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from the editor
della bradshaw

h
ow important is location to a business
school? does it matter if you are rooted in
one particular city or country? it is a topic
that is creeping on to the business school
agenda because, as we know, demographics

are changing dramatically.
there are now a mind-boggling 7bn people on the

planet. What is more, that figure could double again by
the end of the century, with the largest growth occur-
ring in developing countries. Where will people live?
What kind of lives will they have? how many will pursue
higher education?

the dean of the indian school of business gave me
an alarming statistic recently. only about 30 per cent of
people in india live in urban areas, compared with 82 per
cent in the us. india is expecting between 250m
and 300m people – close to the popula-
tion of the us – to migrate to cities in
the next 20-25 years.

this means business schools
face two issues. First, the
growth in student numbers
outside the traditional
mba markets of north
america and europe.
second, a rush towards
urbanisation.

some deans of top
schools have given the
latter much thought. sally
blount, dean of the Kellogg
school at northwestern
university, says globalisation
will lead to the emergence of
25 global cities – intellectual,
social, economic, educational and
cultural capitals.

Where will they be? and will they be
home to the world’s top mba programmes, too?

a quick poll among business education colleagues
(a rather unrepresentative sample of seven) showed
tremendous disparity when colleagues were asked to
nominate the 25 top cities of the future. everyone agreed
on london, mumbai, new york and shanghai.

beijing, hong Kong, moscow, Paris, rio de Janeiro
and Washington also got multiple votes. What about san
Francisco? too small. rome? not enough industry. and
then there is germany, the industrial powerhouse of
europe, but with a federal system that mitigates against
the surge of one great national city, such as london,
Paris or madrid.

other cities that spring to mind are tokyo – the
world’s largest metropolitan area with a population of
about 36m – dubai, são Paulo, Chicago, singapore, new
delhi and los angeles. might istanbul also have a shot?

if the 25 global cities are to be at the heart of business
and educational life, then do they not also have to house
the world’s top business schools?

among the top 10 schools in the Ft’s ranking of
the top 100 mbas, only one city is represented twice –
boston. With seven large universities in the greater bos-
ton area, it is arguably the world’s most important city for
education. but, 10 or 20 years from now, will it be one of
the top 25 cities? and if not, does that matter?

i would argue that it does. unlike history or philoso-
phy departments, business schools must bridge the gap
between business and academia, and the place to do that
is on the doorsteps of global companies.

so how do london, mumbai, new york and shanghai
fare? a glance at the ranking shows there is a smattering
of business schools in london and new york. each city
is home to a top-10 school and has at least one other in
the top 100. indeed, if you include “greater, greater
london”, as one german professor recently defined it to
me, there are six business schools within an hour’s jour-
ney of central london, including oxford and Cambridge,
that make the top 100.

mumbai has no business schools represented as yet
and shanghai just one – Ceibs. this may change rapidly.
there is the much-quoted statistic that by 2020 there will
be 20 cities of 20m people in China. the problem is, at
the moment most people can only name two of them.

What is clear, is that many universities are in locations
that will never become global conurbations. new
haven, Connecticut (home to yale) will never make the
cut. nor will lancaster in the uK, lausanne (home to
imd) in switzerland, or london, ontario (home to the

ivey school).
so how can they flourish? technology

will play a part. two of the us schools that
recognised the value of this early on have
been the north Carolina schools – Fuqua
and Kenan-Flagler. and many schools
have set up overseas campuses or partner-
ships with business schools in China and
south america – india is still proving
more difficult. but so far there has been
little innovation by schools in the us
and europe to deal with changing demo-
graphics. if they do not innovate, will they
survive as global institutions? it will be
another 20 years before we find out.

Moving targets
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➔ As theworld enters an era ofmega-cities, are business schools in the right locations?
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250m
Between aquarter of
a billion and 300m
Indians are expected
tomove from rural
areas to cities in the
next 20-25 years –
a number not far
short of the current
USpopulation of 312m

Business
educatorsmust
bridge business
and academia,
and theplace
to do that is on
thedoorsteps
of global
companies





➔ Poll: internships really do giveyouan ‘in’
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P
rospective students
who view an MBA as
a springboard to new
industry sectors or jobs
would improve their

chances by completing an intern-
ship, a recent FT survey reveals.

According to almost 2,000
MBA alumni from the class of
2008 who responded to an FT
poll in November 2011, those who
undertook an internship as part of
their programmes were more likely
to change career paths. Of those
who completed an internship, 92
per cent changed jobs and 69 per
cent changed sectors. Among those
who did not, these figures were
8 per cent and 12 per cent lower
respectively.

It also took less time for those
who did an internship – 72 per cent
of respondents – to find employ-
ment after completing their MBA.
While 75 per cent of those who

completed an intern-
ship found employment
within one month of finishing
their courses, only 69 per cent
of those with no internships were
as successful.

A contributing factor was the
fact that 63 per cent of interns
were offered a position with the
internship employer. It is therefore
unsurprising that 85 per cent of
alumni who completed an intern-
ship said the experience was
important to their post-MBA
career progression.

More than a fifth
of those who did not
do an internship
regretted it, princi-
pally on the grounds
that it would have
been an opportu-
nity to experience a
different sector and
role. - Adam Palin

What’s in a name?Quite a lot it
seems. TheMBA is oneof the
fewglobally recogniseddegree
brands, but the letters stand
for a lotmore than amasters of
business administration.

Apple’sMacBookAir is per-
haps themost famousproduct
to share the initials, but some in
theUSwill be familiarwith the
MortgageBankersAssociation

or theMontereyBayAquarium,
not tomention another postgrad-

uate degree, theMasters of Beef
Advocacy, awardedby theNational

Cattlemen’s BeefAssociation. But pos-
sibly the furthest cry from theprestigious
business degree is Scotland’s little-known
charity, theMountain BothiesAssociation,
whichmaintains shelters in remote areas.

upfront
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$1bn: the 8,230 graduates from the top 100
business schoolswho gave salarydata to
the alumni survey for the FT globalMBA
ranking collectively earnmore than $1bn

37th
TheUniversityofHongKong’s
position in theFTGlobalMBA
ranking, thehighest of fournew
entries to the top 100 (three are
fromeastAsia, two fromChina)

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

➔Topof the class

06

➔ Thenamegame

$125,824
Average alumni
salary (weighted),
for the top 100
programmes*
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S
hould the Financial Times
attempt to rank the art collec-
tions of the world’s leading
schools, Harvard Business
School would have a strong

claim to the top spot.
Motivated by an absence of artistic

inspiration in his time at Harvard,
MBA alumnus Gerald Schwartz has
been the driving force behind HBS’s

formidable public collection. A
belief in the power of provocative
art to catalyse creative thinking
has brought together an eclectic
range of contemporary pieces.

Many, including “Painting
No.538” (pictured) pose a meta-
phorical challenge to students.
According to the artist, Sally
Davies, the purpose of the piece
is “to question our sense of value,
our obsession with consumerism
and what initiates our desires”.

The popularity of the student
Art Appreciation Society appears
to indicate the regard in which
the collection is held. The club’s
co-presidents get to accompany
Schwartz on his annual trip to
procure the latest acquisitions.

The collection is not an
investment, but has been
donated in trust. It is arguably a

paradox that art may be deemed above
the commercial imperatives that
underpin an MBA curriculum. Para-
phrasing Oscar Wilde, perhaps it is
through art alone that schools can
shield their students from the perils of
the world beyond. Or it may simply be
nice to look at. – Adam Palin
See slideshow at www.ft.com/
business-education

➔ Art for art’s sake – at a business school?

Top for careers
(Seniority after
three years and
size of company)
Indian Institute
ofManagement,
Ahmedabad

Top for female students
(Highest proportion: 45 per cent)
Cass Business School, London

Top for international
experience
(Based on course
elements overseas)
Hult International Business
School (US/UK/UAE/China)

TOP
25

07

*See key (p37) andmethodology (p39) for criteria

Top for salary
(Three years after graduation)
StanfordGSB, California
($192,179,weighted)

➔ FTGLOBALMBARANKING
The top 25 in 2012*

Rank School name W
ei

g
h
te

d
sa

la
ry

(U
S$

)*
*

1 Stanford Graduate School of Business 192,179

2 Harvard Business School 178,249

3 University of Pennsylvania: Wharton 172,353

4 London Business School 152,981

5 Columbia Business School 166,497

6 Insead 144,355

7 MIT: Sloan 157,337

8 IE Business School 156,658

9 Iese Business School 133,888

10 Hong Kong UST Business School 127,600

11 Indian Institute of Management, Ahmedabad 175,076

12 University of Chicago: Booth 152,585

13 IMD 144,045

14 University of California at Berkeley: Haas 146,811

15 Duke University: Fuqua 139,405

16 Northwestern University: Kellogg 145,834

17 New York University: Stern 134,093

18 HEC Paris 121,061

19 Dartmouth College: Tuck 151,182

20 = Indian School of Business 129,512

20 = Yale School of Management 142,455

20 = University of Oxford: Saïd 134,805

23 National University of Singapore School of Business 97,625

24 = Ceibs 123,058

24 = Cornell University: Johnson 141,727

Footnotes
* See ranking, p39, for the criteria. ** The average salary three years after
graduation, with adjustment for salary variations between industry sectors©
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introduction

Degrees of change
➔Business schools are reinventing theMBA. ByDella Bradshaw

$100,000
Elevenof the 100
schools in the 2012
FTGlobalMBA
ranking charge
more than $100,000
for theirMBApro-
gramme.All are in
theUS – and all are
in the top 25

‘I think peoplemaywant to get
anMBA in a slightly differentway’
GlEnn HUBBArd, dEAn oF ColUMBIA

BUSInESS SCHool (lEFT)
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T
wenty years ago, the mBa
was unquestionably the
degree of choice for ambi-
tious young managers;
these days, the picture is

less clear cut, as shifts in the global
economy highlight the need for com-
peting types of manage-
ment education and
greater student choice.

while the mBa
still dominates the
north american degree
market, a diverse range
of programmes are blos-
soming in developing
economies.

south america is
emerging as a non-
degree market, with
executive education
the norm in Brazil. in
china, executive or
part-time mBas are the
premium programmes. in india, the
flagship postgraduate programmes are
targeted at those straight out of under-
graduate courses.

in the fourth Bric country, russia,
the mBa also takes a back seat, says
Valery katkalo, dean of the Graduate
school of management at st petersburg
state university. “currently the full-
time mBa is not the product delivered

by russian business schools. i do not
see a particular demand for [it].”

