology.

WhileMoocs remain standalone courses, rather than
beingpart of a unifiedprogramme, theUniversity of
Pennsylvania’sWharton School is the first leading school to
offer a suite of courses that duplicate coreMBAcontent.

TheWharton “foundation series” comprises four
introductorycourses incorporatefinance,financialaccounting,
marketing andoperationsmanagement. Each involves a
weeklyworkloadof up to eight hours, running for about nine
weeks. Content includes online video lectures and tests,
while online forumsallow interactionwith course instructors
and classmates – a broadly typical structure forMoocs.

Successful completionof each course earns a basic
certificate of accomplishment. For $49, students canobtain
a verified certificate linked to their online identity byopting
for Coursera’s “SignatureTrack”. However, these certificates
neither confer credit towards adegreenor represent any
recognised formof qualification. Like all business schools
offeringMoocs,Wharton emphasises that studentswho
complete the course arenot alumni of the school.

Besides indulging in the joyof learning,whydopeople
invest the time in completing aMooc? For thosepreparing
for anMBA, aMoocmaybe a free, convenientway todevelop
understanding of basic concepts, taking thepressure off
during the firstweeks at business school.

Considering the average tuition fees reportedby top 10
full-timeMBAschools are almost $115,000, a free sample of a
business school curriculummaybeworthyourwhile.

Adam Palin

‘A lot ofMBAs inCanada feel they are
not valued atwork. There is very little
understanding of thenuances of anMBA’

feature

The no-cost option
➔Moocs are starting to offer MBA content
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Popularmusichas alwaysbeen
fascinatedbymoneyandbig
business, their pleasures and sins.
PeterAspden looks at howsongs
over theyearshave swungbetween
protest and shamelessmaterialism I

t was a strangely dressed supergroup
from Sweden who put it most
succinctly: “Money, money, money,
Must be funny, In the rich man’s
world. Money, money, money, Always
sunny, In the rich man’s world.”

The song topped the UK charts in the
autumn of 1976, in ironic counterpoint
to the draconian measures announced
by the International Monetary Fund as
its condition for bailing out Britain’s
ailing economy.

Music was not always so out of
tune with the national mood. It is
hard to imagine in the ostentatious,
bling-ridden world of contemporary
culture today, but it was poverty and
depression that spawned the songs
that would lay the foundations of
popular music. In the early years of the

20th century, the urban blues recounted the suffering of
a long-oppressed race, while in America’s heartland, folk
music lamented the tribulations of peasant life.

Blues to bling

$$$$
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Moneyspinners,
below from left:
GoldDiggers of
1933,Woody
Guthrie, The
Beatles, David
Geffen and Joni
Mitchell, Abba,
the Pet Shop
Boys,Madonna,
KanyeWest

Most of the music came from the heart, concentrating
on the devastating effects of debt and unemployment;
but there was the odd song that knew who to blame
too. “When the bugs get your cotton, the times they are
rotten, I’m jolly banker, jolly banker am I,” sang Woody
Guthrie with rapacious sarcasm in 1940 as he recalled the
Depression. “I’ll come down and help you, I’ll rake you
and scalp you, Singin’ I’m jolly banker, jolly banker am I.”

For every protest-singing troubadour, however,
there were cultural manipulators who were beginning
to understand how to use music to lift the national
mood. The chorus of Gold Diggers of 1933, staged with
rapturous, though not entirely justified, optimism by
Busby Berkeley, was Hollywood dismissing the Dust
Bowl downers: “We’re in the money, We’re in the money;
We’ve got a lot of what it takes to get along! We’re in the
money, The sky is sunny; Old Man Depression, you are
through, You done us wrong!”

Guthrie’s lamentations were not the most
sophisticated analysis of US business
practice, but they established a
tradition of critique that caught fire
during the counter-cultural

movements of the 1960s. Bob Dylan’s withering, and
immeasurably more artful, updating of the singer-
songwriter’s banker-bashing caught youthful
imaginations, as anti-capitalism became a fashionable
lifestyle pose.

But the 1960s were also nothing if not concerned with
self-gratification. On the other side of the Atlantic, The
Beatles, the greatest pop group of them all, showed their
contempt for materialism with the jauntily romantic
“Can’t Buy Me Love”. “I may not have a lot to give, but
what I got I’ll give to you,” sang Paul McCartney, the man
who would, in late middle age, become embroiled in one
of the messiest of modern divorce disputes.

But no one really believed him. Baby boomers,
brought up in secure and relatively prosperous
circumstances, were frank in their pursuit of material
gain. The Beatles’ cover of the sizzling Motown classic
“Money (That’s What I Want)” hit the bullseye, John

Lennon’s avaricious sneer speaking
for a generation that was not
willing to wait for what it
considered to be its due
reward. “If you get ➤
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too cold, I’ll tax the heat,” sang George Harrison in his
laconic and self-serving “Taxman”, anticipating a debate
that continues to obsess politicians to this day.

Of course there were the hippies. The 1970s saw the
counter-culture retreat to havens such as California’s
Laurel Canyon, where articulate young songwriters cast
beautifully crafted aspersions on the grubby business of
money making. Jackson Browne declared himself caught
“between the longing for love, And the struggle for the
legal tender” in “The Pretender”, skilfully delineating
that space “where the ads take aim and lay their claim,
To the heart and the soul of the spender”.

It took the greatest of the West Coast songwriters,
Joni Mitchell, to write about what was happening
right in front of her: the agents, managers and record
company executives getting extremely rich on the backs
of their idealistic young charges. They were “stoking
the star maker machinery behind the popular song”,
sang Mitchell in “Free Man in Paris”, a breeze of a song
generally reckoned to have been written about David
Geffen, the founder of Asylum Records and magnate-
to-be. Can any business figure claim to have been the
subject of such a gorgeous piece of music?

In the 1980s, greed became good and pop music
lost its introspection and joined the party. “I’ve got the
brains, you’ve got the looks, Let’s make lots of money,”
sang the Pet Shop Boys, with a certain archness that
suggested they weren’t being
entirely

serious. Neil Tennant’s deadpan delivery was cool and
calculated: “You can tell I’m educated, I studied at the
Sorbonne, Doctored in mathematics, I could have been a
don, I can program a computer, choose the perfect time,
If you’ve got the inclination, I have got the crime.”

Here was the voice of a decade that was in fact rather
flip about money making, perhaps because it seemed so
easy. Even the most anthemic songs of the 1980s laced
their intentions with an ironic edge. Here is Madonna’s
“Material Girl”: “They can beg and they can plead, But
they can’t see the light, that’s right, ’Cause the boy with
the cold hard cash, Is always Mister Right.” Even as she
sang the words, it was clear this was a woman who would
have no need whatsoever for a Mister Right.

T
wo things have happened to pop
music’s attitude to money since those
nakedly grasping times. The first is
that even the wealthiest pop stars
have shed their inhibitions in writing
about the woes of being rich. Far
from alienating their less fortunately
endowed fans, whinging about wealth
seems to excite them all the more.

Rap star Kanye West, for instance, warns of the perils
of divorce settlements in “Gold Digger”: “She went
to the doctor got lypo with your money, She walking
around looking like Michael with your money, She take
my money when I’m in need, Yeah she’s a trifling friend
indeed, Oh she’s a gold digger way over town, That digs
on me.” We are a long way indeed from “I may not have a
lot to give, but what I got I’ll give to you”.

Rap and hip-hop have emulated rock in moving away
from social critique, indulging instead in the shameless
worship of material gain. Although some may find
it odious, it is impossible not to admire the playful
verbal inventiveness of songs such as “Billionaire” by
Travie McCoy, featuring Bruno Mars: “I’ll be playing
basketball with the president, Dunking on his
delegates, Then I’ll compliment him on his political
etiquette, Toss a couple milli in the air just for the heck
of it… And yeah I’ll be in a whole new tax bracket, We
in recession but let me take a crack at it.”

The other significant development of recent years
is the use of rock music as a motivational tool for a
generation of businesspeople who have grown up
with the bombastics of MTV and arena concerts.
Motivational speaker Darnyelle A. Jervey has
compiled an “entrepreneurs’ playlist” to help stoke
the flames of their daily money making.

“In my office on any given day, I can erupt into
a ‘praise party’ or what we call a ‘shake your booty
break’ at my live events,” says Jervey. “It’s just
time to stop, feel the music, get the courage and
inspiration to keep moving.” Not only is popular
music failing to comment with any acuity on
what is happening in the business world, it has
become part of business itself, its muscular riffs
celebrating the rich man’s world, where it is
always sunny.
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Slam dunkers:
Bruno Mars and

Travie McCoy,
whose song

“Billionaire” might
be odious to some
but is undeniably

verbally inventive
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Howstudentsdress saysa lot about
who theyareandwhatkindof job
theyultimatelywant, but this tribal
self-selection through fashionvaries
fromschool to school andeven
within intakes, saysElizabethPaton

very student embarking
on an MBA knows that what you learn in the classroom
or lecture hall is a small portion of the overall experience.

For many, potential networking opportunities with
contemporaries and alumni are near the top of their lists
when choosing a school. And when it comes to making
a first impression, the clothes in which you present
yourself play an important part in expressing not only
who you are and the people you surround yourself with
but also the kind of job you are seeking.

“As soon as I arrived at Harvard Business School,
I was immediately struck by how everyone seemed
inordinately intentional about the way they presented
themselves on campus,” says Raamin Mostaghimi,
a second-year student who writes a regular satirical
column in The Harbus, the student newspaper.

“No one retains the slouch or insouciance of their
undergraduate years; the majority of B-schoolers will
have had a few years in the working world, are highly
ambitious and have had time to hone exactly what style
works best for them. They know that clothing counts.”

Mostaghimi adds that this does not mean the
pavements of Boston are becoming catwalks of sartorial
creativity or innovation – there are other schools for
that – and that there are reasons that the stereotypes
continue to exist. A recent piece by Mostaghimi on

E
MBA chic

➤
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34 in mind. Students often go to great lengths to dissociate
themselves from the clean-cut, tailored style traditionally
favoured on the east coast.

“It’s exactly as you’d expect – hordes of fantastically
smart alpha types in the least chilled-out
competition ever about who can look the most
nonchalant and relaxed,” says one British student

with aspirations to enter the tech world.
He says the school is awash with a casual

uniform of lululemon shorts for women,
Patagonia fleeces, flip flops and backpacks

from day one – even later down the line when it
comes to high-stakes job interviews, where suits
continue to be a cultural no-no. “whatever MBA
school you attend, if you’re savvy then you’ll dress the
part for the job you want – just as you would in the
real world – following the style and practices of the
professional environment you choose to enter.”

Bertrand Nicoli, a second-year student at
New York university, agrees. “I notice parallels
between people’s clothing choices and the
school clubs they join,” he notes of female
students – be it the immaculately presented

participants in top brands from the
luxury and retail society, besuited
aspirant bankers or entrepreneurial
types who favour the Brooklyn

“hipster” aesthetic.
Nicoli stresses that a significant proportion

of his class intake are well turned out and presentable
without being stylish. “In an ideal world, perhaps there
are some of us who feel judgment should rest on ideas
and intelligence and not how you look.”

In the steamy climate at Insead’s Singapore campus,
many seem to take that ethos to the extreme, with de
facto classroom garb revolving around polo and T-shirts,
boardshorts and sun dresses. A similarly informal dress
code exists back in Fontainebleau, near Paris.

“Although europeans are considered the most
fashion-conscious students in uS schools, ironically
everyone here is remarkably low-key when it comes
to a dress code,” says Alexander wrey, a student at
Fontainebleau. “Perhaps because we are such a diverse
multinational intake. Image construction really does
come fairly low on the agenda.”

George Grumbar, also studying at Insead, agrees. He
adds that people often wear corporate branded gear, but
mainly because it is free and plentiful.