in europe, the surge in demand
for pre-experience masters in manage-
ment degrees has overshadowed the
mBa, with many established schools
seeing a decline in applications. in
countries such as Germany, the mBa
is still a fledgling product, explains
jens wüstemann, president of the
mannheim Business school. “Fifteen
years ago, the mBa was unknown in
Germany. we are trying to educate
the market.”

even in the us, the home of the
mBa, fragmentation in the market – or
customisation, as deans prefer to call it
– is increasing, says david schmittlein,
dean of mit’s sloan school and a long-
time advocate of programme choice.
“there’s been a lot more discussion.”

so, just as the us exported the mBa
to europe 50 years ago, today there
is an increasing demand for euro-
pean-style pre-experience masters in
management degrees in north america,
as well as for specialised degrees in
finance, accounting and marketing.

the latest technology has also
sent many mBa schools back to the
drawing-board. even the top-ranked
schools are acknowledging the changes.
“i think people will look at different
formats,” says Glenn hubbard, dean

of columbia Business school in new
york. “i think people may want to get
an mBa in a slightly different way.”

while every business school is
exploring the option of blended learn-
ing, in which courses can be either
online or based in the classroom, in
2012 all eyes will be on the kenan-
Flagler school at the university of

f t. com / BU S i n e S S edUc at i on
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north carolina at chapel hill. in 2011
it launched mBa@unc, essentially
an online mBa, but with the same
premium fees as the full-time degree. if
successful, it could set the benchmark
for other highly ranked schools.

in the scrabble to attract the top
students, this kind of differentiation
has become the name of the game, says
richard lyons, dean of the haas school
at uc Berkeley. “Business schools are
taking more of a stand and saying, ‘this
is what we are about.’ we’re saying
this is our identity; this is our history;
this is our place.
we’re going to play
it our way.”

But as the
ticket price of an
mBa goes up, so
does the student
demand for high-
quality teaching
and services.
dave wilson,
president of
Gmac, the body
that administers
the Gmat entry
test for business
schools, warns of
the dangers. “the
faculty are a fixed
cost, just like the
building. there’s
a limit to what
they can teach,”
he says. “now
they have to teach
mBas for medical
students or mscs
in finance.”

But market-
sensitive business
schools are learn-
ing to embrace
the new reality.

at ie Business school in madrid,
for example, the 633 full-time mBa
students now choose which 80 elective
courses will run from the 150 pro-
posed by faculty. “it’s demand driven,”
explains strategy professor david Bach.

as numbers on mBa programmes
in europe and the us plateau or
decline, business schools everywhere
are counting the costs, and fundraising
campaigns are squarely back on the
agenda as state funding evaporates.
But in asia, different funding models
are emerging, such as corporate foun-
dations, to take the place of the state
and the wealthy alumnus.

as nitish jain, president of the sp
jain center of management, points
out: “it will be private enterprise that
funds asia’s growth in education.”
one example is cheung kong Gradu-
ate school of Business, which made
a splash in 2011 by opening facilities
in london, reversing the prevailing
trend in which western schools set up

13th
The “aims achieved”
rankout of 100of
Haas School of Busi-
ness at theUniversity
of California at Berke-
ley. Thismeasures
the extent towhich
a school’s alumni
fulfilled their goals
for doing anMBA

programmes in asia. this year, the
chinese school is planning to start
teaching in new york as well.

as established business schools
scurry to educate those from different
cultures, the curriculum’s focus has
moved from the content to the context
in which business operates. “what
does it mean to put capitalism through
the moral filter of islam?” asks william
Boulding, dean of duke university’s
Fuqua school of Business. “we’d better
begin to understand that.”

as well as damping the number of
mBa applicants, the continued eco-
nomic uncertainty has brought other
changes. students are now opting for
longer programmes. at esade in Bar-
celona, where students can complete
their mBa in 12, 15 or 18 months, most
are eschewing the shortest course. of
the 180 students, only 20 in the class
of 2012 will finish their degree in 12
months – the rest are opting to study
over a 15- or 18-month period. “what

we didn’t expect at all was the
[low figures for] 12 months,”
says Gloria Batllori, executive
director for the mBa.

oxford university’s saïd
Business school is also
tapping into the trend.
peter tufano, the newly-
appointed dean, plans to
launch a 1+1 system this
year, in which postgraduate
students will be able
to obtain two degrees in

two years, the first a masters
in a specialist subject, such
as environmental manage-
ment or education, the second
an mBa.

consumer choice, it seems,
will increasingly be the name
of the game. B p
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deanWilliam
Boulding of the
Fuqua school
(above); richard
lyons of theHaas
school (below)

‘What does itmean to
put capitalism through
themoral filter of Islam?’
BIll BoUldInG, dEAn oF

FUQUA SCHool oF BUSInESS

‘Business schools are
takingmore of a stand
and saying ‘This is
whatweare about” ’
rICHArd lYonS, dEAn oF THE

HAAS SCHool oF BUSInESS



A lison Davis-Blake rattles
off the statistics as if she
has known them all her

life. The University of Michigan
has 43,000 students; 7 per cent
of them are studying a business
degree or business major; the

university receives 5 per cent
of its funds from the state.

Yet Prof Davis-Blake
only joined the university

a little over six months
ago, when she was
appointed
dean of
the Ross
School of
Business.

Now it is
her job to

put it on
the global
map.

Prof
Davis-

Blake, 53, is a career
academic with a

PhD from Stanford
and lists of

publica-
tions to her
name. In
that, this

business-
like expert

on strategic
human
resource
manage-
ment is
perhaps

emblematic of the school
she now runs, an institu-

tion that is high on substance,
but often reticent to shout

about it.
Over the years, the Ross

school has been a pioneer of
innovative course and curricu-
lum design.

Action-based learning, in
which students learn through

consultancy projects rather than
lectures or case studies, has been
on the curriculum for 25 years.
And it was one of the first US busi-
ness schools to recognise the need
for students to develop a global
mindset. These days, 80 per cent
of Ross students have an action-
learning experience outside their
home country.

For many top US business
schools, including Harvard, these
kinds of projects are only just

hitting the agenda.
Indeed, Michigan
already does many
of the things for
which other top US
schools are earning
column inches. At
Stanford, for exam-
ple, one in every
six MBA students
is studying for their
second degree at the

university, yet the proportion at
Ross is similar.

So why is Michigan not more
globally visible? “Midwest mod-
esty” is one reason, believes the
dean. But she is also realistic.

“Michigan is not the school for
every student,” she concedes. It is
in Ann Arbor, a Midwest university
town, not New York, San Francisco
or Hong Kong. And the business
school is part of a large, full-service
university, not
a standalone
campus.

It is also a state
university, rather
than a member of
the exclusive Ivy
League. But then,
Prof Davis-Blake
is an advocate of
US state higher
education. Before
joining Ross, she
was dean at the
Carlson school

at the University of Minnesota,
and before that a professor at the
McCombs school at the University
of Texas at Austin.

For many, state education is all
about the funding, but at Ross this
is largely academic. The business
school is essentially tuition driven,
with just 0.9 per cent of its funds
coming from the state, and 71 per
cent of income from fees.

However, money is a big issue.
Even though alumnus Stephen
Ross gave the school $100m in
2004, the total endowment of
$364m is not enough to support
operations, says the dean. Indeed,
fundraising is high on her agenda.

But Prof Davis-Blake says the
defining issue of state universities
relates to ethos, and to the notions
of public service and inclusion.
“We need to educate all sectors in
society,” she says.

In a polite but firm swipe at the
FT rankings – one criterion in the
rankings is alumni pay – she says
life is not all about money. “I see
more and more students think-
ing, ‘What kind of outcome do I
really want? What does a better
job mean?’ A better job means I
can make a bigger contribution to
society. A better job is having more
influence over society.”

That is something state univer-
sities are well placed to deliver,

she asserts. The
message must be
getting through,
because as other
business schools
admit to falling
applications and
enrolment rates
this year, the Ross
school can boast
that applications
for its MBA
programme are
up 7.6 per cent.
– Della Bradshaw

Meet the dean
➔ Alison davis-Blake aims to put the ross school on the global map

The business
school is high
on substance,
but often
reticent to
shout about it
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View profiles
of top deans at

www.ft.com/
deans

on video
Alison davis-Blake
talks to FT Business
Education editor
della Bradshaw about
how business schools
can help improve
the gender balance
on company boards.
www.ft.com/business-
education/mba2012
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london
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onmanagement
simon caulkin

T
he coalition government
is considering changing
employment law to make
it easier for companies to
hire people – Orwell-speak,

many think, for sacking them. In her
piece on business school governance in
the last issue of this magazine, editor
Della Bradshaw noted that it was hard
to imagine organisations “allowing
the workers effectively to decide who
will be their new boss. When the FT is
next looking for an editor, will jobbing
journalists be allowed to vote?”

Maybe they should. Behind both
these ideas are the same assumptions:
that, baldly, performance is all about
sorting out the workers, and all will be
well if managers are allowed to get on
with it. It is the conventional wisdom –
but does it stack up?

In a recent research report on
“employee-centred management”,
London Business School’s Julian
Birkinshaw, Vyla Rollins and Ste-
fano Turconi point out that unlike,
say, sales and marketing, which has
learnt that customer insight comes
from seeing the world through
customers’ eyes, management is
exclusively viewed from the perspec-
tive of the manager.

This one-eyed view is self-reinforc-
ing, perpetuating the assumptions it
started with.

If the aim is “creating a workplace
where employees are able to deliver
their best work” – the subtitle of the
LBS report – the evidence is unargu-
able: a happy, secure workplace pro-
duces better results. Dozens of studies
show that improving engagement pays
off. One recent scholarly study calcu-
lated that a value-weighted portfolio of
Fortune’s “100 best companies to work
for” in the US, outperformed the aver-
age by 3.5 per cent a year over 25 years.

Or try it at national level. Statistics
from the Organisation for Economic
Co-operation and Development make
nonsense of the idea that UK workers

The view from below

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

➔ Itmakes business sense for companies to give employees a say inhow they aremanaged
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To recap: engagement and com-
mitment are the nearest things to a
management silver bullet. What is
more, we know how to do it: select

managers who can, in Prof
Birkinshaw’s words, “push
decision-making down to
employees, communicate
the meaning of the work
being done loudly and
clearly, and provide
support when needed”.

This is hardly rocket
science – and it has been
known for decades. In this
light, the real question is

not why you would give workers a say
in appointing their manager: it is why
you would not.