“The only times I see people make a real effort in
terms of what they wear comes during ‘national weeks’,
when we celebrate the 80-odd cultures represented in
our intake by dressing in flag colours for classes. It can

look hilarious and lots of fun photos get taken.
of course people take their studies seriously,
but many are also willing to lighten up from
time to time – and that’s what unifies people
beyond any implicit ‘shared uniform’.”

the key unifying pieces of anMBA
dress code defined Harvard’s aesthetic as
“British peasant farmer couture”, including
waterproof boots and Burberry scarves.

“There has been and continues to be a
significant quota of those at the school who
look a lot like a preppy class reunion from
the 1970s, sporting head-to-toe Brooks
Brothers and with a penchant for collared
shirts, cashmere and eye-poppingly
bright [trousers],” he says of a look that
many graduates continue to favour
when they arrive in (or return to)
wall Street.

other students agree that
fashion statements are ameans
of tribal self-selection, where
classmates can distinguish who is
in – and out – of their elite coterie.

“Section fleeces – [school-branded]
‘stash’ pieces which indicate the smaller group
intake of the overall class you are in – are wildly popular,”
echoes a female classmate, who says 90 per cent of
students will buy a hoodie or windbreaker for about $150
each. “Initially they were worn as a bit of a joke, but they
quickly became part of many people’s daily wardrobes.
They weren’t just for the library, but for group trips in
restaurants or airports – there’s definitely an element of
statement power dressing and a reminder that we were
the chosen few.”

T
he era when a small yet infamous
proportion of women came to
business school to “husband hunt”
– or dressed that way – is long gone,
she adds. The majority of girls today
go for a casual Americana chic:
smart jeans, J crew knits, tailored
shifts and pumps. “You want to be
comfortable – it’s as simple as that,”

she says. “I’m never as smartly dressed as I was when I
worked in an office but I wouldn’t dream of rolling to
class in sweatpants.”

over in california at Stanford – and
at the very heart of Silicon
Valley – similar levels of effort
go into dressing for class but
with an entirely different strategy

‘It’s exactly as you’d expect – hordes
of fantastically smart alpha types
in the least chilled-out competition
ever aboutwhocan look themost
nonchalant and relaxed’
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T
he FT Global MBA ranking
and the English football
Premier League have one
thing in common. Pundits
may argue about who will

head the table, but most years there is
little doubt about the top five.

So it is for 2014: Harvard Business
School fended off competitors and
kept the crown it regained last year.
This is the fifth time Harvard has
topped the rankings since they began
in 1999. Stanford Graduate School
of Business remained second, while
London Business School leapfrogged
the Wharton school at the University
of Pennsylvania, pushing the latter into
fourth place. Columbia
Business School and
Insead are joint fifth.

The FT ranking is
based on two surveys
of the business schools
and their alumni who
graduated in 2010.
MBA programmes are
assessed according to
the career progression of their alumni,
the school’s idea generation and the
diversity of students and faculty.

Harvard leads the field for idea
generation, coming first for research
and second for its doctoral programme.
The school’s alumni also boast the
second-highest average salary three
years after graduation (behind
Stanford) and above-average salary
increase. Harvard is also among the top
schools for career progression and its
MBA was the most highly commended
by graduates from other schools.

Harvard’s alumni praise a
“transformational experience” over the
two years of the programme. They also
particularly value the Harvard brand
and the strength of its alumni network.
“Harvard brings an amazing network
with instant credibility,” noted one
graduate. On the downside, another
graduate wished the programme had
been less US-centric.

f t. com / BU S i n e S S edUc at i on
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Big names dominate the top slots

B

One of the most notable climbers is
Yale School of Management, which rose
four places to 10th, its first appearance
in the top 10 in seven years. Other
strong performers are the Darden
school at the University of Virginia, up
eight places to 27th; and the Kenan-
Flagler school at the University of
North Carolina, up 12 to 32nd. The
Carlson school at the University of
Minnesota returns to the ranking in
54th place, and the highest new entrant
is the Indian Institute of Management
in Bangalore at 68.

Boston, Massachusetts, confirms
its position as education capital of the
world, with six schools in the top 100,

including Harvard (1st)
and MIT: Sloan (8th).
Hult International
Business School, the
Carroll school at Boston
College, the Olin school
at Babson College and
Boston University
School of Management
complete the set.

What is a typical MBA cohort? Most
(85 per cent) of those who started an
MBA five years ago were professionals
on an annual salary of $64,000.
Three-quarters were aged between 25
and 30. Women made up a third and
those from overseas half. The main
motivation was to increase earnings.
Developing management skills came
second and networking third.

Nearly half of alumni surveyed (48
per cent) received no financial help and
faced average fees of $100,000. This
ignores income forgone during full-
time study. Half (49 per cent) received
a scholarship or sponsorship, and faced
only a third of the cost: $33,000.

Three years after graduation, the
average alumnus is a 33-year-old
senior manager or higher on a salary of
$127,000, thus doubling the pre-MBA
figure. More importantly, nine out of
10 think they have achieved their main
ambitions at this stage of their career.

Threeyearsafter
graduation, the
averagealumnus
isonasalaryof
$127,000

➔Harvard leads the field. ByLaurentOrtmans
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Financial TimesMBA 2014
➔ The top 100 full-time globalMBAprogrammes
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1 1 2 1 Harvard Business School US 2013 175,994 178,300 113 86 4 50 24 89 (100) 1

2 2 1 2 Stanford Graduate School of Business US 2010 182,054 184,566 100 99 1 2 14 89 (99) 2

3 4 4 4 London Business School UK 2010 155,624 156,553 107 84 12 3 27 95 (93) 4

4 3 3 3 University of Pennsylvania: Wharton US 2013 170,567 170,472 99 98 27 30 31 93 (93) 3

5= 5 5 5 Columbia Business School US 2014 165,898 164,181 116 93 39 53 23 90 (88) 8

5= 6 6 6 Insead France/ Singapore 2009 147,676 148,183 87 10 18 33 41 87 (93) 7

7 7 9 8 Iese Business School Spain 2014 141,873 143,168 125 65 5 4 61 90 (95) 18

8 9 7 8 MIT: Sloan US 2014 155,408 157,262 101 97 14 63 26 87 (100) 5

9 10 12 10 University of Chicago: Booth US 2012 156,623 156,004 100 94 46 16 2 91 (99) 9

10 14 20 15 Yale School of Management US 2013 149,790 150,880 114 83 20 5 32 85 (99) 17

11 12 14 12 University of California at Berkeley: Haas US 2012 148,500 149,487 91 90 31 14 8 92 (99) 10

12 19 13 15 IMD Switzerland 2009 142,582 142,446 72 3 7 1 1 78 (94) 16

13 11 8 11 IE Business School Spain 2014 142,832 146,933 112 34 19 59 91 91 (88) 28

14 8 10 11 Hong Kong UST Business School China 2011 124,880 125,060 139 38 36 34 79 72 (87) 38

15 13 16 15 Northwestern University: Kellogg US 2014 156,907 157,719 94 92 24 17 9 91 (99) 6

16 16 26 19 University of Cambridge: Judge UK 2012 145,622 144,350 92 8 10 7 35 87 (93) 47

17= 18 15 17 Duke University: Fuqua US 2012 139,630 141,772 100 88 63 42 19 87 (100) 11

17= 19 17 18 New York University: Stern US 2014 142,768 140,662 97 100 47 66 21 93 (95) 12

17= 15 24 19 Ceibs China 2014 128,034 127,117 156 51 11 54 74 90 (99) 33

20 16 19 18 Dartmouth College: Tuck US 2013 151,549 150,754 101 95 29 21 15 90 (100) 13

21 21 18 20 HEC Paris France 2014 120,055 120,016 104 28 23 12 68 89 (88) 27

22 22 33 26 Esade Business School Spain 2014 119,028 120,718 120 48 8 8 45 91 (89) 32

23= 24 20 22 University of Oxford: Saïd UK 2013 131,996 133,315 91 20 15 19 55 74 (94) 34

23= 30 29 27 University of Michigan: Ross US 2014 140,422 136,828 107 74 42 15 11 86 (95) 15

25 28 27 27 Warwick Business School UK 2010 117,570 119,121 87 18 61 6 47 83 (95) 42

26 23 32 27 UCLA: Anderson US 2012 138,254 140,712 97 91 56 61 29 85 (95) 24

27= 24 24 25 Cornell University: Johnson US 2012 137,534 136,707 103 85 51 46 17 89 (96) 23

27= 35 38 33 University of Virginia: Darden US 2014 141,337 142,131 104 82 60 31 6 89 (100) 19

29 31 37 32 University of Hong Kong China 2013 111,928 113,038 109 46 34 43 63 88 (74) 74

30 26 11 22 Indian Institute of Management, Ahmedabad India 2011 155,095 157,459 86 44 2 84 22 87 (100) 14

31 39 42 37 SDA Bocconi Italy 2014 114,512 112,901 112 24 62 49 42 84 (88) 62

32 36 23 30 National University of Singapore Business School Singapore 2012 91,583 91,358 147 37 67 51 78 93 (93) 45

33 45 56 45 University of North Carolina: Kenan-Flagler US 2011 124,399 124,669 101 66 52 56 37 91 (94) 26

34 43 35 37 Carnegie Mellon: Tepper US 2014 129,127 129,296 98 87 64 18 7 90 (100) 25

35 37 45 39 Rice University: Jones US 2014 117,517 118,473 120 78 72 22 13 94 (100) 52

36= 34 20 30 Indian School of Business India 2011 115,950 117,308 130 30 26 76 65 82 (100) 22

36= 40 43 40 Georgetown University: McDonough US 2010 124,350 124,990 98 89 55 25 30 88 (97) 37

38 32 34 35 Nanyang Business School Singapore 2011 94,736 96,202 112 12 40 89 71 84 (98) 65

39= 33 30 34 Rotterdam School of Management, Erasmus University Netherlands 2011 97,470 98,771 94 26 45 73 89 82 (99) 59

39= 46 51 45 University of Texas at Austin: McCombs US 2010 127,464 129,225 89 71 49 64 28 93 (97) 20

41= 40 38 40 City University: Cass UK 2012 109,768 110,260 76 36 6 55 58 74 (92) 71

41= 49 40 43 Emory University: Goizueta US 2010 120,863 122,468 103 72 65 9 25 96 (100) 36

43 29 31 34 Manchester Business School UK 2010 109,090 106,535 96 53 41 35 88 79 (84) 48

44 44 57 48 University of Illinois at Urbana-Champaign US 2010 111,686 112,482 111 49 66 77 85 85 (92) 77

45 51 66 54 Sungkyunkwan University GSB South Korea 2013 111,134 110,828 86 40 28 10 3 87 (98) 94

46 38 36 40 Cranfield School of Management UK 2013 117,822 120,941 75 22 43 62 69 88 (87) 41

47 54 46 49 Indiana University: Kelley US 2012 111,391 112,353 116 57 92 41 10 90 (94) 31

48 54 81 61 University of California at Irvine: Merage US 2011 106,924 106,764 100 63 99 68 60 89 (100) 80

49 42 46 46 Imperial College Business School UK 2013 104,208 103,604 68 42 9 20 75 84 (94) 56

50 50 58 53 University of Maryland: Smith US 2010 106,432 107,236 93 69 71 88 54 90 (99) 69
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Key to the 2014 ranking
Diversity Idea generation
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23 41 50 40 34 14 48 52 0 91 2 1 1