Sure enough, some of the high-
performing, best-to-work-for compa-
nies do just that. At manufacturer WL
Gore, of Gore-Tex fame, the only way to
become a leader is to attract followers.
Current chief executive Terri Kelly got
the job because more people followed
her than anyone else. Closer to home,
Happy, the award-festooned training
company, lets associates choose depart-
ment heads; and if anyone is unhappy
with their manager, a better solution
than forcing them to leave is allowing
them to choose someone else.

Even among the “best-workplace”
companies, most see employees select-
ing managers as a step too far. But, as
Prof Birkinshaw notes, even without
allowing this, the central conundrum of
people management remains. Why do
more managers not walk the talk? Why
are there so many bad ones? Why are
so many workplaces “stultifyingly dull”
(Prof Birkinshaw), or worse? There are
a number of plausible answers – for
example, the self-reinforcing, top-down
assumptions we started with, human
nature, convention and fear of standing
out from the crowd. But none has
anything to do with evidence – which
does not do much for management
pretensions in the first place, does it?

There is no
correlation
between low
employment
protection
andhigh
performance

need less protection. The UK is already
next to bottom in the employment
protection league. UK employees work
longer hours, are more likely to work
part time, and get propor-
tionally half the employ-
ment benefits of the aver-
age. Taxes on labour are
lower, too. There is simply
no correlation in the
OECD figures between low
employment protection
and high economic perfor-
mance. Rather, the reverse
is true: greater protection

seems to go
with better economic

performance.
If employees
are feeling
helpless and
worried
about
their
jobs,
that is
what
they are
focused
on, not
customers
or quality.

Fear makes
people stupid.

Beyond that,
though, in LBS’s

ideal workplace, trust
looms large, and trust is
incompatible with not
knowing whether you
will be there tomorrow.

It goes further. The
main determinant of
trust, and engagement
generally, is a good
first-line manager. In
fact, all other aspects of
the workplace – condi-
tions, colleagues, pay
– are comparatively
insignificant.

Thebigquestion
InWhatMatters Now,
GaryHamel says creating
organisations fit for the
future and for humans
is the answer. Is that not
whatmanagement is
about? The fact that they
havenot done it already,
suggestsmanagers are in
for a big challenge.
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dean’s column
John quelch

A
cademics succeed if their
names are linked to
one important idea that
outlives them. Profes-
sor Theodore Levitt’s

name is linked to many. The first was a
blockbuster. “Marketing myopia” was
published by Harvard Business Review
(HBR) in 1960, one year after Harvard
Business School plucked Prof Levitt,
the son of a German immigrant cobbler,
from the University of North Dakota.

The article famously asked: “What
business are you in?” It critiqued
railroads for “letting their custom-
ers get away from them because they
assumed themselves to be in the
railroad business rather than the
transportation business”. They
were product-ori-
entated rather
than market-
orientated.

Over
the next 40
years, Prof
Levitt’s articles
dominated HBR,
alongside those
of Peter Drucker
and, later, Michael
Porter. His sweeping
generalisations were
rendered tolerable by the
elegance of his prose. He
opined brilliantly on the perils
of corporate social responsibility,
the need to differentiate everything,
and the importance of tangible evi-
dence to reassure customers choosing
among suppliers of intangible services
(the impressive bank building, the
authoritative logo). All 25 HBR articles
went through at least five rewrites. As
he said: “Why should you make
customers go through the torture
chamber? I want them to say ‘Aha!’”

I spent perhaps no more than eight
hours in the company of Prof Levitt,
but he had a profound impact on
my career.

Arriving at Harvard as a doctoral
student in the mid-1970s, I had heard
Prof Levitt was one of the big men
on campus. Walking to my first class,
I noticed behind me a
sprightly man with bushy
eyebrows whom I assumed
correctly to be the profes-
sor. I held the classroom
door to let him through.
As he passed, he barked:
“You’re late!”

I gave him a wide berth
until it was time for feed-
back on my thesis proposal
after three months of hard
labour. The meeting lasted five
minutes, barely long enough for Prof

Levitt, whose mentoring style was
more tough love than hand-
holding, to dismiss me with:
“Throw this out, start again
and come back in a week
with something impor-
tant!” Fortunately, I did.

Prof Levitt’s advice
was always to work on
important problems
that are important to
important people in
important companies. It
spurred me to get out into
the field, talk to business

people, write case studies
and understand the messy

complexity of the world, rather
than work behind
my desk on math-
ematical models
based on unrealis-
tic assumptions.

After graduat-
ing, I took a job at
the University of
Western Ontario.
The famous
blizzard of 1978
dumped 37 inches
of snow outside
my apartment; it
was time to leave.

Bark with bite
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➔ His manner could be blunt, but Theodore Levitt’s intellect was both sharp and inspirational
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I wrote to Prof Levitt, by then head
of Harvard’s marketing department. A
terse one-sentence reply mailed weeks
later announced there were no

openings. Ten days later,
the phone rang – an
unexpected resignation.
The professor needed me
at Harvard in two months
to teach the required MBA
marketing course.

In 1983, HBR
published Prof Levitt’s
“Globalization of markets”.
It rocked the marketing
world by claiming: “Gone

are the accustomed differences in
national and regional preferences” as
consumers everywhere pursued the
single objective of “world-class moder-
nity at affordable prices”. Believing the
thesis to be exaggerated (which, as a
consummate provocateur, Prof Levitt
freely admitted), I worked long and
hard on an HBR rebuttal, “Customizing
global marketing”, which demonstrated
how successful multinationals such
as Coca-Cola and Nestlé combined
standardisation of marketing strategy
with local adaptation of marketing
tactics. As a non-tenured professor,
I was nervous about taking on the big
beast. Prof Levitt loved it.

A few months later, and just ahead
of my promotion review, Prof Levitt
called my office to announce he would
be sitting in on my next class. The
case study involved a discussion of a
marketing ethics question: should The
Boston Globe newspaper accept adver-
tising for South African Krugerrand
coins? The discussion was spirited and
the students thankfully well prepared.
At the subsequent debrief, Prof Levitt
asked me how I rated the class. “Well,”
I stumbled, “it wasn’t bad but I could
have done a few things differently...”
He cut me off. “Quelch, it was a terrific
class, no more need be said.” Prof Levitt
gave praise sparingly but, when he gave
it, he gave it unreservedly.

‘Always work
on important
problems
that are
important
to important
people’

About the
columnist
Professor John Quelch
is dean of Ceibs in
Shanghai. His latest
book isAll Business Is
Local. Previously, he was
senior associate dean
at Harvard Business
School and dean of
London Business School

Theodore
Levitt was a

towering figure
in marketing
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hris Daniels was out on the
town when Bob Diamond, then head of Barclays Capital
and currently chief executive of Barclays, rang his home
in Barcelona to persuade him to take up a summer
internship.

It was 1999 and Daniels was almost halfway through
his two-year MBA course at Iese, the business school
based in the Catalonian city. “the human resources
department [at Barcap] had obviously deployed Bob
Diamond on the waverers,” he says, “but my Romanian
housemate answered the call, and of course he had no
idea who he was. he said: ‘Chris is out in a pub so it may
be a couple of days before he phones you back.’”

Not the most auspicious start to Daniels’ banking
career perhaps, but after five years in the army and with
a strong desire to do something “useful, that had a sense
of purpose”, he never intended to enter the industry.
he had hoped, instead, that his business qualification
would lead to a job as head of operations or strategy at

a non-governmental organisation such as the UN or the
International Red Cross. “When I was at Iese, the big
thing was investment banking and I went through the
first year thinking it was a kind of crème de la crème job,”
he says. “It was hard to get into and it was perceived as
glamorous, so I thought: ‘I’ll just do a 10-week intern-
ship and then I will have gotten it out of my system and
at least I would be experienced in it.’”

But it did not work out that way, and Barcap played
a clever hand in reeling in Daniels, paying him for each
module of its training programme he completed during
his second year. By the time he had signed up to join
the investment bank, he was back in the black after
going tens of thousands of pounds into debt to fund his
MBA – even with a scholarship that halved the fees. the
financial help was not the reason he joined Barcap, he
stresses, “but it kind of nudged [the decision] along”.

In a non-financial sense, however, payback for the
time and effort invested in the course has taken much

Winning
position
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Aparatrooper turnedbanker,
Chris Daniels’MBAhelped secure
himadream role preparing for
London2012,writesAndrewBaxter
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On form: Chris Daniels
handles Lloyds invol
vement as a sponsor
of the London2012
OlympicGames and
Paralympic Games

➤
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that he had spent six weeks at the Sydney
Games in 2000, volunteering as athlete
services manager for the modern pen-
tathlon. also, while at barcap, he had
attended the 2004 athens games with the london
2012 bid committee.

Daniels was told it was a year too early for him to
come on board, but his interest was welcomed.
When he left the bank later that year to join hboS,
he assumed that would be the end of the matter.
however, by September 2008, he was back in the
fold after lloyds tSb absorbed hboS in the
fallout from the global credit crisis and became
lloyds banking Group .

on July 27 2009, exactly three years before
the start of london 2012, Daniels was offered
his current job. as “head of london 2012
activation – wholesale” his role is to find ways
to bring value to the bank’s corporate activi-
ties from its Games sponsorship.

it has been a dream job, and a big chal-
lenge. Daniels had to define the scope of the
new role himself, looking at business develop-
ment, customer and employee engagement,
and working out how to use london 2012
to instil pride in the bank. all of this took
place at a time of upheaval as two
banks were combined and jobs
were being lost to deliver the
synergies and savings that inves-
tors expected.

Daniels says the sponsorship has “created new
networks and new ideas, and really allowed us to
demonstrate our support for the UK economy and small
businesses, which has been great”.

this multifaceted role has at long last allowed him, at
the age of 42, to use his full range of skills, he says.

19

Pickingup thepace:
the true value of
anMBAonly becomes
apparent later on
in your career,
Daniels believes

longer. Daniels was attracted to the trading floor
environment. “it was dynamic, fast moving, entrepre-
neurial; you were allowed to be your own boss,” he says.

after 10 weeks at barcap, he was tasked with setting
up an equity derivatives business from scratch, as man-
agers realised he was a bit older than other new entrants
and, as an Mba, had more breadth. “equity derivatives
was less about derivatives and more about tax, account-
ing and financing issues,” he says. “i was not an expert in
any of those things but [because i had done the Mba] i
could speak the language and grab in the expertise.”

D
aniels found he was using a little of
what he had absorbed at iese, but not
enough. the derivatives knowledge he
had picked up was very theoretical, so he
had to relearn on the job; on the other
hand, he says, it was good to have the
theoretical base, and his focus would

also have been much narrower if he had gone straight
into investment banking after receiving his maths degree
from oxford.

it was much the same story in subsequent investment
banking assignments – typically he would spend two
years developing a business that was either not perform-
ing or was starting up, first at barcap and latterly at
lloyds tSb. “on reflection, i was frustrated that i was
only ever using 25 or 30 per cent of my skill set and
knowledge. you are compensated by being paid really
handsomely – certainly in those days, maybe it’s less now.
but, fundamentally, you are paid to do deals,” he says.

then in February 2007, lloyds tSb announced it
would be a tier-one sponsor of the london 2012 olympic
and paralympic Games. Daniels was running european
derivative sales for the bank, but sensed an opportunity.
he rang the head of marketing, said he wanted to work
on the olympics project, and reminded his colleague ➤

‘I was frustrated that Iwas only
ever using 25 or 30per cent
ofmy skill set andknowledge
[in investment banking]’
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“i regularly deal with hr, marketing, the finance guys,
the business development people – you name it, i’m
dealing with everybody. So now i am fully utilising my
Mba, drawing a lot on what i learnt at business school.”

H
e stresses, however, that he is also
leveraging what he learnt in previous
roles building businesses in banking,
and drawing, too, on his military days
in terms of leadership management
– he has six direct reports but dotted
lines mean the team can rise to 13.

after leaving oxford and deciding that the university
milk round and some of the jobs a maths graduate would
be offered on it – such as actuary or accountant – were
“the most deathly dull thing you could possibly imagine”,
Daniels chose to become a paratrooper, attracted more
by ideology than the chance to jump out of an aircraft.

“the ethos of the paratrooper is, you land on the
ground and you can’t jump up again, so you just have to
get on and sort things out,” he explains.

Five years later, after seeing action in Northern
ireland, the prospect of eight years in army desk jobs
did not appeal. Daniels was aware that his civilian
friends were working as management consultants or
investment bankers in london, and having a whale of a
time. “i thought, if i am going to work at a desk, it will
be one of my choosing, in a place i want and where i can
organise my time.”

that prompted the decision to do an Mba, but
Daniels felt it would have to be a full-time, two-year
course because he was facing a “massive” learning
curve. the one-year Mba at insead, for example, was
just too quick and seemed to be “designed for manage-
ment consultants”. he looked at two top US schools but
found that, despite their strong brand names, they were
US-centric rather than global. he plumped for iese for
a variety of reasons, including a desire to experience a
different culture, but the clincher was the lack of a domi-
nant nationality in the cohort.

“in a class of 70, the maximum [number of people]
of a certain nationality was six, so you had this very
cross-cultural experience,” he says. and, of course, “why
wouldn’t you spend two years in barcelona if you had
the opportunity?”

looking back, Daniels says: “it’s almost as if my
career to date has all come together in one role and i
wonder whether the effective use of an Mba
possibly comes much later in a person’s
career.” Which is something, perhaps, for
prospective students to bear in mind – you
may get a quick return financially, but other
benefits can take longer to come through.

So what next for Daniels after london
2012? “i’m going to sleep for three months,
that’s the first thing,” he jokes. “i’ve told my poor
wife and children: ‘you’re not going to see me
this year, i’m just going to be flat-out busy.”

20

Great expectations:
theOlympic venue
in east London is
nearing completion

‘I wonderwhether the effectiveuse of anMBA
possibly comesmuch later in a person’s career’

interview
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22 On the
money?
Awaveof films about business has
followed in thewakeof the financial
crisis. But the big screen is struggling
to come to termswith the scale of
theupheaval. ByNigelAndrews
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InWall Street:Money
Never Sleeps,Michael
Douglas reprises his
role asGordonGekko –
but the character
has changed subtly

➤
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nce upon a time, the only
thing film fans knew about the bond market regarded
a chap called James. this Bond regularly dominated
the news, encouraged mass investment and caused
worldwide excitement. Whenever there was a new Bond
issue – of connery, Moore or Brosnan – it stirred up the
newspapers as well as the cash registers.

how things have changed. even with Daniel craig
enlivening the 007 brand, the word “bond” now needs no
capital B. Indeed, the joined concepts of “bond” and “lack
of capital” are exactly what make headlines: a credit-
crunched world in mortal peril, money changers fleeing
temples, all of us in a tailspin without the interference of
Smersh or Goldfinger.

the latest wave of finance-world films – includingWall
Street: Money Never Sleeps, The CompanyMen, Inside
Job and The Social Network – all began shooting in 2009.
Lehman Brothers, the investment bank, collapsed in Sep-
tember 2008. Do the maths. even if some of these films
were then gleams in hollywood’s eye, the cry of “action”
would only have been hastened by events.

With the globe’s horizons still streaked in red ink – and
possibly getting redder – the odds are that there will be
more such movies. the newest isMargin Call. Depicting
three days in the life of a Lehman-style bank, hollywood’s
latest audit of the meltdown suggests little has changed.
the patient is no better, he still excites shock, awe and
pity. More importantly, he excites screenwriters and
directors –Margin Call’s J.c. chandor makes his debut
in both jobs – to present the boardroom and brokerage
corridors, once so heedless and bountiful, as places fit for
a modern Greek tragedy (a description Greece itself, of
course, now lives up to).

Star casts are fixtures in these films.Wall Street:
Money Never Sleeps saw the return of Michael Douglas
and The CompanyMen features Ben affleck, tommy
Lee Jones and Kevin costner.Margin Call is awash with
names. Kevin Spacey, the best in the business for busi-
ness roles and a graduate of Glengarry Glen Ross (David
Mamet’s seminal drama-satire about sales firm practices),
plays a sales manager trying to survive a downsizing
storm. chief executive Jeremy Irons and “head of risk”
Demi Moore are among the winners and losers.
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Cimino’s The Deer Hunter and francis ford Coppola’s
Apocalypse Now were released in successive years. seven
years later and a year beforeWall Street (as if opening
the door from one us zeitgeist to another), oliver stone
made Platoon (1986).

If there is much more momentous tribulation in
financial trauma wards currently – and there surely will
be – we should expect movies of equivalent stature: the
kind that stand above the fray while also lending it new
power built on myth or metaphor.

right now we are in a phase where we try to see
humanity in man’s inhumanity.
If Michael Douglas as Gordon
“greed-is-good” Gekko in the
firstWall Street defined a
titanic antihero for the 1980s,
the post-meltdown baddies and
goodies are subtly different. or
differently subtle. Gekko him-
self, in the secondWall Street, is

a mixture of old bluster and new penitence, who ends by
investing his money, through only partly selfish motives,
in a more far-seeing world. (“Green is good”?)

the title characters in The CompanyMen, executives
made redundant by a failing Boston firm, are vic-
tims not of evil super-bosses but of life and the
unpredictable spasms of lucre. as in theWall
Street sequel, there is an underlying belief that
everyone should get back to doing honest,

simple, socially responsible work – a
Voltairean injunction to “cultiver nos
jardins” – which explains why fired
executive Ben affleck takes a job
with Kevin Costner, his salt-of-the-
earth builder brother.

even The Social Network, while
endowing facebook founder Mark
Zuckerberg with an unflattering
mixture of gauche egotism and go-
getting ruthlessness, seeks to find the

human being behind the uber-geek.
the film enjoys – in an acerbic yet
forgiving way – the irony of a hero
with minimal social skills creating
a website for world togetherness.

25

Hard times: Tommy
Lee Jones andBen
Affleck star as execu-
tivesmade redundant
inTheCompanyMen

the business movie is today’s version of the 1970s
disaster film, less physical but no less apocalyptic. The
Poseidon Adventure and The Towering Inferno had star
casts to help us keep tabs on a plenitude of characters.
the complexity of modern money doings, which can
undo an entire company, country or the world, also needs
a big dramatis personae and the hi-fi cast to play them.

Now, a physical cataclysm is not required. Bonds
will do for bombs; hedge-fund crises are as threaten-
ing as hurricanes. tragedy has become microcosmic.
the beating of a butterfly’s wing in Wall street, tokyo
or London’s square Mile is as
momentous as the destruction
of a street or a city.

et for all its modern
obsession with the
money world, one
could argue that
cinema still has
not found the subject’s full dramatic
measure. the ground troops have moved

in, but the main campaign may well lie ahead. Com-
pare the history of the Vietnam war movie. It took a
decade or more – filled with the honourable grunts and
squaddies of hollywood action cinema fighting on the
level plains of gung-ho – before the defining epics,
raised up by mythic or tragic vision, arrived. Michael

Thebusinessmovie is
today’s versionof the 1970s
disaster film, less physical
but no less apocalyptic

➤
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elodrama, plain and purple, is not
today’s preference. there are too many
colours, we have been schooled to
believe, and many of these overlap. it
is too easy to blame the old villains, so
hollywood leaves that to the documen-
taries. non-fiction films such as Inside

Job and Client 9: The Rise and Fall of Eliot Spitzer have
begun to seem – paradoxically – more black-and-white
than fictional dramas.

sometimes current business fiction on screen goes
back in time to find those bold colours. Mad Men, the hit
television series, is set in the 1960s, but who is counting?
this backstabbing, rival-knifing drama set in a Madison
Avenue advertising agency seems a lot like the present
day, with yesterday’s gloss and visual
styling. the swing of the redundancy
axe is ever threatening. Financial losses
and the menace of bankruptcy are up
there, for dramatic value, with love, sex
and fatal illness.

the great leap backwards does not
always work. Last year, that prophetess
of capitalism, Ayn rand, almost saw – from
her cloudy eminence in the afterlife – her

novel Atlas Shrugged brought to the big
screen. Part one of a proposed three-part
adaptation hiccupped into movie theatres
in April. For critics and audiences it was
simultaneously too little and too much.
rand’s vision of an unconstrained laissez-
faire Utopia seemed as challengingly
batty as ever. Yet the film was under-cast,
under-directed and under-powered.