20 36 18 43 41 21 54 23 0 95 4 10 2

22 32 32 86 91 82 2 7 1 99 24 17 3

21 42 12 36 34 47 42 35 0 100 1 2 4

14 36 12 61 44 34 47 82 0 97 21 7 5

16 34 16 88 96 79 4 1 2 95 25 24 5

20 26 23 56 78 86 8 6 1 100 76 54 7

20 34 12 37 53 57 45 31 0 100 20 4 8

16 35 13 37 48 40 55 60 0 97 10 7 9

21 39 20 32 40 38 58 40 0 100 44 23 10

25 29 19 47 43 10 50 27 0 100 12 6 11

16 24 19 95 96 85 1 18 1 100 n/a 74 12

34 27 28 55 92 82 31 53 1 95 64 74 13

22 36 21 52 83 52 24 8 1 97 27 51 14

24 36 17 26 39 9 65 17 0 87 7 13 15

11 27 19 66 90 44 14 46 0 94 40 63 16

16 32 12 46 47 41 61 32 0 100 8 5 17

19 40 11 53 34 15 64 36 0 100 9 3 17

11 43 17 68 34 50 40 15 1 98 n/a 74 17

23 33 21 23 39 31 67 47 0 100 n/a 17 20

26 24 10 66 88 65 5 9 1 100 36 51 21

31 29 18 35 94 82 6 5 1 92 56 88 22

17 28 40 58 96 60 15 39 0 98 35 54 23

25 33 16 37 32 16 63 51 0 91 15 13 23

36 30 12 76 93 12 21 64 1 99 17 54 25

19 34 19 45 31 12 81 63 0 100 34 28 26

20 31 17 39 38 31 72 44 0 91 45 36 27

22 30 19 15 36 10 73 72 0 97 85 48 27

27 48 33 39 66 67 25 4 1 94 50 65 29

14 13 18 1 7 9 34 66 0 98 63 97 30

36 30 31 27 71 69 28 12 0 89 23 71 31

34 25 14 57 90 29 10 19 0 89 70 54 32

26 27 16 35 29 30 78 45 0 89 37 10 33

19 21 12 40 43 18 76 87 0 95 32 42 34

27 37 19 29 32 0 80 96 0 93 n/a 33 35

20 25 6 20 2 59 52 79 0 100 n/a 65 36

29 30 15 32 44 12 82 57 0 100 n/a 33 36

35 35 21 65 86 58 22 34 0 96 61 65 38

18 33 29 42 94 29 11 76 1 100 33 28 39

26 26 12 31 20 2 90 50 0 87 16 13 39

29 36 38 70 84 46 29 61 0 96 42 54 41

23 24 24 19 43 2 68 54 0 92 66 36 41

31 32 23 36 88 15 17 22 0 88 3 88 43

22 32 19 16 52 2 70 49 0 98 31 36 44

15 33 29 55 38 79 43 14 1 100 n/a 80 45

28 24 19 49 81 31 13 55 1 93 41 95 46

22 25 21 26 36 4 86 68 0 81 58 17 47

47 39 19 31 56 5 59 71 0 95 54 28 48

30 29 38 86 65 50 32 81 0 96 46 40 49

31 37 17 35 30 9 74 89 0 98 11 24 50

Weights for ranking criteria are shown
in brackets as a percentage of the
overall ranking.

Audit year: indicates the most recent
year that KPMG audited the school,
applying specified audit procedures
relating to data submitted towards the
ranking.
Salary today: average alumnus salary
three years after graduation, US$ PPP
equivalent (see methodology, p43).
this figure is not used in the ranking.†
Weighted salary (20): average alumnus
salary three years after graduation,
US$ PPP equivalent, with adjustment
for variations between sectors.†
Salary increase (20): average difference
in alumnus salary before the Mba to
now. Half of this figure is calculated
according to the absolute salary
increase, and half according to the
percentage increase relative to pre-
Mba salary – the “salary percentage
increase” figure published in the table.
Value for money (3): calculated using
salary today, course length, fees and
other costs, including lost income
during the Mba.
Career progress (3): calculated
according to changes in the level of
seniority and the size of company
alumni are working in now, compared
with before their Mba.†
Aims achieved (3): the extent to which
alumni fulfilled their stated goals or
reasons for doing an Mba.†
Placement success (2): effectiveness of
the school careers service in supporting
student recruitment, as rated by their
alumni.†
Employed at three months (2):
percentage of the most recent
graduating class who had found
employment or accepted a job offer
within three months of completing
their studies. the figure in brackets
is the percentage of the class for
which the school was able to provide
employment data, and is used to
calculate the school’s final score in this
category.
Alumni recommend (2): calculated
according to selection by alumni of
three schools from which they would
recruit Mba graduates.†
Female faculty (2): percentage of
female faculty. For the three gender-
related criteria, schools with a 50:50
(male/female) composition receive the
highest possible score.

Female students (2): percentage of
female students on the full-time Mba.
Women board (1): percentage of female
members on the school’s advisory
board.
International faculty (4): calculated
according to the diversity of faculty by
citizenship and the percentage whose
citizenship differs from their country of
employment – the figure published in
the table.
International students (4): calculated
according to the diversity of current
Mba students by citizenship and the
percentage whose citizenship differs
from the country in which they study –
the figure published in the table.
International board (2): percentage
of the board whose citizenship differs
from the country in which the school
is based.
International mobility (6): calculated
according to whether alumni worked
in different countries pre-Mba, on
graduation and three years after
graduation.
International course experience
(3): calculated according to whether
the most recent graduating Mba
class completed exchanges, research
projects, study tours and company
internships in countries other than
where the school is based.
Languages (1): number of extra
languages required on completion of
the Mba.
Faculty with doctorates (5): percentage
of full-time faculty with a doctoral
degree.
FT doctoral rank (5): calculated
according to the number of doctoral
graduates from each business school
during the past three years. extra
points are awarded if these graduates
took up faculty positions at one of the
top 50 full-time Mba schools of 2013.
FT research rank (10): calculated
according to the number of articles
published by each school’s current
full-time faculty members in 45
selected academic and practitioner
journals between January 2011 and
October 2013. the rank combines the
absolute number of publications with
the number weighted relative to the
faculty’s size.
† Includes data for the current year and
the one or two preceding years where
available

FOOTNOTE: see page 43
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51 46 44 47 University of Toronto: Rotman Canada 2010 89,144 90,304 85 61 97 65 94 76 (100) 29

52= 62 77 64 Michigan State University: Broad US 2014 107,025 107,808 106 56 80 45 4 93 (100) 54

52= 61 - - The Lisbon MBA Portugal 2014 123,062 123,062 82 2 38 82 90 68 (97) 96

54 - 72 - University of Minnesota: Carlson US 2014 110,390 110,390 95 70 35 13 46 84 (91) 76

55 59 49 54 University of Rochester: Simon US 2011 107,870 110,607 115 76 82 70 39 91 (87) 83

56 68 59 61 Purdue University: Krannert US 2010 106,266 106,320 109 31 85 86 59 91 (99) 60

57 66 54 59 Peking University: Guanghua China 2013 83,132 81,914 151 35 30 85 12 98 (94) 66

58 78 73 70 University of Washington: Foster US 2010 106,555 106,632 96 54 90 71 34 96 (100) 72

59= 53 61 58 Vanderbilt University: Owen US 2014 117,071 117,484 92 80 57 23 33 93 (96) 49

59= 74 54 62 University of Cape Town GSB South Africa 2013 141,675 140,069 79 11 13 92 99 71 (97) 87

61 57 65 61 Hult International Business School US/ UK/ UAE/ China 2010 104,576 105,844 91 39 33 52 93 85 (90) 91

62= 48 41 50 Australian Graduate School of Management (AGSM) Australia 2011 109,462 111,280 72 33 79 11 80 69 (78) 64

62= 77 49 63 Pennsylvania State University: Smeal US 2012 105,324 105,988 117 52 70 97 44 75 (100) 53

64 54 61 60 Washington University: Olin US 2010 106,798 107,556 96 75 98 74 48 96 (97) 75

65 82 61 69 University of Southern California: Marshall US 2010 121,038 122,308 84 96 73 28 16 80 (91) 44

66= 52 59 59 York University: Schulich Canada 2014 86,821 89,332 88 27 89 93 96 88 (93) 40

66= 69 - - Mannheim Business School Germany 2014 97,962 97,962 73 7 88 69 70 96 (94) 81

68= 62 46 59 Melbourne Business School Australia 2011 100,888 102,068 68 16 96 40 97 88 (95) 61

68= - - - Indian Institute of Management, Bangalore India 125,249 125,249 81 50 3 96 98 96 (97) 21

70 72 66 69 Ohio State University: Fisher US 2010 102,453 102,899 99 64 84 57 40 92 (97) 58

71 59 74 68 Georgia Institute of Technology: Scheller US 2012 107,106 108,033 93 60 78 32 5 96 (100) 57

72 57 82 70 University of British Columbia: Sauder Canada 2011 89,135 88,881 81 29 58 79 83 66 (100) 70

73 87 - - University of Strathclyde Business School UK 2010 94,412 95,716 81 4 21 72 56 94 (61) 97

74 64 - - Tilburg University, TiasNimbas Netherlands 2012 89,848 89,848 84 13 91 94 100 76 (94) 100

75= 69 51 65 Texas A & M University: Mays US 2014 108,333 108,699 99 19 86 58 82 90 (100) 55

75= 95 77 82 Boston University School of Management US 2013 107,938 108,256 93 77 44 60 73 90 (92) 39

77= 71 71 73 Lancaster University Management School UK 2013 88,777 89,009 86 5 50 24 52 61 (98) 79

77= - - - Shanghai Jiao Tong University: Antai China 2014 84,890 84,890 166 32 53 100 62 100 (96) 93

79 66 51 65 Coppead Brazil 2013 85,588 88,256 138 1 95 27 51 27 (100) 90

80 - 83 - University of Pittsburgh: Katz US 2009 86,444 86,410 132 47 76 80 72 87 (97) 94

81 91 74 82 Wisconsin School of Business US 2014 111,037 110,338 104 45 100 26 18 89 (100) 63

82 93 69 81 Boston College: Carroll US 2014 109,785 109,614 87 62 68 39 67 81 (94) 50

83 89 - - Fudan University School of Management China 2014 76,140 76,140 163 21 59 99 43 99 (100) 86

84= 76 61 74 McGill University: Desautels Canada 2014 90,331 89,604 81 55 74 67 81 75 (95) 43

84= 72 - - University of Bath School of Management UK 2014 92,676 92,676 55 41 17 95 64 91 (85) 99

84= 95 - - University of California, San Diego: Rady US 98,258 98,258 77 79 25 75 36 83 (100) 82

87 87 - - Arizona State University: Carey US 2010 100,203 100,203 94 58 93 44 20 91 (100) 51

88 82 93 88 University of St Gallen Switzerland 2013 103,131 102,158 65 9 54 47 66 89 (88) 68

89= 78 68 78 Western University: Ivey Canada 2013 97,076 99,072 71 43 75 81 38 83 (97) 35

89= - - - ESMT - European School of Mgt and Technology Germany 89,172 89,172 60 6 77 90 50 85 (100) 88

91 64 86 80 University College Dublin: Smurfit Ireland 2012 103,929 105,384 63 14 32 98 84 93 (92) 98

92 81 - - Tulane University: Freeman US 2011 97,962 97,962 111 73 69 83 95 88 (81) 78

93 - 98 - Brigham Young University: Marriott US 2008 107,997 108,549 108 25 83 37 57 95 (100) 46

94 - 80 - Wake Forest University: Babcock US 2010 103,696 103,696 120 59 94 29 49 88 (100) 73

95= 80 100 92 Babson College: Olin US 2013 109,118 108,694 85 67 16 48 87 82 (88) 30

95= 92 - - EMLyon Business School France 2009 93,356 93,356 62 15 37 78 77 83 (88) 85

97 - 94 - Durham University Business School UK 2012 87,350 86,887 55 23 22 91 86 89 (93) 92

98 - - - University of California, Davis US 2011 96,864 96,864 68 81 81 87 76 95 (98) 84

99 84 79 87 George Washington University US 2011 98,786 98,374 83 68 87 36 53 85 (85) 67

100 84 70 85 Vlerick Business School Belgium 2011 89,213 90,831 66 17 48 38 92 65 (97) 89

f t. com / BU S i n e S S edUc at i on
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24 29 41 73 49 53 39 58 0 98 6 9 51