We await, even so, a film about
capitalist downfall that has the mytho-
manic reach and grandeur of rand’s
storytelling. Perhaps we require an
upside-down or reconfigured Fountain-
head. in my view, we need – as the story
of the Vietnam war needed cimino,
coppola and stone – an artist unafraid
to lend the fall of Mammon something as
reverberant as the fall of Adam (and i do
not mean smith).

too many modern money movies
recycle the same meltdown meteorology.
stocks tumble; the braces are stretched;
the juniors are fired; the seniors quake;
the kevin spacey/Michael Douglas
character gets to make his climactic
speech about greed being good,
bad, redemptive, iniquitous,

complicated, simple, or any combination
of the above.

come on, hollywood. there is a
world falling apart out there. Atlas has
indeed shrugged. the ongoing, long-
lasting world money crisis is threaten-
ing all our lives, sending cracks and
fissures into each corner. it is not just
about suits in skyscrapers. how many
other crises in our times, wars apart,
have had such an effect? Let us get that
vision up and running. Let us get the
picture world’s prophetic
powers pumped, primed
and unafraid of the big
statement: poetic,
political or
apocalyptic.

26

Not the sameold
villains: The Social
Network cast the
founderof Facebookas
egotistical but human
(left); Kevin Spacey is
an executive trying to
survivedownsizing in
Margin Call (below)

film

Financial losses and the
menaceof bankruptcy are
up there, for dramatic value,
with love, sex and fatal illness
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oving
to England was a huge decision for Elaine Grogan. It
meant giving up a job she loved, selling wallpaper and
textiles for an international company. It was the first time
Grogan, 31, had lived outside Taiwan and leaving her
family was a wrench. It also meant exchanging a warm
climate for the cold, damp English countryside.

But this year she upended her life so that her Irish
husband could pursue an MBA at Cranfield School of
Management, near Milton Keynes. Her verdict on the 12
months at Cranfield is that it has been a “great experience
– you meet lots of people from 40 different countries,
with different talents and different ideas to you”. The fact
that she has enjoyed her time as a student’s partner is
largely down to her attitude. “You have to find something
to do day to day. You have to contribute something – you
can’t just wait for people to approach you and you also
have to make time to do something with your partner.”

She was helped, she says, by Cranfield, which lays on
social activities and sports clubs for partners of students.

While accompanying her husband to business school
has been a positive experience for Grogan, for other

M

Family
business
ProspectiveMBAstudents need to consider
the impact their coursewill haveon their
personal lives, saysEmmaJacobs

partners it can be hard. Arriving in a strange country
with no job and a partner who has little time for you
can be very difficult. Any student considering an MBA
or even a part-time EMBA, should weigh up the human
costs of the time commitment and possible relocation on
their friendships, relationships, family and employer.

Jessica Pounds, director of diversity affairs at the
University of Chicago’s Booth School of Business, says:
“Students who come here spend a lot of time in recruit-
ing and study time, so they spend a lot of time away
from their families. There’s a constant grind in business
school – it is very intense from the moment you arrive,
whereas normally in jobs you get ebbs and flows.” For
students who bring partners, the pressure to spend time
with them may be strong, she adds, “though leaving a
partner at home can also be problematic”.

Paul Dainty, Melbourne Business School’s deputy
dean and author of The MBA Companion, says “stu-
dents have to manage the critical elements, which are
family and work … Quite often, people will say to their
friends or family ‘I’m going to do this MBA’, and then
get caught up in the school work and find that the last

Difficult decisions:
relocation anda
lack of time can
be challenging for
MBAstudents and
their partners➤
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‘Students spenda lot
of time away from
their families. There’s
a constant grind in
business school – it
is intense from the
moment youarrive’
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conversation they had was six months ago. They should
be having regular discussions with people who are criti-
cal to them throughout the programme, not just at the
start. Those who haven’t got family presumably have a
social life or partners or both. You have to be very care-
ful to maintain those relationships. If you put people on
hold for three years, they don’t suddenly pop up again.”

ust as important, he says, “kids don’t necessar-
ily understand what Mummy or Daddy is doing.
You’ve got to spend time with them.”

Gila Vadnai-Tolub, a 29-year-old management
consultant, graduated from Booth in 2011. Her hus-
band and children (aged five and one) moved with
her from Paris. She says her entrepreneur husband

was very supportive. “He pushed me to do the MBA.”
As co-chairwoman of a French MBA

group that organised breakfasts or outings,
as well as a French film club, she intro-
duced her husband to French speakers.

Nonetheless, her husband was mostly at
home. “It made me feel reassured that he
was at home with the kids,” she says. She
was also helped by a flexible curriculum
that allowed her to some extent to choose
courses to fit around her family. “It meant
I could sometimes see my children in the
day. Also, at Chicago Booth you are able
to join in the part-time EMBA courses, so
you can catch up in the afternoons or at
weekends.”

The hardest part of the MBA was the
recruitment season, says Vadnai-Tolub,
“when I had to go to breakfasts, lunches
and dinners. By the second year I had a job
offer, which meant I could relax a bit.”

She received support from Mothers at Booth, which
she co-chaired, a small group where women can share
experiences and identify good ideas from other schools.

“Everyone has different experiences. Some brought
nannies and mothers or mothers-in-law. We can use each
other as sounding boards, to discuss issues with children
and how to navigate the corporate ladder. We invited
alumni in – it gives female students some insight into the
career ahead of them and helps them plan.”

She is unconvinced that doing an MBA is any more
stressful than a high-pressure job in terms of family and
believes the move has enriched her family’s life. “My five-
year-old didn’t speak a word of English when we arrived,
but within four months she was bilingual”.

Jessica Pounds says Booth has made an effort to sup-
port families. “We have a partners club and they organise

social activities. We also have Polo – Parents
of little ones – to organise playdates and
babysitting or outings to the zoo. We invite
partners to events and try to engage with
them early on.”

Those taking part-time courses can
face resentment from colleagues, says Prof
Dainty. “MBA students have to manage
them. They should not necessarily expect
colleagues to understand what they’re
going through: they haven’t been through
the programme. resentment is an issue,
especially when part-timers have to leave
work a bit earlier. They need to try and
help colleagues see that this study is also
of benefit to the company. Yes, it is an
individual benefit, but it will be ploughed
back not only through the individual’s job,
but also potentially [in tackling] broader
company issues.”

30

Balancing act:while it
can behard to juggle
a young family and
academicwork, there
canbeunexpected
benefits, such as the
chance for children to
learn anew language if
youhave to relocate

B

feature
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Helping hand
Look for support.Many
schools offermothers
andpartners groups.
Donot be passive.
If there are no exist-
ing clubs, set oneup
yourself.
Talk.Keeppartners
and friends onside by
communicatingwhat is
expected in theMBA.
Make time. It is easy to
get sucked into anMBA
but it is important to get
the balance right.
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S
tanford Graduate School of
Business tops the 2012 FT
Global MBA ranking this year
for the first time. Its break-
through sees the California

school become only the fourth institu-
tion to top the ranking, after 13
consecutive years in the global top 10.

The top three is completed by two
previous winners, Harvard Busi-
ness School at number two, and the
Wharton school
at the University
of Pennsylvania,
ranked third.

The ranking,
in its 14th edition,
is a combination
of data gathered
from participat-
ing schools and
alumni from the class that graduates
three years before the survey. According
to the 2008 alumni data, three years

TheMBA is arguably the
onlydegreewhere every
student completes a cost-

benefit analysis before enrolling.
FT research reveals that the aver-
age cost of completing anMBAat
US schools ismore than 30per
cent greater than at their Euro-
pean andAsian competitors.

Using information submitted
by alumni of schools that partici-
pated in the 2012MBA ranking,
the FTcalculated the average total
direct expenditure incurred. This
figure includes living expenditure
aswell as tuition fees. To enable
analysis by region, costswere
converted toUSdollar purchasing
power parity equivalent figures.

Theaverage total cost is very
similar acrossEuropeand the
Asia-Pacific region – approximately
$70,000 in the latter, $67,000 in
theUK, and$74,500
in the rest of Europe.
However, in theUS,
whereboth fees
and living costs are
higher, the average
total cost equates to
roughly $99,000. This
differencecorrelates
to thevariance in
programme lengths.
Whilemost Euro-
peanprogrammes last 12months,
US-basedMBAshaveanaverage
lengthof 20months.

Partly offsetting the relative
expenseof studying in theUS is
the significantly greater financial
assistanceoffered to students.

The averagevalueof
reported grants and
scholarshipswas
$20,600per student,
in contrast to only
$7,000 in theUK.

Such redress only
partially offsets the
relative expenseof
longer programmes.
Moreover, the salary
lostwhile studying

for longer, compounds the true
cost ofUSprogrammes.
–AdamPalin
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after completing their MBA, Stanford
graduates enjoyed the highest sector-
weighted average salary, at $192,179
per annum (based on purchasing power
parity equivalents – see methodology,
p39). Pay has proved a strong suit for
Stanford throughout the history of the
ranking: the school has topped the list
of earnings eight times.

High levels of pay correlate closely
with professional success. According
to the career progress measurement,
which assesses differences in the
seniority of job titles before and after
an MBA, Stanford graduates saw
the third-highest jump in the 2012
ranking. Perhaps not surprisingly,
alumni rated the programme highly
in terms of achievement of aspirations
– the school is ranked fourth on the
“aims achieved” measure.

According to David Hwangbo, a
Stanford graduate from the class of
2008, his MBA has had a dramatic

impact on his career. “Stanford was a
truly transformational experience,
and it exceeded all of my expectations.
As a person transitioning from the
military, the amazing opportunities
and experiences I have had since
graduation would have been impossi-
ble to imagine, let alone achieve, with-
out it.” Employed by Boston Consulting
Group after graduation, Hwangbo
now works in corporate strategy at
NBC Universal, the media group, in
Los Angeles.

Stanford also enjoys a strong
reputation among alumni of other
business schools. When asked to
indicate which schools they would
recruit from, graduates of other
schools indicated a strong preference
for Stanford, second only to Harvard
(see alumni recommendation rank).

The rise of Stanford to the top of
the league, at the expense of London
Business School, down from joint first

Stanford alumni
rated theMBA
programmehighly in
termsof achievement
of aspirations

Awinning performance

Value for money?
➔ Total expenditure varieswidely, depending on region and course length

➔ Stanford leads the 2012 ranking after 13 years of top 10placings. ByMichael Jacobs

In theUS, the
average total
cost of an
MBAequates
to roughly
$99,000

UK Europe
(non-UK)

Asia-
Pacific

US

AverageMBA programme costs
By school region ($’000 PPP*)

Source: FT Global MBA Ranking 2012. * See p39.
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NewMBAgrad-
uates enjoyed
thebenefits of

a rebounding jobmar-
ket in 2011, according to
the latest business school
employment data gathered
by theFT.