33 30 30 20 37 5 71 94 0 90 68 42 52

35 22 33 25 24 0 26 3 0 91 82 95 52

30 31 28 24 28 6 66 84 0 82 48 12 54

18 31 11 25 63 14 62 86 0 87 69 42 55

26 22 18 28 45 24 56 48 0 91 39 54 56

23 35 5 13 26 82 92 37 1 92 18 80 57

30 34 24 19 42 11 89 80 0 91 30 24 58

17 31 9 21 23 6 97 78 0 100 83 42 59

30 18 20 49 37 44 46 26 0 73 86 97 59

28 32 20 73 95 80 12 2 0 64 n/a 97 61

16 27 16 50 80 24 7 25 0 91 75 65 62

22 35 18 22 42 0 53 90 0 82 43 40 62

17 27 12 45 38 2 85 74 0 94 79 17 64

27 30 10 32 28 7 91 83 0 83 49 28 65

30 30 20 64 77 55 35 16 0 99 71 33 66

26 38 20 10 80 20 20 21 0 100 22 65 66

27 27 20 60 81 27 16 10 0 94 72 54 68

20 11 6 6 0 0 44 66 0 100 47 93 68

28 30 16 28 31 4 69 38 0 83 60 17 70

22 31 6 35 29 2 87 95 0 85 73 28 71

22 24 21 79 67 21 33 41 0 98 38 24 72

36 44 35 33 100 35 19 42 0 79 57 83 73

21 50 17 47 100 0 18 24 0 94 14 71 74

39 29 11 16 29 6 77 91 0 79 62 42 75

30 35 8 35 37 62 79 92 0 82 80 51 75

28 47 25 45 88 31 30 65 0 88 19 83 77

29 32 11 3 7 37 99 20 1 90 5 88 77

42 40 30 19 27 40 98 13 1 100 84 97 79

28 31 10 17 43 3 49 100 0 91 53 54 80

23 33 21 22 14 4 94 75 0 81 67 65 81

36 31 8 20 31 3 84 93 0 86 55 36 82

30 48 4 7 17 41 100 33 1 94 13 88 83

34 35 17 74 77 27 36 29 0 91 65 48 84

36 53 31 60 88 12 38 77 0 99 29 54 84

29 28 20 54 39 23 88 98 0 96 n/a 17 84

25 29 5 26 32 0 60 99 0 87 26 42 87

10 30 50 79 95 50 3 30 1 72 78 82 88

26 26 15 64 36 29 51 62 0 99 51 48 89

27 40 30 82 89 10 23 59 0 100 n/a 63 89

26 19 18 50 56 54 37 85 0 100 52 74 91

36 34 11 34 53 27 83 70 0 87 81 74 92

8 21 7 2 16 8 93 88 0 90 n/a 71 93

25 25 15 6 12 10 95 73 0 92 n/a 83 94

29 34 15 17 67 12 57 69 0 83 n/a 88 95

34 62 11 52 88 89 41 11 0 99 74 83 95

39 52 44 61 82 39 27 43 1 96 28 93 97

41 39 32 31 45 7 96 97 0 100 n/a 13 98

30 37 13 33 45 8 75 56 0 98 59 74 99

27 42 13 25 81 80 9 28 1 90 77 83 100
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This ranking evaluates the world’s
best full-time Mba programmes.
this year, 153 schools took part,

having met strict entry criteria. all are
internationally accredited and their
Mbas have run for at least four years.

the ranking is compiled using
data collected from the schools and
a survey of alumni who completed
full-time Mbas in 2010. For schools to
be ranked, 20 per cent of their alumni
must respond to the Ft survey, with
at least 20 fully completed responses.
this year, 10,986 alumni completed the
survey – a response rate of 47 per cent.

alumni responses inform eight
criteria that together contribute 59 per
cent of the ranking’s weight. the first
two criteria, the most heavily weighted,
reflect alumni incomes three years after
graduation. the salaries of non-profit
and public sector workers and full-
time students are removed. Remaining
salaries are converted to US dollars using
purchasing power parity rates supplied
by the international Monetary Fund.
(PPP conversion – based on the premise
that identical goods should cost the same
in different countries – accounts for
differences in the strength of currencies.)
the highest and lowest salaries are
removed and factors are applied to
reflect income disparity between sectors.
an average is calculated for each school
and this figure, “weighted salary”, carries
20 per cent of the ranking’s weight.

“Salary increase”, accounting for 20
per cent, is determined for each school
according to the difference in average
alumni salary from before the Mba to
three years after graduation. Half of this
figure is based on the absolute increase
and half according to the percentage
increase relative to pre-Mba salaries.

Where available, information collated
by the Ft in the past three years is used
for alumni-informed criteria, except
“value for money”, which is based on
2014 data. Responses from the 2014
survey carry 50 per cent of total weight,
and those from 2013 and 2012 25 per
cent. excluding salary-related criteria,

if only two years of data are available,
the weighting is split 60:40 if data are
from 2014 and 2013, or 70:30 if from
2014 and 2012. For salary figures, the
weighting is 50:50 for two years’ data.

eleven criteria are calculated from
school data, accounting for 31 per cent
of the final rank. these measure the
diversity of staff, board members and
students by gender and nationality, and
the international reach of the Mba. For
gender criteria, schools with a 50:50
composition score highest.

in a minor change to the “employed
at three months” criterion, this measure
of employability is calculated according
to the percentage of the most recent
Mba class that had found a job within
three months of completing their
studies, rather than graduation.

With the exception of the “doctoral
rank” (see key), criteria based on school
surveys use only 2013 data. to ensure
the integrity of information, KPMG,
the consultancy, audits a number of
participating schools every year.

the research rank, which accounts
for 10 per cent of the ranking, is
calculated according to the number of
articles published by full-time faculty in
45 internationally recognised academic
and practitioner journals. the rank
combines the number of publications
from January 2011 to October 2013,
with the number weighted relative to
the size of each school’s faculty.

an Ft score is then calculated
for each school. First, Z-scores –
mathematical formulae that reflect
the range of scores between the top
and bottom school – are calculated for
each ranking criterion. these scores
are weighted according to the weights
in the ranking key and added to give
a final score. the top 100 schools are
ranked accordingly to form the 2014
ranking. Adam Palin
Judith Pizer of Jeff Head Associates
acted as the FT’s database consultant.
The FT research rank was calculated
using Scopus, an abstract and citation
database of research literature

Methodology

Footnote: *KPMGreportedontheresultsofobtainingevidenceandapplyingspecifiedauditprocedures
relating toselectedsurveydataprovidedfor theFinancialTimes2014MBAranking forselectedbusiness
schools.Enquiriesabout theassuranceprocesscanbemadebycontactingMichellePodhyofKPMGat
mpodhy@kpmg.ca.ThespecifiedauditprocedureswerecarriedoutbetweenNovemberandDecember2013.
Theauditdatepublisheddenotes thesurveyforwhichthespecified auditprocedureswereconducted.





report
Enterprise culture, p46

MBAs’ start-up
ambitions

Social entrepreneurs, p51

Doing good
business

An enterprising approach

45

Michael
Thornton,

founder of three
environmental

start-ups

P
H
O
T
O
S
:
R
O
S
IE

H
A
L
L
A
M

;
C
H
A
R
L
IE

B
IB

B
Y

Business school profiles

Babson and
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➔ Entrepreneurship is becomingevermorepopular among students as analternative to
traditional corporate roles – and the change is increasingly reflected inMBAcurriculums



student intake among its members.
Many are drawn by the positive image
of entrepreneurship in Chinese society
even if they themselves will never
become founders, Prof Chen says.

Dragicevic found a great deal of
support from his fellow students for his
decision to go it alone, even though the
pressure to earn back the cost of anMBA
meant many did not follow his lead.

“For many the short- to medium-
term financial implications and low
success rate of business start-ups were

not the most attractive
option. For the majority
who were not sponsored
and having paid their
MBA tuition fees, there
was certainly some
pressure to capitalise on
the investment as early as
possible.”

He says his MBA tutors
also taught him skills that he has
found useful in running his business,
which this year is expected to break
even on revenues of about £350,000,
as Dragicevic is still spending cash to
develop operations.

“An MBA certainly provides one
with tools to tackle a variety of business
problems in the corporate world, and
some of these tools are also valuable
to the entrepreneur,” he says. “I have
met a few scientists and engineers
who have built products but who have
struggled to grasp many of the aspects
of commercialising the products.”

Despite support from his peers,
Dragicevic feels he was discouraged
by Cass from taking the path to
entrepreneurship, perhaps because
his potential salary increase if he
had returned to Barclays would have
helped the school up the UK’s MBA
ranking leagues.

“I was one of the top salary earners
in my cohort,” he says. This is something
that the British ranking organisations
need to address, Dragicevic believes.

Sarah Juillet, director of postgraduate
careers and MBA programme at
Cass, says: “While rankings are

46
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Enterprise culture
➔Many MBA students are eyeing start-ups, writes JonathanMoules

W
hen Simo Dragicevic
got round to studying
for an MBA, aged 36,
he appeared to be
on the corporate fast

track. But he quit his job as a director
at Barclays Bank, which was sponsoring
his studies, to become an entrepreneur,
which meant he had to pay his tuition
fees himself.

“I have and continue to make some
large personal sacrifices,” he says.
“However, we can pay ourselves and
invest in the business, and this is an
incredibly satisfying feeling.”

Dragicevic founded Bet Buddy,
a supplier of user data analytics
software for gaming companies, helped
by his experience of implementing
technology in the fields of risk,
marketing and finance during his time
at the bank.

He credits his decision to reinvent
himself as an entrepreneur to a
throwaway comment by a tutor during
the first lecture of his MBA course at
Cass Business School in London.

“He said, somewhat in jest and
somewhat in truth, that MBAs
typically don’t go on to build $10bn-
plus businesses,” Dragicevic recalls.
“However, he also said MBAs can for
sure teach you the tools to build a
$10m-plus business.”

Although most MBA students are
still unlikely to follow Dragicevic’s
path, he is among a growing number of
MBA-educated entrepreneurs.

It is a change being driven more
by the rewards of
creating something
of value than
disillusionment
with the career-
enhancing potential
of an MBA, says
NoamWasserman, a
professor at Harvard
Business School.

“Far more of
our students are

‘MBAs for sure
can teach you
the tools to
build a $10m-
plus business’

running to entrepreneurship, rather
than running away from the non-
entrepreneurial job markets,” he says.

“They see entrepreneurship as a
way to have much more impact, and
impact much sooner, than they could
in almost any other post-MBA job.
They are excited about heading out
into new terrain, developing ideas
and businesses that fill needs that
aren’t yet being addressed. They are
heading into that terrain
with far more knowledge
about what awaits them
and how to avoid the
recurring pitfalls that have
plagued the dreams of past
entrepreneurs.”

The number of Harvard
MBA students becoming
entrepreneurs has been
about 7 per cent in the past three years,
Prof Wasserman says, roughly double
the number before that.

Prof Wasserman runs a course
for MBA students called “Founders’
Dilemmas”, which he describes as a
“collecting ground for future founders”.
Twenty-eight per cent of students
who have taken this course later
founded companies, up from 20 per
cent in 2009.

The picture is similar in China
according to Shimin Chen, associate
dean and MBA programme director
at China Europe International
Business School in Shanghai (Ceibs).
“Most MBA students still look for
traditional salary-based jobs with large
multinational companies, consulting
firms or investment banks, but because
of the success of entrepreneurship in
China, more and more of our students
are taking it up,” he says.

Like other business schools, Ceibs
offers electives for its MBA students
that teach skills relevant to a business
founder, such as marketing and
finance, and promote them as such.

The school’s entrepreneurship club
counts more than half of the MBA

MBA GYM
IsanMBAright for
you?Findout
withour interactive
workouts at
mbagym.ft.com

New ambitions:
students are
excited about
developing
ideas to address
unmet needs,
says Noam
Wasserman

18%
The percentage of MBA alumni
who set up a company during
their MBA or since graduating,
according to an FT survey of
the class of 2010

➤



Striking out:
Simo Dragicevic
describes
investing in
a business as
‘incredibly
satisfying’
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important to business schools, what
is more important today is the focus
on individual students and their
individual ambitions. One of the ways
Cass has improved this focus is the
recent merger of the career service and
MBA programme to align more closely
on content and outcomes.”