Almost 87per cent of job-
seeking alumni from the class
of 2011 foundworkwithin
threemonths of graduation.
Basedon information
from institutions that took
part in the 2012 global
MBA ranking, the latest figures
represent an increase of 3.5
percentagepoints ondata for
2010,well above the five-year
low recorded in 2009 (79per
cent – see chart).

Thepeaks and troughs
witnessed since 2007have

53%
Theproportion of
USbusiness schools
in the 2012 FT global
MBA ranking. A quar-
ter of the 100 schools
listed are primarily
based in Europe

35varied between regions.
Alumni of schools in the
Asia-Pacific regionhave
consistently enjoyed the
highest rates of employ-

ment in the threemonths after
graduation. Almost 95per cent of

graduates in 2011 had founda jobwithin
this time, buoyedbynear-universal
employment for alumni of India-
basedbusiness schools.

Graduates in theUS have fared
lesswell. In 2009, as the impact of
thefinancial crisis hit, close to a
quarter of graduates took longer

than threemonths to securepost-
MBAemployment, adramatic
reductionon the91per cent
of graduates in a jobwithin
threemonths seen just two
years earlier. Nonetheless,
prospectshave improved
in thepast twoyears,with
86per cent of alumniofUS

schools in employment threemonths
after graduation. –Michael Jacobs

Back on track
➔ Jobprospects forMBAgraduates improved in 2011

87per cent
of graduates
foundwork in
threemonths

Find interactive
rankings online
atwww.ft.com/

rankings

to number four this year, mirrors a
more general trend in this year’s table.
Overall, US schools, which account for
53 of the 100 schools listed, have fared
marginally better than their European
counterparts (a quarter of the schools
in the 2012 ranking are primarily based
in Europe). Of the 47 US-based schools
that feature in both the
2011 and 2012 ranking,
20 moved up the list this
year. In contrast, 18 of
the 23 European schools
listed in both years
either did not move or
dropped down the table
in 2012.

Differences between
salaries of graduates
show a sharper contrast,
and point to the impact
of the recent economic
turmoil in Europe.
Average alumni salaries three years
after graduation were lower in 2012
when compared with the previous year
for 16 out of the 23 European schools
listed. This compares with increases for
26 out of the 48 alumni groups from
US-based schools.

Schools based in Asia, which
account for nine of the 100 top global
MBA providers, had a mixed year.
Three schools made a debut entry in
2012. The highest is the University of
Hong Kong, ranked 37th. Guanghua
School of Management at Peking Uni-
versity enters the ranking at 54, and
the Seoul-based Sungkyunkwan Uni-
versity Graduate School of Business,
placed at 66.

Hong Kong University of Science
and Technology Business School retains
its top-10 status, despite falling four
places from sixth last year. However, the
drop is partly explained by a reclassifi-
cation of students, faculty members and
board members from China, previously
counted as international by the FT for
schools based in Hong Kong.

Among the remaining programmes
in the top 100 are five Canadian insti-
tutions, three from Latin America and
two from Australia.

75

80
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2007 08 09 10 11

MBA graduate employment
Three months after graduation (%),
by school region

Source: FT Global MBA Ranking
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Financial TimesMBA 2012
➔ The top 100 full-time globalMBAprogrammes

Alumni career progress
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1 4 4 3 Stanford Graduate School of Business US 2010 191,657 192,179 129 88 3 4 20 92 (98) 2

2 3 3 3 Harvard Business School US 2008 177,876 178,249 122 90 13 24 27 93 (100) 1

3 1 2 2 University of Pennsylvania: Wharton US 2008 176,299 172,353 120 98 36 31 24 85 (94) 3

4 1 1 2 London Business School UK 2010 154,783 152,981 134 61 10 2 38 93 (97) 4

5 7 6 6 Columbia Business School US 2009 171,647 166,497 131 86 30 26 21 91 (88) 7

6 4 5 5 Insead France/Singapore 2009 144,422 144,355 97 19 15 21 51 84 (94) 8

7 9 8 8 MIT: Sloan US 2009 158,083 157,337 120 92 8 64 26 92 (94) 6

8 8 6 7 IE Business School Spain 2009 152,127 156,658 139 20 9 91 75 92 (92) 28

9 9 11 10 Iese Business School Spain 2009 135,302 133,888 148 66 6 10 30 97 (97) 17

10 6 9 8 Hong Kong UST Business School China 2011 127,600 127,600 144 30 37 34 77 89 (96) 43

11 11 Indian Institute of Management, Ahmedabad India 2011 175,076 175,076 140 29 1 92 17 96 (100) 10

12 12 9 11 University of Chicago: Booth US 2012 154,449 152,585 109 99 62 19 3 89 (100) 9

13 14 15 14 IMD Switzerland 2009 139,644 144,045 78 7 7 1 1 91 (100) 16

14 25 28 22 University of California at Berkeley: Haas US 2012 143,935 146,811 91 94 22 13 9 91 (99) 12

15 20 20 18 Duke University: Fuqua US 2012 138,020 139,405 108 93 63 27 7 88 (100) 15

16 21 22 20 Northwestern University: Kellogg US 2008 146,136 145,834 96 100 46 6 6 94 (96) 5

17 15 13 15 New York University: Stern US 2008 135,234 134,093 115 97 57 25 14 91 (95) 11

18 18 18 18 HEC Paris France 2008 120,592 121,061 107 34 25 5 74 90 (92) 27

19 18 13 17 Dartmouth College: Tuck US 2008 153,252 151,182 111 95 60 7 16 94 (100) 13

20 13 12 15 Indian School of Business India 2011 128,798 129,512 177 52 29 71 41 100 (100) 22

20 15 16 17 Yale School of Management US 2008 143,402 142,455 124 87 33 3 28 91 (94) 18

20 27 16 21 University of Oxford: Saïd UK 2008 134,891 134,805 108 18 21 29 80 85 (87) 30

23 23 National University of Singapore School of Business Singapore 2012 98,430 97,625 185 28 40 50 67 89 (86) 55

24 17 22 21 Ceibs China 2011 124,099 123,058 150 49 27 28 62 94 (99) 32

24 30 36 30 Cornell University: Johnson US 2012 144,025 141,727 116 80 54 14 15 85 (97) 23

26 26 21 24 University of Cambridge: Judge UK 2012 132,169 132,758 96 22 32 11 69 82 (88) 44

27 58 42 42 Warwick Business School UK 2010 118,151 118,151 94 8 44 37 93 95 (93) 38

28 28 Chinese University of Hong Kong China 2011 100,408 100,408 160 39 4 9 44 94 (95) 58

29 24 28 27 University of Michigan: Ross US 2008 128,589 129,649 101 77 47 49 5 86 (93) 14

30 36 25 30 Rotterdam School of Management, Erasmus University Netherlands 2011 103,492 103,628 114 11 39 54 78 91 (90) 51

31 29 40 33 Manchester Business School UK 2010 117,016 117,016 116 48 45 18 66 81 (91) 42

32 31 33 32 UCLA: Anderson US 2012 135,023 136,331 108 84 59 47 29 86 (91) 21

33 21 19 24 Esade Business School Spain 2009 114,971 114,988 115 44 5 17 45 92 (90) 34

34 33 27 31 Nanyang Business School Singapore 2011 102,350 102,350 129 26 18 85 54 90 (92) 71

35 41 34 37 Carnegie Mellon: Tepper US 2009 133,248 132,325 109 91 58 40 18 88 (99) 24

36 34 26 32 Cranfield School of Management UK 2008 122,270 125,196 88 14 14 35 53 92 (87) 41

37 University of Hong Kong China 106,720 106,720 121 55 74 53 81 92 (74) 78

38 32 41 37 City University: Cass UK 2012 111,552 111,552 86 24 11 77 58 92 (99) 75

38 41 31 37 University of Virginia: Darden US 2009 136,328 134,936 109 75 77 36 12 92 (100) 19

40 38 34 37 Emory University: Goizueta US 2010 124,812 124,832 111 74 83 8 22 94 (99) 37

41 35 36 37 Australian School of Business (AGSM) Australia 2011 118,943 118,943 90 32 24 30 89 86 (93) 72

42 28 38 36 SDA Bocconi Italy 2008 103,273 102,854 120 21 38 74 60 81 (90) 62

43 38 38 40 Georgetown University: McDonough US 2010 123,952 123,290 107 76 43 22 43 88 (96) 39

44 46 45 45 University of Toronto: Rotman Canada 2010 96,679 94,255 101 51 89 57 90 85 (92) 25

45 44 44 44 Rice University: Jones US 2008 118,617 118,617 117 70 92 23 19 92 (100) 56

46 37 32 38 Imperial College Business School UK 2008 104,619 104,619 74 38 19 41 63 93 (95) 61

46 53 63 54 Melbourne Business School Australia 2011 110,978 110,701 78 43 61 32 94 91 (89) 70

46 73 57 59 Indiana University: Kelley US 2012 111,950 113,217 118 45 97 16 4 90 (99) 31

49 52 48 50 University of Rochester: Simon US 2011 112,992 112,992 129 68 82 69 46 89 (90) 85

49 59 Pennsylvania State University: Smeal US 2012 109,114 109,114 125 37 67 15 25 78 (95) 50t
a
b
l
e
:
b
o
b

h
a
s
l
e
t
t



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

37

Key to the 2012 ranking

Figures in brackets show the percentage
each criterion contributes to the final score.
Audit year Indicates the most recent year
that KPMG audited the school, apply-
ing specified audit procedures relating to
selected data provided for the ranking.
Salary todayaverage salary three years
after graduation, Us$ PPP (see p39)
equivalent. Includes data for current and
one or two preceding years, if available.
the figure is not used in the ranking.
Weighted salary (20)the average salary
today with adjustment for variations
between sectors, Us$ PPP equivalent.
Includes data for the current year and one
or two preceding years where available.
Salary increase (20)the average differ-
ence in salary pre-Mba to now. half the
figure is based on absolute increase, and
half on percentage increase relative to
pre-Mba salary – the “salary percentage
increase” figure published in the table.
Value formoney (3)Calculated using
salary today, course length, fees and other
costs, including not working during Mba.
Career progress (3)Calculated according
to changes in the level of seniority and the
size of the company alumni are working
in now, versus before their Mba. Data for
the current year and one or two preceding
years are included where available.
Aims achieved (3)the extent to which
alumni fulfilled their goals or reasons for
doing an Mba.
Placement success (2)alumni who used
the careers service at their school were
asked to rank its effectiveness in their job
search. Includes data for the current year
and one or two preceding years.
Employed at threemonths (2)Percentage
of the most recent graduating class who
had found employment or accepted a job
offer within three months of graduation.
the figure in brackets is the percentage of
the class for which the school was able to
provide employment data.
Alumni recommend (2)alumni were
asked to name three schools from which

they would recruit Mba graduates. Cal-
culated according to votes for each school.
Data for the current year and one or two
preceding years included where available.
Women faculty (2)Percentage of female
faculty. For gender-related criteria,
schools with a 50:50 (male:female) com-
position receive the highest score.
Women students (2)Percentage figure.
Womenboard (1)Percentage of female
members on the advisory board.
International faculty (4)Percentage of
faculty whose citizenship differs from
their country of employment.
International students (4)Percentage of
current students whose citizenship differs
from the country in which they study.
International board (2)Percentage of the
board whose citizenship differs from the
country in which the school is based.
Internationalmobility (6)based on
whether alumni worked in different coun-
tries pre-Mba, on graduation and also
where they are employed today.
International experience (2)Weighted
average of four criteria that measure
international exposure during the Mba.
Languages (2) Number of extra languages
required on completion of the Mba.
Where a proportion of students requires
a further language due to an additional
diploma, that figure is included in the
calculations but not the final table.
Facultywith doctorates (5)Percentage of
faculty with a doctoral degree.
FTdoctoral rank (5)based on the number
of doctoral graduates from each school
over the past three years. additional
points are awarded if these graduates
took up faculty positions at one of the top
50 full-time Mba schools of 2011.
FT research rank (10)Calculated accord-
ing to the number of articles published by
current full-time faculty members in 45
academic and practitioner journals. the
rank combines the absolute number of
publications with the number weighted
relative to the faculty’s size.