She adds that the MBA includes
entrepreneurship electives, while the
Peter Cullum Centre for
Entrepreneurship offers incubation
space, mentoring, advice and access to
funding networks for early-stage
start-ups. Cass alumni and students
can also apply to the school’s £10m
venture capital fund.

“More people will take
entrepreneurial paths in future,
and business schools investing in
entrepreneurship may not
be getting the credit they
deserve,” Dragicevic says.
“I have built a high-tech
product, I am building
equity in a new company,
I have created jobs, I have
brought business to the UK
from overseas clients and
I have produced original
peer-reviewed research published in

respected scientific
journals working
with British
academics. But
I earn a lot less
than when I was
at Barclays.”

‘The Jesuits
ask: how
can you make
the world a
better place?’

‘For many
students the low
success rate of
start-ups is not
an attraction’

Spreading the word
➔ Barcelona-based Esade is raising its global profile

It is sometimesdifficult to avoid
making comparisons, but in the case
of EsadeBusiness School in Barcelona

it is almost impossible. From theoriginal
Pedralbes campusyoucan glimpse its
main rival, Iese Business
School, just up thehill. Both
were foundedbyCatholics
in 1958, but the twohigh-
ranking business schools
couldnot bemoredifferent.

Potential students and
alumnidiscussing thechoice
onsocialmediasitesquibble
about reputation, but
mainly, they agree, it comesdown to “feel”.

“I see themaindifferencebetween
Esade and Iese is that [Iese] ismore
conservative and traditional,while Esade
ismore liberal andplural,” writes one.

Thatmight bepartlybecause, unlike
Iesewith itsOpusDei links, Esadewas set
upbyJesuits. Their ethos, “knowledge
to serve”, runs through the school, says
AlfonsSauquet (below), its dean. “[The
Jesuits]want tomakean impacton society
–not just ethical, in termsofdoing the right
thing, but asking, ‘Howcanyoumake the
worldabetterplace?’”

Prof Sauquet,who tookover in 2008,
wants toput the school on themapas a
global, rather thanEuropean, institution,
andhas launcheda so-called international
regional initiative, focusing initially on
LatinAmerica.Having set upacampus in
BuenosAires andallianceswith regional
business schools, Esade is bringing in
more students fromthe regionandmaking
connectionswith companies.

Esade also revamped itsMBAwhen
it decided tomove theprogramme to
the Sant Cugat campuson theoutskirts
of Barcelona in 2012. (ExecutiveMBAs
andexecutive courses remainon the

Pedralbes campus.)
Students starting theMBA
next Septemberwill find a
greater emphasis on social
responsibility, something
the school describes as one
of its “coremissions”.

Also at Sant Cugat is
EsadeCreapolis, a centre
focusedon innovation

andentrepreneurship,which leases
office space to companies. The idea is
for companies towork together – and
students toworkwith them, says Jan
Brinckmann, associate professor of
entrepreneurship and strategy.

There are twocompulsory
entrepreneurial courses forMBA
students. The first teaches themindset of
entrepreneurs and their approaches to
management. The second sees students
work in groups to create a companyunder
thementorship of a real entrepreneur.

“Some studentswant to create
companies andwe thought itwas
important to help themcreate real
companies that have a real impact,” says
Prof Brinckmann.

Creapolis has helped increase the
number of studentswho say theywould
like to set up their owncompany from
10 15 per cent to 25 30per cent.

In the reception area at Sant Cugat,
there is a buzz among theMBA

students chatting on thebrightly
coloured chairs. One student
says he is aiming to solve a food
problem inurban slums in the
developingworld. Another has
an innovative fitness company
idea. It is not hard to believe
theywill onedaymake that

impact towhichProf
Brinckmannand
Prof Sauquet
attach such
importance.

Emma Boyde

Changing picture:
the success of
entrepreneurship
in China means
more Ceibs
students are
taking it up, says
Shimin Chen,
associate
dean (left)
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B
arely a decade ago,
if prospective mBa
students had typed “social
entrepreneurship” into a
search engine, it would have

generated a few thousand
results. today, that figure is
nearer 100m.

the reason for this, says
sándor Nagy, associate
director of the schwab
Foundation for social
entrepreneurship, based
in switzerland, is that
more people are “seeking

Doing good business
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M ichaelThorntonwasborn intoa
familyof engineers, so itwasno
surprisewhenheenrolledatDuke

University,NorthCarolina, as anengineering
undergraduate.

However, he foundhis ideologyatodds
withother studentsaiming toworkathedge
fundsorconsultancies. “Fewpeopleget to
growupwithout facinghungerorwaror
crime.Thosewhodoshoulduse their skills
to themaximumgood. It is aprivilegeanda
responsibility,” he says.

WhileworkingatNewYork-based
SherwoodDesignEngineers, heconsidered
launchinghisownstart-up, thatwould
“use the intersectionofenvironmentand
engineering todogood”. Buthedidn’t know
enoughaboutbusinessmanagement.

Thornton then read theprospectus
forOxfordSaïdBusinessSchool,which
incorporates theSkollCentre for Social
Entrepreneurship. “I knewIhad found the
rightMBAcourse forme,” he says.

Sincegraduating fromSaïd in2012,
Thorntonhas founded threeenterprises.

TerraRecovery, a landfill recycling
company, is in its infancy,while
OdysseySensors is exploringhow
releasing the latentenergy inwastecan
help farmers in thedevelopingworld.
Themain focus isonCarbon

Analytics, however,which isbuilding
systems toprovide real-timedataabout
companies’ carbon footprint.He says these
“meaningful,measurable” reportswill not
only “celebratecompanies that reduce their
emissionsalong thechainbutalsohelp
catalysechange inothers”.

The idea forCarbonAnalytics
germinatedduringaFutureofBusiness
weekenddiscussionat Skoll. “TheMBA
brought togethercreativepeople from
differentdisciplinesandbackgrounds,” he
says. “I amworkingwith someof themand
thathasbeenoneof thebiggestblessings.”

➔ Social entrepreneurship has become a core part of many MBAs, writes SimoneyKyriakou

‘People were
looking
for a “new
capitalism”
after the
2008 crisis’ ➤

Michael
Thornton at the
London Google
Campus centre

for start-ups

Green shoots
➔ How an MBA fostered ideas

meaning in what they do”, exploring
how their business ideas can benefit the
environment or deprived communities.

one catalyst for this shift in
attitudes was the recent financial crisis.

“People were looking for a
‘new capitalism’ and found
that social enterprise can
provide a philanthropic
and profitable model,” says
Nick Badman, chairman of
the Peter Cullum Centre
for entrepreneurship at
Cass Business school
in london.
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hard evidence has also helped
the cause. academics, executives and
students alike no longer consider
social entrepreneurship as “soft and
cuddly” with no tangible benefit.
time has enabled the collation of
measurable results that prove social
enterprises can be both profitable and
socially effective.

For example, in 2011, Cass
developed the new venture creation
programme for socially-minded
students. one graduate, Joshua
Bicknell, launched Balloon Kenya
last year. the company turns a profit
by charging young people to travel to
Kenya, where Bicknell teaches them
entrepreneurial skills. these trainees
are then sent out to help Kenyan
entrepreneurs with
their projects and half
the Balloon Kenya
profits go to locals
to provide start-up
funding.

academics at
oxford university’s
saïd Business school
aim to help student
entrepreneurs
provide this sort of
quantifiable benefit,
domestically and
abroad, through
their business
ideas. in 2003, saïd
launched the skoll
Centre for social
entrepreneurship
with, as its website
states, a mandate to
change the world by
investing in the next
generation of social
entrepreneurs.

Xavier helgesen,
founder of renewable
energy start-up
off.Grid:electric and
chairman of Better
World Books, the
online bookseller, is a
former skoll student.
“an mBa can’t make
you creative, but it can
help you understand
how businesses work,
such as why audits B
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matter or how bankers see the world,”
he says. a side-benefit for him was that
he was “surrounded by like-minded
people”, so it is little surprise that he
met his business partner on the course
at oxford.

Pamela hartigan, director of the
skoll Centre and founding managing
director of the schwab Foundation,
believes the subject has been moving
from the periphery of various mBa
curriculums to be an integral part.

“most mBas no longer foster
a distinction between social
responsibility and entrepreneurship,”
she says. rather than separating the
two, hartigan believes it is important
for business schools to give people
with world-changing ideas
the skills to be successful
business leaders.

some schools send
participants abroad.
since 2010, the social
entrepreneurship
module of the mBa at
Westminster Business
school in london has
given students experience
in uganda and india through
partnerships with enterprises such as
arpan, an indian charity fighting child
sexual abuse.

“this challenges the way students
think about what a profitable business
strategy should be and shows them
how to create even partial solutions to
the world’s issues,” says simon healeas,

deputy director of mBa programmes
at Westminster.

Whether students’ career trajectories
lead them to work for a corporation
or become entrepreneurs, healeas
says they will carry this “lasting, social
consciousness” with them.

hartigan agrees. “We have
romanticised the concept of
entrepreneurs and made them
‘heropreneurs’,” she says. “But you can
be an innovative, resourceful, change-
maker wherever you work.”

at ie Business school in madrid,
all international mBa students take
part in the Change in action week
project, “exploring profitable solutions
to global problems”. there are different

requirements for starting
up a regular enterprise
and starting up a social
one, such as governance
structures, so ie wants
students to get exposure to
both aspects.

incorporating social
entrepreneurship into
mBas has given many
students the skills they

need to put their ideas into action.
however, the idea, the desire and
the skills to do good are not enough.
an mBa is not a pass to immediate
success. Graduates will still face issues
such as debt and some will fail.

this can be a risk, says rachida
Justo, professor of entrepreneurship
at ie Business school. “the

idiosyncrasies of
social enterprise
cannot be learned
in a week or so,”
she says. “students
should not be pushed
to launch without
being aware of the
challenges.

“the media feed
us dreams of the
social entrepreneur
millionaire, but
this is rarely the
reality. We must
give students the
elements they
need to persist.
the journey is the
reward.”

‘You can be
an innovative,
resourceful,
change-maker
wherever
you work’

Social gathering
In 2013, there were
70,000 entities classified
as social enterprises
in the UK, employing
more than 1m people,
according to charitable
organisation Social
Enterprise UK.

At the end of 2012,
38 per cent of social
enterprises were based
in the 20 per cent most
deprived areas of the UK.

Cutting-edge
entrepreneurs
The technology sector is
a rich source of start-up
projects – among them
Anastom Surgical, founded
by EMLyon MBA graduates
Arnold Ferlin (far left)
and Renaud Marin. The
company was launched to
make equipment to help
surgeons during prostrate
cancer operations. For the
full story on MBAs and
tech entrepreneurship go
to www.ft.com/mba

Pamela Hartigan,
above, says social
responsibility and
entrepreneurship
should not be
separated
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I
n 1967, Babson College became
one of the first academic
institutions in the world to
offer a dedicated elective on
entrepreneurship. In 1993,

the Massachusetts business school
made a course on entrepreneurship a
requirement for all its MBA students.

Today Babson offers 79 graduate-
level courses on the subject, in addition
to a wide array of forums, workshops,
business plan competitions,
summer internships and accelerator
programmes geared toward cultivating
the next generation of entrepreneurs.

“Our goal,” says Dennis Hanno,
Babson provost and senior vice-
president, “is to create an overall
entrepreneurial environment and
focus on innovation” that permeates
the campus.

“Our students are very action-
oriented,” says Prof Hanno, who is
also executive director of the Babson-
Rwanda Entrepreneurship Center and
a professor of accounting. “They are
engaged in the learning process. You
[do] not come to Babson if you
want to sit in the back row and
hope [the lessons] sink in.”

This is not just hype: an
exceptionally high number
of entrepreneurs graduate
from Babson. About 15 per
cent of the class of 2012
started a business after
graduation, compared with
the 5 per cent of all MBA
graduates of that year who
planned to be entrepreneurs,
according to the Graduate
Management Admissions
Council (GMAC).

“Many students come to
Babson with an idea of a
business they would
like to start,”
says Carolyn
Hotchkiss, dean
of faculty and a
professor of law. B
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“Our job as faculty is to harness that
student spark and provide them with a
good, strong core.”

Take Tara Foley, who earned her
MBA from the school last year. She
arrived on campus with ambitions
of starting a business that sold all-
natural cosmetics and
honed her idea during the
programme. Shortly after
graduation, she opened the
boutique Follain (Gaelic
for healthy, wholesome and
sound) in Boston’s trendy
South End neighbourhood.

“Babson’s
entrepreneurship
programme is special
because of its emphasis on action,”
she says. “The hardest part of starting
a business is taking action. But by
breaking the action into smaller steps –
prototyping, bootstrapping and testing
your concept – the action is easier to
grasp and thus easier to attempt.”

Prof Hotchkiss describes the
school’s approach as “hands-

on, project-driven,
collaborative and
interdisciplinary”.
“We organise
things
differently,”
she says. “We

make students examine problems
across disciplines by tying together
organisational behaviour with finance
and economics. It is a little unnerving
for students at first, but problems don’t
come with nice, neat borders.”

The aim is for students to gain
problem-solving skills and creative
thinking capabilities that serve
them well in the start-up world and
traditional business settings.

“Entrepreneurialism is a mindset, as
well as a set of skills and capabilities,”
says Candida Brush, Babson
chairwoman of entrepreneurship. “We
want students to learn how to identify
opportunities, how to build a team and
how to create something of economic
or social value.”

The school runs four MBA
programmes: a traditional two-
year programme, an accelerated
one-year course for students with
an undergraduate business degree,

a part-time MBA for
working professionals and
a fast-track programme
targeted at mid-career
professionals.

The school’s campus is
in Wellesley, 20km west of
central Boston. Proximity
to the city – which has a
thriving start-up culture,
particularly in science

and technology – is a recruitment
advantage, and about 67 per cent of
Babson’s 1,200 graduate students come
from countries other than the US.

The international component
“makes for a much richer educational
experience”, says Prof Hotchkiss. “We
really think the student experience
should mirror the global marketplace;
we are careful to have lots of different
countries represented so that no one
country dominates.

“This global network is valuable
for students here on campus, but it is
perhaps even more valuable when they
become alumni.”

‘By breaking
an action into
smaller steps
it is easier to
grasp and thus
to attempt’

Pioneering spirit
➔Profile: entrepreneurship is a longstanding feature at BabsonCollege. ByRebeccaKnight

Fostering
innovation:
BabsonCollege,
above, and
(below) provost
DennisHanno







S
tudying for an MBA requires
a huge investment of time,
money and energy, so it
is crucial to ensure your
choice of programme and

business school meets your needs.
Before making your final choice, you
should visit the campus to get a sense
of the culture and atmosphere and to
see whether you would fit in. Talk to
students, professors and alumni who
work in jobs you are aiming for.

Student and alumni network
When it comes to class size, do you
believe in less is more or the more
the merrier? Check out the numbers,
as they vary wildly. US business
schools such as Wharton and Harvard
generally have 800-900
candidates in one cohort,
while IMD in Switzerland,
for example, has 90.

Look at the profile
of students in terms of
professional experience,
cultural background and gender, as
classmates can also contribute to your
learning and form part of your network.

Taking a long-term view, find out
how active and widespread the alumni
group is as you may want to draw on
this network in future. Alumni can
provide valuable careers information
and advice and can help raise funds for
that start-up you have in mind.

London Business School, for
example, has alumni in more than

how to...
Picking a course, p57-61

Decidingwhat and
where to study

Applications, p59

Negotiating the
selectionprocess

Funding, p61

Paying for your
programme
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…choose a business school
➔Making this once-in-a-lifetime choice requires careful research, saysWaiKwenChan

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

Academic
community

Discover more
about the
diversity
and calibre
of the
faculty,

plus their
expertise and

achievements. Ask
whether they are
practitioners who

can give you in-depth knowledge of a
company or industry.

Learn which teaching methods
a school uses, such as live
case studies and consultancy
projects with companies. Laura

Bell, associate dean of academic
programmes at Melbourne Business
School in Australia, says one of the
most popular sessions is “integration
Fridays”, where faculty from different
disciplines co-teach case studies, giving
students multiple perspectives.

Location and costs
If you intend to study overseas, work
out whether the cost of living is
manageable. Consider whether you
enjoy the bustle of a city or prefer
to study somewhere with fewer
distractions. Large cities are often home
to a range of companies, which means
access is easier to business leaders
and venture capitalists. At Columbia
Business School in New York, for

130 countries. “Once you have become
an alumnus, you can join one of our
local alumni communities, which are
constantly organising networking and
business events,” says Oliver Ashby, until
recently the school’s senior manager of
recruitment and admissions. ➤IL
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how to...

example, recent guest speakers have
included chief executives of companies
such as Bloomingdale’s, the department
store chain, and Godiva, the chocolatier,
says Amanda Carlson, the school’s
assistant dean of admissions.

Global experience
employers often seek
international experience and
there are plenty of options
to broaden your horizons.
Studying and undertaking
internships abroad can
improve your understanding
of job markets. Matthias
Wichmann from Germany,
for example, chose China
europe International Business School
in Shanghai (Ceibs) for his MBA in the
belief that studying in a fast-growing
economy would enhance his career
prospects.

If you do study abroad and aim to
seek employment there, check visa
regulations. For example, in Canada a
three-year work permit is available for
those who graduate from a two-year
MBA programme, even if they do not
have a job offer.

Consider schools that have overseas
partnerships. Insead, for example, has
campuses in France, Singapore and Abu
Dhabi, and students can take part in
exchanges with Wharton and kellogg in
the US, and Ceibs in China.

Partner- and family-friendly schools
If you are bringing a partner or family
with you during your MBA, investigate
what services are available for them.
Nick Hungerford, an MBA graduate of
Stanford Graduate School of Business
in the US, recalls: “We often used to say
the ‘SOs’ [significant others] have more
fun than us. A huge number of activities
and groups are arranged for partners.”

Reputation
There are various ways to assess a
school’s reputation. One is to check
whether it is accredited by an
internationally recognised body such as
the AACSB (Association to Advance
Collegiate Schools of Business) or
equis (european Quality Improvement
System), the international
accreditation arm of the european

‘At Stanford, a
hugenumber
of activities
are arranged
for partners’

…apply for a course
➔ Filling in a form is just the first in a series of exacting tests

Applying tobusiness school can
feel likehaving a second job.Many
successful applicants start ayear

in advanceand spendhundredsofhours
preparing. There are tests, forms, essays,
interviewsand references todealwith.
Candidatesmust showunderstandingof
a school’s teachingmethods, culture and
values. Keypoints to remember are:

ExamsApplicantsmust take
theGMATorGRE tests, but
the former isdominant. Top
schools expect students to
study for 100-150hours to
achieveaGMATscore in the
regionof 700.But applicants
with lower scoresneednot fret,
as theexamisonlyoneof the
selectioncriteria andcanbe retaken.

EssaysThe trend is for fewer and shorter
essays.Most schools are not expecting
literarymasterpieces. They alreadyhave
basic background information from
applications andCVs, so essays areused
to get a feel for the candidate’s personality.

InterviewsThese are critical to a school’s
understanding of howanapplicant

might fit in. Candidates could be asked
toparticipate in group interviews, video
essays or case studies. Alumni oftenplay a
crucial role.

ReferencesKnownas “recommenders”,
direct bosses tend tomake thebest
referees, but clients and academics can
alsowork. Business school references

aremore time consuming
thanmost to prepare, so they
cannot bedone in a 20-minute
lunchbreak.

Accuracy and understanding
Spelling the school’s name
incorrectlywill not help your
application. Admissions
directorswant to see

prospective students showing adeep
understanding of their school’s values and
culture, and to see that applicants have
done thorough research.

Social mediaThese are still in the early
days, but that doesnotmeanapplicants
should ignore their online brand.

JohnCasey
For a full guide to applications, go to
www.ft.com/mba➤

Essays are
used to get
a feel for a
candidate’s
personality
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Foundation for Management
Development. When looking at
rankings check the methodology to see
whether it agrees with your values.

Programme format
Among themany options are general and
specialised courses, one- and two-year
MBA programmes and joint degrees.

Niki da Silva, director of
recruitment and admissions for the
full-time MBA at Canada’s rotman
School of Management, advises
candidates to take a broader degree as
they might not know what they want to
do in, say, 10 years’ time; specialising
only makes sense for someone who is
certain they want to work in one field
for their whole career. She says a two-
year course is often a transformative
experience that is suitable for those
switching careers.

esade Business School in Spain
offers flexible routes for MBA students,
who can decide whether to take a 12-,
15- or 18-month programme, says Mary
Granger, regional director of Asia at
the school. She explains that the short
programme is suitable for those with
very strong professional experience
who have a clear goal compatible with
this experience. Tuition costs are the
same for each mode, but the 18-month
programme can involve an exchange
and internship, while on the 15-month
course it can be one or the other.

It is also essential to check that the
core curriculum and electives meet
your requirements. At Stanford, it is
possible to take electives outside the
business school that count towards a
degree. Tom Sayer, a joint MBA and
education student, plans to take the
“Launch Pad” course at the University’s
Institute of Design, which involves
designing and launching a
product or service, to develop his
entrepreneurial skills.

Careers
Check out the school’s employment
record and see what sort of jobs,
sectors and countries graduates
go to. Investigate the reputation of
the careers service and the support
available, such as one-to-one career
coaching, and whether this is also open
to alumni in the long term.

A side fromchoosing aprogramme
andgoing through the exacting
applicationprocess, the other

big challenge for aspiringMBAstudents
is funding. The cost of a degree goeswell
beyond tuition fees,which average almost
$75,000 for the top 100programmes.
Full-timeMBAstudentsmust also factor
in living costs, extra-curricular activities
and study trips.Many students, not being
in full-timeemployment, turn tomultiple
sources of funding to cover these costs.

Scholarships/financial aid In the
competition for top students, leading
business schools offer a rangeof financial
support andmerit-based scholarships.
TheUniversity ofVirginia’s Darden
School of Business, for example, provides
financial assistance for
about 70per cent of its
MBAstudents. Onceyou
havebeen acceptedon the
programme, refer to
the school’swebsite

for details of scholarships. Private
scholarships, supportedby companies
and foundations, are available at a
number of schools.

Banks/credit unions In the absenceof
100per cent scholarships or abundant
personal savings,most students borrow
to finance their degree. Since the financial
crisis, however,MBA study loans
havebecomemoredifficult to obtain,
particularly for international students.
While federal Stafford loans are available
for domestic students in theUS, non-US
citizens need a resident co-signature to
guarantee a bank loan. To solve this,many
leadingUSschools, includingWhartonand
DukeFuqua, havepartneredwith credit
unions to offer loanswithout a co-signer.

Crowdfunding Students at a
growingnumber of schools
canobtain alternative
low-interest loans from
peer-to-peer lenders, often
backedbyalumni. In the
US, SoFi has established a
lending relationshipwith
100universities,while

newcomerCommonbond
connectsMBAstudents to
alumni lenders at 20business
schools. In Europe, Prodigy
followsa similar lendingmodel
withnine business schools.

Employer sponsorship
If you intend to remain
with your current
employer, itmaybe
worth asking them to
helppay for yourMBA.
Among the graduates of
2010 surveyed for this
year’s ranking, 9 per cent
receivedpartial or total

sponsorship from their
employer. However, any
contributionwill doubtless
comewith conditions attached.

AdamPalin
For the full guide go to

www.ft.com/mba

…pay for a degree
➔ Funding formost studentshas to come frommultiple sources
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ConfrontingMistakes: Lessons from theAviation Industry
WhenDealingwith Error, by JanU. Hagen (PalgraveMacmillan)

I
t was only when I took this book out of my bag and
settled into my economy-class seat that it occurred to me
that it might not have been the most tactful reading to
have brought on board. That I did so without thinking
shows how routine and safe air travel has become.