Footnotes: * KPMG reported on the results of obtaining evidence and applying specified audit procedures relating to selected survey data
provided for the Financial Times 2012 MBA ranking for selected business schools. Enquiries about the assurance process can be made by
contacting Michelle Podhy of KPMG at mpodhy@kpmg.ca. The specified audit procedures were carried out in November and December 2011.
The audit date published denotes the survey for which the specified audit procedures were conducted.
** These schools run additional courses for MBA students for which additional language skills are required. These figures are included in the
calculations for the ranking but, to avoid confusion, are not represented on the table.

Although the headline ranking figures show the changes in the survey year to year, the pattern of clustering among the schools is also
significant. A total of 197 points separate the top school from the school at number 100 in the ranking. The top 10 schools, from Stanford GSB to
Hong Kong UST Business School, form the leading group of world-class business schools. A total of 63 points separate Stanford from HKUST. The
second group is headed by the Indian Institute of Management, Ahmedabad, which scored 68 points more than SDA Bocconi, leader of the third
group. The fourth group, which includes schools ranked from 72nd to 100th, is headed by University of Minnesota: Carlson.
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18 34 17 39 38 22 58 17 0 96 5 10 1

23 39 48 38 34 24 54 53 0 94 2 2 2

20 44 11 33 38 63 40 37 0* 100 3 1 3

22 31 17 83 90 70 3 8 1* 99 34 13 4

17 35 10 61 45 35 45 65 0* 97 13 14 5

14 33 22 90 92 70 10 4 2 97 11 14 6

21 38 14 33 51 60 52 26 0 100 16 7 7

32 30 24 54 87 81 31 36 1 95 69 66 8

21 22 26 51 80 87 6 6 1 100 73 53 9

24 33 23 49 74 68 15 7 1 100 23 19 10

14 6 30 3 7 0 44 74 0 97 52 94 11

15 35 13 37 44 40 57 57 0 96 10 6 12

17 28 15 98 97 79 1 35 1 100 n/a 76 13

23 29 10 44 42 7 55 33 0* 100 6 3 14

17 37 10 43 38 40 75 32 0 100 22 4 15

20 34 8 45 37 8 77 18 0 94 14 7 16

15 33 10 48 38 16 56 34 0 100 8 7 17

20 32 7 65 87 43 2 12 1 100 49 41 18

23 33 20 30 42 19 63 38 0 100 n/a 32 19

19 29 7 21 5 61 38 88 0 100 n/a 70 20

19 36 22 24 39 12 66 52 0 97 43 32 20

13 26 35 55 93 38 16 41 0 97 27 53 20

30 28 14 59 90 29 9 28 0 95 55 59 23

13 30 17 63 43 50 41 23 1 98 n/a 81 24

25 30 24 32 39 24 67 40 0 91 63 29 24

9 29 18 57 91 53 11 56 0 96 25 59 26

39 27 14 60 91 14 20 30 1 97 9 46 27

21 40 11 28 62 56 21 13 0 96 57 53 28

24 31 20 33 33 7 68 47 0 84 4 5 29

16 33 27 37 98 23 5 59 1 100 12 31 30

34 22 21 37 89 14 18 21 0 91 1 81 31

17 28 19 37 32 13 87 58 0 100 37 20 32

23 33 21 28 87 71 14 9 1 88 64 81 33

34 27 19 65 83 57 22 49 1 96 65 66 34

20 29 6 43 40 6 82 92 0 94 19 41 35

30 24 21 49 79 38 19 62 1* 86 59 89 36

31 42 20 47 68 0 13 2 0 97 54 70 37

27 45 38 62 88 54 27 72 0 95 28 74 38

23 29 25 12 30 6 72 60 0 99 80 53 38

24 28 15 19 34 4 70 61 0 94 74 20 40

27 15 13 59 80 25 17 20 0 95 68 66 41

38 28 33 27 83 67 26 22 0 89 20 74 42

20 27 12 38 42 15 81 64 0* 100 n/a 44 43

26 29 41 71 43 53 39 66 0 98 15 10 44

21 27 20 23 25 4 84 96 0* 93 n/a 20 45

27 30 40 80 91 50 43 44 0 94 30 53 46

31 24 24 75 82 12 12 39 0 100 82 59 46

26 32 15 22 40 5 76 69 0 76 58 20 46

17 31 13 36 52 15 65 93 0 88 67 46 49

20 32 19 20 43 0 64 86 0 83 41 38 49
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51 44 54 50 Texas A&M University: Mays US 2008 108,606 108,606 134 4 71 12 33 93 (100) 60

51 49 52 51 University of Texas at Austin: McCombs US 2010 121,011 121,170 93 67 51 67 23 89 (95) 20

51 65 Coppead Brazil 2006 110,103 110,103 151 2 95 39 55 18 (100) 96

54 60 89 68 University of Cape Town GSB South Africa 2007 141,490 141,490 90 1 17 93 100 87 (97) 94

54 Peking University: Guanghua China 79,914 79,914 201 15 55 100 71 100 (95) 57

56 62 46 55 University of North Carolina: Kenan-Flagler US 2011 117,411 118,959 92 65 75 46 32 85 (99) 26

57 46 52 52 University of Illinois at Urbana-Champaign US 2010 105,726 105,726 117 57 88 45 59 90 (92) 81

58 40 43 47 University of Maryland: Smith US 2010 109,375 109,375 92 83 76 89 72 82 (100) 66

59 49 54 54 York University: Schulich Canada 2009 86,587 88,283 100 33 85 87 97 85 (94) 35

59 74 54 62 Purdue University: Krannert US 2010 103,304 103,304 112 46 84 75 65 89 (99) 53

61 51 57 56 Vanderbilt University: Owen US 2009 114,362 114,265 101 78 20 33 39 83 (92) 52

61 64 57 61 University of Southern California: Marshall US 2010 116,246 121,060 94 96 66 44 36 89 (90) 47

61 57 95 71 McGill University: Desautels Canada 2009 89,623 89,623 97 47 87 52 84 98 (100) 40

61 49 Washington University: Olin US 2010 106,687 106,668 105 82 65 60 37 94 (97) 85

65 61 94 73 Hult International Business School US/UK/UAE/China 2010 100,747 100,631 95 42 16 55 95 88 (82) 97

66 72 67 68 Ohio State University: Fisher US 2010 105,426 105,426 113 56 64 83 48 92 (92) 63

66 Sungkyunkwan University GSB South Korea 100,779 100,779 102 54 48 98 35 97 (100) 99

68 46 49 54 University of Western Ontario: Ivey Canada 2008 99,830 100,738 88 40 81 72 34 90 (95) 29

69 74 47 63 Boston College: Carroll US 2009 109,440 109,440 95 63 79 62 64 85 (94) 48

70 55 87 71 Vlerick Leuven Gent Management School Belgium 2011 94,661 94,661 88 5 49 70 88 74 (80) 89

71 41 24 45 Lancaster University Management School UK 2008 97,124 97,124 88 9 41 84 87 94 (89) 84

72 75 University of Minnesota: Carlson US 2007 108,994 108,994 96 69 99 90 52 88 (94) 74

73 86 78 79 University of Washington Business School: Foster US 2010 109,088 109,088 90 59 90 81 31 91 (100) 68

74 63 67 68 Wisconsin School of Business US 2009 108,990 108,990 109 36 94 48 8 91 (100) 64

74 97 Georgia Institute of Technology US 2012 110,118 110,118 86 60 28 43 11 95 (100) 54

76 77 Incae Business School Costa Rica 2012 83,916 84,411 131 23 12 95 49 71 (97) 82

77 68 61 69 Boston University School of Management US 2008 106,879 106,762 98 73 80 78 57 87 (93) 45

77 65 Michigan State University: Broad US 2009 98,784 98,784 101 50 91 65 2 84 (100) 49

79 57 George Washington University US 2011 104,814 104,814 104 72 70 66 86 85 (90) 64

80 78 79 79 Wake Forest University: Babcock US 2010 108,737 108,737 127 64 73 68 47 91 (100) 72

81 53 72 69 University of California at Irvine: Merage US 2011 99,333 99,333 97 79 100 51 83 92 (100) 88

82 80 82 81 University of British Columbia: Sauder Canada 2011 81,028 80,898 76 35 53 94 79 87 (95) 67

83 88 89 87 University of Edinburgh Business School UK 2010 97,733 97,733 63 27 52 79 96 95 (95) 87

83 University of Pittsburgh: Katz US 2009 88,783 88,783 137 31 86 96 73 84 (95) 98

85 80 71 79 University of Notre Dame: Mendoza US 2008 106,341 106,171 104 71 56 59 50 87 (98) 69

86 68 75 76 Birmingham Business School UK 2012 87,274 87,274 87 6 35 97 98 99 (85) 92

86 78 98 87 University College Dublin: Smurfit Ireland 2012 102,026 102,026 70 12 72 88 99 100 (90) 100