That is a tribute to aircraft manufacturers, pilots and
air traffic controllers who, in their attention to detail, never
forget that, unlike in most industries, mistakes can cost lives.

The airline industry’s outstanding safety record also comes
from decades of intense analysis of errors and crashes –
and a determination to learn the lessons. In particular, the
industry became aware in the 1970s that advances in aircraft
technology were not bringing the expected fall in accidents,
about 70 per cent of which were caused by human error.

The installation, beginning a decade earlier, of “black
boxes” (which are not actually black), provided information
crucial to understanding how accidents happened. The voice
recordings, several produced verbatim here, make this book a
riveting, at times thriller-like, read.

The author, Jan Hagen, is both
a pilot and a faculty member at
the ESMT European School of
Management and Technology in
Berlin. Central to many accidents,
he found, was the hierarchy in
the cockpit, with the captain a
toweringly powerful person. Many
started as air force pilots; they saw
themselves as decisive, buccaneering loners.

Hagen recounts several accidents in which
co-pilots and cockpit flight engineers, having
watched their captains make disastrous errors,
failed to intervene effectively. On a Japan Air
Lines cargo flight in 1977, two younger Japanese
crew members did nothing, even though their American

Lessons from the ‘black box’
➔Theaviation industry can teachbusiness how to learn frommistakes. ByMichael Skapinker

books

captain was so drunk that they found themselves on the
wrong runway. The aircraft crashed shortly after take-off,
killing all the crew and the cattle they were transporting.

In the same year, two Boeing 747s, one belonging to
KLM and one to Pan Am, collided on the runway at Tenerife
airport, killing 583 people. It remains the highest death toll

from an aircraft accident. Here, the KLM
co-pilot saw the danger but, when the captain
responded irritably, did not mention it again.

The central story of this book is how the
industry changed the cockpit atmosphere.
The captain remained in charge, but
crew members were urged to speak up.
Fundamental to this new, more egalitarian
practice was encouraging staff to report their
mistakes and, rather than blame them, use

the experience to improve safety. It took 10 years for “crew
resource management” to become standard. Flight captains
did not, initially, enthusiastically accept these challenges.

Can other industries learn from the airlines’ approach?
Hagen is careful not to claim too much. Unlike some writers,
he does not believe that adopting similar techniques will
make companies more innovative. He restricts his lessons to
what companies can learn about managing errors.

This strikes me as promising, and not
just for businesses where mistakes can
cause loss of life. Few employees commit
errors because they do not care. Mistakes
happen most often because we have got
into a pattern of doing things a certain way
and ignore anything that suggests it should
change. Mistakes happen, too, because those
in charge think they are right. Reading this
book, and talking about how it could work
in your field, might be the beginning of the
change you need. And the next time I get
on a flight, I will be more alert to how those
flying the aircraft keep us safe.
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Rather than
blaming staff, the
experience of
errorswasused
to improve safety

‘Black box’
transcripts

make the book
a thriller-like

read
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How to Fail at Almost
Everything and Still
Win Big: Kind of the
Story of My Life,
by Scott Adams,
Penguin/Portfolio
Hardcover,
£14.99/$27.95

Fans of Dilbert –
Adams’s wonderful cartoon antidote
to the absurdities of office life –
ought not to worry that this cross
between an autobiography and a
self-help book contains few cartoons.
Adams analyses the repeated failures
that made him the success he is, and
unveils his philosophy of life so
everyone can study it. This includes
his use of systems, rather than goals,
to improve his odds of striking lucky
and, more controversially, repeated
“affirmations” (such as “I, Scott Adams,
will be a famous cartoonist”) to
sharpen his focus.

The Firm: The Story
of McKinsey and
its Secret Influence
on American
Business, by Duff
McDonald, Simon
& Schuster, $30

McKinsey’s access
to the higher echelons

of US and global business gives its
consultants potentially huge influence.
McDonald tells the story of how it has
built and wielded that influence. He
tugs at the loose threads in McKinsey’s
tale of buttoned-up efficiency and
sometimes self-righteous rigour –
notably the fall of its former head,
Rajat Gupta, in the Galleon insider
trading scandal – and asks whether
the net effect of “the Firm” is positive
or negative. At the heart of its success,
he says, is an ability to charge clients
repeat fees and step away when its
recommendations fail.

The End of
Competitive
Advantage: How to
Keep Your Strategy
Moving as Fast as
Your Business,
by Rita Gunther
McGrath, Harvard
Business Review

Press, £20/$30

McGrath’s book attacks Michael Porter’s
theory of competitive advantage, which
has been a linchpin of management
and strategic thinking since 1985, and
points out that in a world of changing
competition, evanescent opportunities
and constant challenge, there is no such
thing as a sustainable lead. The key,
instead, is to nurture rapidly evolving
early-stage innovation and to move
beyond advances in product features
– which are easily copied – towards
improvement of the whole
user experience.

The I of Leadership:
Strategies for Seeing,
Being and Doing,
by Nigel Nicholson,
John Wiley/Jossey-
Bass, £18.99/$29.95

The gifts of
jazz musician

Duke Ellington and
the heroism of Antarctic explorer
Ernest Shackleton help Nicholson
explain how leaders can take control
of themselves, work out their true
identity, and use it to adapt to the
inevitable waves of change that assail
modern organisations. He divides
leaders’ tasks into acts, tactics and
strategies. He then discusses how they
can master each and lead with more
conviction by answering the question
“Who am I and why am I here?”.
Nicholson’s lessons are complex but
potentially more useful than many
simpler books.

The Everything
Store: Jeff Bezos and
the Age of Amazon,
by Brad Stone,
Bantam Press/Little,
Brown, £18.99/$28

Stone’s detailed
examination of

the rise of Jeff Bezos and
Amazon was the deserved winner of
the Financial Times and Goldman
Sachs 2013 Business Book of the Year
Award, not only for its insights into the
famously frugal and driven founder, but
also for its wider management lessons
about how to survive and thrive in the
internet age. Stone describes a man
who applied his genius to the unlikely
goal – formed in the chaotic early days
of the internet – of an online store
that would sell everything. He then
implemented this concept ruthlessly,
annihilating or absorbing incumbents
and rivals alike.
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To Sell is Human:
The Surprising Truth
About Persuading,
Convincing,
and Influencing
Others, by Daniel
Pink, Canongate,
£14.99/$26.95

The premise of Pink’s
latest book is that everyone is in sales
these days, whether their title contains
the word or not. He points out that the
internet has made it harder for sellers
to exploit the information gap with
buyers. CarMax, for instance, is a used
car emporium that allows buyers to see
the same information as that available
to its sales people, making it less
likely customers will buy a lemon. His
argument that old-style selling is dying
does not quite hold up – he seems in
awe of some traditional techniques –
but he does justice to an often unfairly
maligned profession.

The pick of the crop
➔FTmanagement editorAndrew Hill chooses someof the best business titles of the past year

6 5

 To Sell is Human:
 The Surprising Truth

 About Persuading,
 Convincing,

 uencing and Infl
 Others, by Daniel
 Pink, Canongate,

£14.99/$26.95

The premise of Pink’s 

 The Everything
  Bezos and Store: Jeff

 the Age of Amazon,
 by Brad Stone,

 Bantam Press/Little,
Brown, £18.99/$28

Stone’s detailed 
examination of 

the rise of Jeff Bezos and 

 The Firm: The Story
 of McKinsey and

 uence its Secret Infl
 on American

  Business, by Duff
 McDonald, Simon

& Schuster, $30

 to the higher echelons

 The I of Leadership:
 Strategies for Seeing,

 Being and Doing,
 by Nigel Nicholson,

John Wiley/Jossey-
Bass, £18.99/$29.95

The gifts of 
jazz musician 

Duke Ellington and 

 How to Fail at Almost
 Everything and Still
 Win Big: Kind of the

 Story of My Life,
 by Scott Adams,

 Penguin/Portfolio
 Hardcover,

£14.99/$27.95

Fans of Dilbert – 

 The End of
 Competitive

 Advantage: How to
 Keep Your Strategy

 Moving as Fast as
 Your Business,

 by Rita Gunther
 McGrath, Harvard

 Business Review
Press, £20/$30





technology

T
he phrase “you are the
product” has become a
cliché when we talk about
many of the big technology
companies. When you think

about it, however, many of the web-
based giants do in fact have products
they offer you – often in return for
metrics rather than actual money.

Google’s product line-up is diverse,
occasionally flaky and largely focused
on gathering user data against which to
serve you relevant adverts. It has both
physical and virtual products: its keenly
priced and well-liked Nexus hardware
range aims to lock you into its world
so that you will see as many ads as
possible when you use its services. I
think of Android as a giant metrics-
gathering, ad-serving ecosystem spread
across a number of hardware devices
made for Google and those from
original equipment manufacturers,
most notably Samsung.

That is why Google is happy to give
you free products – email, storage
space, maps, documents and online
collaboration services – in return for
the information about where you are,
what you are searching for, who you are
with, what you are reading and what
you are discussing with your friends.

Google does sell enterprise services –
the FT is one of several UK newspapers
to use Gmail, for example – but its
revenue from those services is reckoned
to be in the region of $1bn for 2013,
which is peanuts when you consider
that its earnings for the third
quarter alone were $14.89bn.

That number is also why it
is happy to sell its own-brand
hardware at very competitive
prices: the new 16GB Nexus
7, for example, retails at
£199 in the UK, compared
with £319 for Apple’s similarly
equipped iPad Mini with Retina
display.

Facebook similarly exists mostly
to sell advertising, gleaning its

information about what adverts to
show you via your interaction with your
friends, with the brands you Like, with
the places you check in. Facebook’s
only other consumer product is its
limp Gifts service, which is available
only to buyers in the US (though
users elsewhere can buy gifts such as
Starbucks tokens for their friends in
the US).

Like Google, Facebook
does not break down its
revenue streams, but its
third-quarter filings do
say that of its $2.02bn
revenues, just $218m was
contributed by payments
and other fees; the rest
was from advertising.

And what about Twitter, which in
November launched an initial public
offering at $26 a share? Shares in the
microblogging service have risen above

From data to dollars
➔ Someonline giants are poor at turning their digital heft into hard cash, saysKate Bevan

$50, which many think is mad given
the company’s slow user growth and
apparent lack of monetisation strategy
other than advertising. Twitter has
eight revenue streams, seven of them
from advertising. Only the revenue
from its data licensing arm, which
allows analytics companies access to
its data, is less to do with advertising,

although it nonetheless
relies on the company’s
user base.

Amazon, by contrast,
exists to sell you stuff.
The original product
was books, but it now
sells a huge variety
of things, from home
products and clothing to

books and even sex toys.
That stuff is not Amazon’s only

product, however. Of all the web
companies, it is probably the one ➤
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Non-advertising
revenues for
the likes of
Google are
peanuts

Buckup:
Facebook and
Twitter could
makemore of
their user base
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WriteRoom
iOS (free)
WriteRoom is a clutter- and
distraction-free app to get

you to focus onwriting rather than faffing
aboutwith formatting. Having said that,
you can stillwaste timebyfiddlingwith
the font, line-spacing andcolours options.
The appadds a rowof keys above the
letters, providing quick access to themost
usedpunctuationmarks, andyoucan
addothers, up to a total of nine. Dropbox
users can syncdocuments to that service,
otherwise theonlyway to get copyout
of the app is to email it. Another irritation
is the lack of a runningword count. It is
free at themomentwhile bugs are ironed
out, but I amnot sure Iwouldpay $5 for a
glorifiednote-taking application, but then
Iwouldonlywrite something longer than
anemail onmy iPad if Iweredesperate.

Cal
Android, iOS (free)
I tried this calendar app
onboth iOSandAndroid,

where theyarepuzzlinglydifferent. The
default viewonmyAndroidNexus 10 is
aminimalistmonthview,while on the
iPhoneyou just get theweek.Addan
event andavenue, and theappmakes a
decent stabatworkingout the location,
thenoffers toplana route there.Android
users canchoosebetweenAppleMaps,
GoogleMapsandWaze.Androidoffers to
order a car toyour event from taxi service
Uber,while iOSusersmustmake their own
arrangements. Bothofferphoto themes,
thoughneither givesyou theoption touse
yourown imageson thedevice. Cal could
beagoodcalendar replacement if it had
some roughedges smoothedout and let
youuseyourownphotos.

➔ The write stuff: apps to boost your productivity or while away the minutes

FraxHD
iOS, £2.49
Thedeveloper’swebsite
describes fractal geometry

in somedetail and if you arenot
mathematically inclined, itwillmake
your headhurt. But nomatter: the app
itself iswonderful. It generates real-time
immersive fractals that you canplay
with. There is also a gallery of fractals
already generatedboth by the creators
of the appand in the Frax community, or
give the appaccess to your photo gallery
and let it create gorgeously psychedelic
versions from there. The apppushes the
Proupgrade, but if you justwant tomarvel
at the swirling results in betweendoing
somethingmoreproductive, the basic
app is fine. If you comeupwith something
beautiful, the developerwill do ahigh-res
render in return for credits bought in-app.
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with the widest range of products. Not
only can you buy any physical product
you may need or want but you can also
pay for website hosting and other cloud
computing services – and of course, you
can purchase a Kindle.

The Kindle is not only a Trojan
horse designed to get you to buy
digital content (which we older
types sometimes refer to as “books”
or “magazines”); it is also Amazon’s
answer to Google’s Nexus devices, to
lock you into its ecosystem.

On top of all that physical and
virtual product, Amazon is working
on placing its Lovefilm movie rental
service on smart television sets and,
reportedly, is developing an Amazon
phone, which presumably will run
the same “forked” version of Android
(without the Google services such as
Maps and the Play app store) as the
Kindle Fire.

What this tells me is that too many
big technology companies are far
too dependent on advertising and,
by extension, on their user bases.
Facebook may have more than 1bn
users, but it has been leaking young
users to ad-hoc peer-to-peer networks
provided by apps such as Whatsapp,
BBM, Snapchat and Kik.

Twitter’s user base
is much smaller than
Facebook’s, with 230m
active users, and it is a
much less sticky platform
than Facebook – meaning
there is much less to keep
a user on the site and
seeing adverts.

I am by no means
predicting the demise of either.
Facebook in particular benefits from
sheer weight of numbers: it acts as a
pretty good registry of people and it
is the first place you go when you are
looking for an old colleague, lover,
schoolmate or to find someone you met
recently and want to stay in touch with.
Yet both Facebook and Twitter would
benefit from finding new products
to engage their audience and stop it
drifting away.

For Facebook, one option is
payments. You can organise events and
promote your brand quite effectively
on the platform, but when it comes to
paying for something, the consumer
goes elsewhere and Facebook fails to
grab a slice of the revenues it might
have helped generate for that brand.

What if, instead of bouncing off to
Eventbrite, a ticket-selling website,
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a fan wanting to see
a band could buy a
ticket straight off the
event’s Facebook page?
Alternatively, having
Liked Mulberry’s latest
£1,000 handbag, a
customer could click a
buy button on Mulberry’s
brand page, with

Facebook receiving a percentage for
handling the payment.

Much of the work has already been
done: retailers’ websites are sprinkled
with Facebook “like” buttons – the data
are already shared. Teaming up with
an existing payments provider to set up
a mechanism for transactions would
seem to be a no-brainer.

Would that make Facebook more
of a marketplace – like, say Amazon,
which strides the retail scene like
a colossus, as small technology
companies walk about under its
giant legs?

Yes, eventually. All the big web
companies rely to some extent on
turning consumers into products, but
Amazon and Google have built stronger
foundations by selling products to those
consumers. Twitter and Facebook could
learn lessons from them. B
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What if, having
‘liked’ a product,
people could
buy goods
through
Facebook?

Towering:
Amazon has
a wide range
of products –
both physical
and services





A
t Queen Elizabeth Central
Hospital in Blantyre, the
commercial capital of
Malawi, the electricity
goes off twice a day.

Each time, the nurses grab the most
vulnerable children and run with them
to the intensive care unit where there
are spare batteries for emergency power.
Lights are an expensive luxury, used
only when guests visit. Beds don’t have
mattresses, blankets are full of holes,
and paper and needles constantly
run out. The cost of importing
these materials means
doctors have to think twice
before they use them.

“We need to focus on
enabling local hospitals to
be sustainable so that they
can make decisions about
their own budgets and what they
should invest in,” says Allison Ogden-
Newton, chief executive of World Child
Cancer (WCC), the Financial Times’
seasonal appeal partner.

The charity aims to improve access
to drugs and treatment for children
with cancer in poor countries. Working
on projects in Cameroon, Central
America, Colombia, Bangladesh,
Ghana, Malawi and the Philippines,
it twins international hospitals and
volunteer specialists (paediatric
oncologists) with teams on the ground.

This year, WCC will help more than
3,000 children. Yet it is estimated
another 100,000 young patients, who
could be saved with comparatively
simple treatments, die unnecessarily
from cancer each year in developing
countries.

Broader problems in health systems
mean these children enter a medical
system with few resources, staffed by
overworked and undertrained doctors
and nurses. In Africa, for example,
Burkitt lymphoma, a cancer that can
often be cured easily if detected early,
can account for up to half of cases. But
it is often diagnosed late or not at all.

Having traditionally worked
with medical professionals and
pharmaceutical companies to
raise awareness, WCC now wants
input from future business leaders
through the FT MBA Challenge.

The challenge is to develop
recommendations for the long-term
sustainability of WCC projects in
developing countries.

The charity is working
with seven hospitals
worldwide and hopes to
take on another three,
in Kenya, Myanmar and
Zambia, by the end of
this year.

Registered teams
will tackle resource gaps

The 2014MBA challenge
➔ Useyournewskills tohelp childrenwith cancer in thedevelopingworld. ByCharlotteClarke
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in difficult environments, working
with local project managers. They
will be asked to provide analysis
and ultimately find solutions to the
problems they identify.

The challenge is open to teams of
between three and eight students, of
whom at least one must be studying
at a university or business school in
Europe, a second in the Americas and

a third in Asia or Africa.
At least one participant
in each team must be
studying for an MBA at the
point of registration.

“MBA students are
good at taking a fresh
perspective on things
and suggesting new ➤P
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people to bring into the conversation,”
says Ogden-Newton. MBA students,
she recalls, worked out 10 years
ago how expanding mobile phone
networks to Africa could be profitable
as well as ethical.
“That creative process can be

extremely powerful,” she says. “Young
people are vital for equality… they may
not feel very powerful right now, but
they will go on to achieve it.”
The winning team will be chosen

for its ability to take account of local
conditions, the quality of its ideas
and for its collaboration with a local
partner.
The deadline for team registrations

is March 1 2014. The FT is also
running a matching service for
individuals seeking to join a team. For
more information, visit www.ft.com/
mba-challenge2014 or email mba.
challenge@ft.com.
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Compete in our charity quiz
➔How to enter the FTBusiness School Challenge

MBA students and alumni canpit
theirwits against teams from
rival schools in anFTquiz next

month. TheFTBusiness School Challenge
will raise funds for the FT’s seasonal
appeal partner,WorldChildCancer,
which aims to give childrenwith cancer
better access to drugs and treatment
in thedevelopingworld.

OnFebruary 26, teams representing
up to 10business schoolswill compete
at the FT’s offices in London for the FT
Business School Challenge. Compèredby
FTmanagement editorAndrewHill, the
quizwill test participants’ knowledgeof
business topics.

The event is aimedat both business
school students and alumni andmarks

the launchof the FTMBAChallenge
(seeprevious article) to helpWorldChild
Cancer tackle problems in the field.
Participation in thequiz is limited to one
teamper business school. Entriesmust be
completed byFebruary 21.

Teamsize 3-6members
Teamentry fee £2,000 (donated toWCC)
VenueFinancial Times, One Southwark
Bridge, LondonSE1 9HL
FTcoverageAll teamswill participate in
the first six competitive rounds, and then
the two leading teamswill compete in the
final round. The final roundwill be filmed
for the FT.comBusiness School channel.
Formore information and to enter, see
www.ft.com/business-school-challenge

Helpneeded:
YangonChildren’s
Hospital,
Myanmar
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hopes & fears
anne pao

I
t was a little after 5am and i was nearing the top
of Kilimanjaro. after 16 hours of climbing, i felt
a sudden wave of fatigue and disorientation. Fear
bubbled within and i worried that after four and a
half days of ascent, altitude sickness would cut my

journey short. Phillip, our guide, whispered: “anne, this
is where you pull on your passion.” i grabbed his arm to
steady myself, and gathered all my energy for the final
push. not long afterwards, i was above the clouds and
felt the sunrise on my face. the sickness disappeared and
i pushed on to reach the summit of africa’s highest peak.

despite the quest for adventure in my personal life,
my career has largely followed a linear path. two and a
half years ago, that changed. i applied to the Wharton
School at the University of Pennsylvania to do an mBa,
writing about my desire to manage hiV operations and
analytics in africa. the rejection notice was a blow. i
moped about for three days, then asked myself: “Why
does this have to be pinned to Wharton?”

the question awakened in me a calling like i never had
before. i wanted more than the traditional path, even if
i had to quit my solid job at an hiV biotech company. i
needed to get to africa, no matter how risky
or unlikely it seemed. i applied to the Clinton
health access initiative to implement hiV
programmes in Swaziland. two weeks later i
had an offer. i packed up my life and left the
safe harbour of San Francisco.

i came to africa to learn about the
challenges of healthcare delivery in the
developing world. i could not anticipate how
the experience would reshape my values,

hopes and inner purpose. i had no entrepreneurial hopes
until i came to africa. in the US, it can be difficult to spot
opportunities in a saturated market. in africa, markets
are emerging, under development or non-existent. Some
see this as a problem, but i see boundless opportunity.

i could not face leaving africa for the US. i felt that
burning need to take the unconventional path: to launch
a social enterprise start-up in africa. But there was a
hole in my CV – i needed to bolster my understanding of
doing business in africa’s diverse emerging markets.

the University of Cape town Graduate School of
Business emerged as my starting point. the UCtmBa
is not a typical programme, which is why i chose it. it
teaches that business must have a multi-dimensional
purpose that transcends pure profit to include social
impact. in one of my favourite classes, the social
innovation lab, student teams develop social innovation
plans to address social issues. i was able to dedicate

significant time to building my social
enterprise concept with the help and
feedback of passionate students and
innovation experts.

the UCtmBa is intense,
cramming two years of study into 11
months. Students have classes every
day for six months, with mandatory
assignments, and must submit a
thesis. there were moments when
i had no idea how i would get it all
done, and days when i pulled an all-
nighter to finish a paper, only to turn
around and start another.

nerves can get strained and
things can become downright

uncomfortable. as a class president, i had to engage
with issues that would have been easier to let pass by.
When i was elected, i thought it would put me at the
point of social activity, helping to co-ordinate needs and
relationships across a very diverse class. this was part of
it, but being a president widened my understanding of
leadership. i realised the difficulty of managing the herd
and not allowing the stampede to drown out minority
voices. i learned that leadership is not glamorous or about
being popular. it is about working through your fears,
holding to your convictions and standing up for what is
right, even if that means you sometimes stand alone.

Riding this momentum, i am launching my social
enterprise start-up in South africa. the process is
moving quite quickly, but i am focused on the precipice
and, as Phillip the mountain guide would say, i am
pulling on my passion.

AnAfrican journey

ft.com/BUSineSSedUcation
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Leadership is
aboutworking
throughyour
fears and
standingup for
what is right

➔Howhealthcarework in SwazilandandanMBA in SouthAfrica set one student onanew track

Social impact
AnnePao tookherMBAat the
University of CapeTown,where
shewas a 2013 class president.
She is from theUSbut plans
to stay inCapeTown to join
an information technology
companyandworkon the
launchof her social enterprise
start-up,Weaverlution, an
onlinemarketplace for social
impact campaigns

MBA BLogS
What is it like tobe
anMBAstudent?go
toft.com/mba-blog
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