86 Northeastern University US 93,824 93,824 112 81 26 73 70 95 (100) 83

89 68 67 75 Thunderbird School of Global Management US 2011 99,707 100,803 89 62 69 38 82 52 (85) 36

90 64 64 73 University of Iowa: Tippie US 2012 92,978 92,978 128 41 98 58 42 88 (99) 95

91 73 Aston Business School UK 2010 83,286 83,286 85 16 23 61 76 89 (96) 90

91 68 SP Jain Center of Management Dubai/Singapore 78,937 79,809 146 3 50 42 10 100 (91) 77

93 Universität St Gallen Switzerland 91,106 91,106 60 13 78 80 85 78 (92) 79

94 55 74 74 Durham Business School UK 2012 91,718 91,718 61 17 34 86 91 68 (84) 90

95 80 67 81 University of South Carolina: Moore US 2010 93,053 93,053 105 58 96 76 68 74 (90) 93

95 64 93 84 Ipade Mexico 2012 90,900 90,900 176 53 2 82 13 86 (100) 76

95 90 89 91 Bradford University School of Management UK 2012 87,228 87,228 110 10 42 99 61 91 (74) 80

98 91 83 91 Brigham Young University: Marriott US 2008 101,011 101,189 118 25 93 56 40 88 (100) 46

98 88 96 94 SMU: Cox US 2010 101,286 101,286 90 85 68 20 56 81 (100) 59

100 84 99 94 Babson College: Olin US 2008 106,506 106,506 85 89 31 63 92 81 (85) 33

➔ The top 100 full-time globalMBAprogrammes
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This Ft ranking aims to give a
thorough assessment of Mba
programmes worldwide through

a survey of business schools and alumni.
to participate, schools must meet

strict criteria. Most notably, schools
must be internationally accredited and
the programme must have run for at
least four consecutive years. this year,
150 business schools took part.

two online surveys are used to
collect the required data. the first is
completed by the schools, and the
second by alumni who graduated in
2008. For schools to be eligible, a
20 per cent response rate is required
from alumni, with a minimum of 20
responses. this year, a total of 9,466
responses were submitted by alumni,
44 per cent of graduates contacted.

Data from alumni questionnaires are
used to compile eight of the 20 criteria
that determine the ranking. together,
these carry 59 per cent of the ranking’s
weight. Published figures for these
criteria include information collated by
the Ft over three years where available.
Data gathered from the 2012 Mba
survey carries 50 per cent of the total
weight, and those from the 2011 and
2010 rankings account for 25 per cent
each. except for salary data, if only two
years of data are available, the weight-
ing is split 60:40 if data are from 2012
and 2011, or 70:30 if from 2012 and
2010. For salary data, the weighting is
50:50 for two years’ data, to negate any
inflation-related distortions. “Value for
money” is based on 2012 figures only.

the first two ranking criteria exam-
ine the difference in alumni salaries
from the start of their Mbas to the pre-
sent time. the salaries of alumni in the
non-profit and public service sectors,
and those in full-time education, are
removed. Purchasing power parity rates
supplied by the International Monetary
Fund are used to convert the remain-
ing data to Us$ PPP equivalent figures,
to allow for differences in purchasing
power between countries.

Following this conversion, the mean
average “current salary” is calculated

for each school and weighted, for larger
schools, to reflect variations between
sectors. the resulting figure, “weighted
salary”, carries 20 per cent of the rank-
ing’s weight. the “salary increase”, also
accounting for 20 per cent, is calcu-
lated for each school according to the
difference in average alumni salary
before the Mba to the present time,
three years after graduation – a period
of typically four to five years. half of
this figure is calculated according to
the absolute salary increase, and half
according to the percentage increase
relative to pre-Mba salaries.

eleven criteria, collectively account-
ing for 31 per cent of the final rank,
are based on data from school ques-
tionnaires. these criteria include
the diversity of teaching staff, board
members and Mba students, accord-
ing to gender and nationality, and the
international reach of the programme.
For gender-related criteria, schools that
have a 50:50 (male: female) composi-
tion receive the highest possible score.

the table’s final criterion, “Ft
research rank”, is calculated accord-
ing to the relative number of articles
published by schools’ full-time faculty
members in 45 internationally rec-
ognised academic and practitioner
journals. the rank combines the abso-
lute number of publications, between
January 2009 and october 2011, with
the number of publications, weighted
relative to the faculty’s size.

Following calculations for each cri-
teria, an Ft score is calculated for each
school. First, a Z-score – a mathematical
formula that creates numbers reflecting
the range of the points – is calculated
for each of the measures. these scores
are then weighted and added together,
giving a final total from which the
schools are ranked in descending order
to compose the Ft’s Global Mba Rank-
ing 2012. – AdamPalin

JudithPizer of JeffHeadAssociates acted
as theFT’s database consultant. TheFT
research rankwas calculatedusing the
Scopusdatabaseof research literature.

Methodology

Table footnotes: see page 37
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33 21 24 16 23 0 78 95 0 82 70 46 51

28 28 12 27 24 2 95 70 0 86 21 17 51

36 40 25 20 16 0 89 15 1 100 77 98 51

32 33 17 32 28 30 46 10 0 61 81 94 54

26 37 3 10 33 67 97 43 1 95 17 66 54

23 25 10 30 34 31 85 42 0 90 44 27 56

22 27 25 14 41 2 79 99 0 99 24 32 57

26 35 17 29 36 4 59 87 0 97 35 10 58

27 34 21 67 83 54 36 19 0* 99 75 27 59

28 23 12 39 58 3 71 68 0 97 31 49 59

13 36 10 23 20 3 94 82 0 100 78 38 61

28 30 13 30 21 13 93 89 0 81 33 29 61

31 28 18 81 76 26 29 25 0 96 47 49 61

21 27 14 35 35 0 83 90 0 98 79 20 61

22 29 10 74 94 80 8 1 0* 66 n/a 98 65

26 25 12 21 34 4 88 50 0 82 38 17 66

30 31 29 40 22 79 35 11 1 100 n/a 81 66

24 32 16 59 27 28 47 67 0 98 26 44 68

34 33 8 18 35 3 90 27 0 87 51 20 69

29 28 20 25 88 100 7 14 1 92 76 89 70

27 25 21 37 98 36 28 73 0* 90 7 89 71

27 31 17 30 24 11 60 71 0 84 39 14 72

29 34 19 19 27 13 80 55 0 90 42 32 73

20 24 23 23 9 0 96 84 0 92 60 59 74

12 26 7 32 19 2 92 100 0* 90 61 32 74

10 35 13 50 62 80 42 16 1 90 n/a 94 76

27 34 38 37 38 0 69 45 0 86 45 59 77

29 20 26 22 34 9 49 98 0 89 53 38 77

30 28 12 24 33 2 61 54 0* 98 48 70 79

26 25 17 6 20 2 99 78 0 92 n/a 78 80

42 26 19 31 43 7 74 83 0 98 56 41 81

19 33 29 69 58 14 24 63 0 98 18 20 82

33 44 31 42 96 31 23 24 0 87 46 81 83

28 30 6 16 37 3 48 94 0* 91 66 49 83

24 22 10 11 20 5 98 31 0* 86 n/a 32 85

25 31 48 39 92 59 30 97 0 88 29 81 86

24 27 16 41 56 49 33 48 0 97 50 76 86

27 34 19 29 30 5 62 74 0 91 n/a 70 86

29 27 23 29 61 36 34 29 1 90 n/a 81 89

24 29 18 18 24 6 73 81 0 82 71 59 90

35 30 40 46 93 33 37 46 0 80 40 81 91

24 22 25 28 3 25 25 79 0 72 n/a 94 91

9 25 45 66 84 64 4 51 1 83 62 78 93

26 35 45 59 91 35 32 76 1 88 32 89 94

22 32 12 23 24 6 53 3 0* 82 72 49 95

11 27 0 15 11 9 91 5 1 32 n/a 98 95

33 27 42 28 100 8 50 91 0 79 36 89 95

7 11 8 2 14 6 100 85 0 88 n/a 53 98

28 22 10 23 22 3 86 77 0 92 n/a 59 98

27 29 15 19 59 12 51 80 0 81 n/a 78 100
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F
irst it was all about “lead-
ership”, then it was about
“globalisation”; these
days “personalisation” is
the key phrase in MBA

degrees. And the institution that argu-
ably started the trend in this, is the
graduate school of business at Stanford
University, ranked number one in the
world in the Financial
Times MBA rankings for
the first time this year.

Much of the Californian
school’s success is down
to South African dean
Garth Saloner (pictured),
57, who joined Stanford in
1990 and was appointed
dean in 2009.

He spearheaded the
curriculum reform, implemented in
2007, that introduced compulsory
overseas modules; moved away from
lock-step teaching to a suite of expe-
rience-related courses; and brought
in a tutorial system, novel in the US,
but similar to the one at UK universi-
ties, in which faculty work with small
groups of students to explore appropri-
ate courses and careers.

Studying for an MBA 20 years ago
used to be like “batch processing”, says
Prof Saloner. These days it is about
detailed attention to the individual:
“Curriculum reform moved us in a
quite different direction.”

Four years on, he says the biggest
impact of the 2007 overhaul has come
from a set of courses that layer on top
of the fundamental management ones.
They give, he says, “a qualitatively dif-
ferent education, a much richer exper-
ience”. For one exercise, for example,
the school brings in 200 alumni who
role-play difficult scenarios with stu-
dents and give feedback. There are also
courses in design and innovation. All of
these are taught in groups of fewer than
20 students, sometimes as few as six.

Located in the heart of Silicon Val-
ley, it is unsurprising that Stanford
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40

has a focus on innovation. But there
are other reasons why it can invest so
much time in each MBA student.

First, it has a relatively small class
for a top US school – 397 MBAs
enrolled in the first year of the pro-
gramme in 2011, less than half the class

size of Harvard or Wharton.
Second, with an endow-

ment close to $1bn, the
school is one of the wealth-
iest in the world.

Phil Knight, a 1962 grad-
uate and the founder

and chairman of
Nike, the sport-
ing goods group,
gave $105m to the
business school in
2006, to support
the building of a
new campus. At
the time, it was the
largest ever dona-
tion to a business
school.

It led to the
opening of the
Knight Manage-
ment Center in
2011, an eight-
building complex.
The buildings

were designed to
support the person-
alised curriculum,
including multiple
break-out rooms for
group work and small-
group tutoring.

“I think we have a very clear view of
our positioning and there’s definitely
tremendous demand,” says Prof Saloner.
“We’re getting first-rate people.”

These days the careers service fol-
lows a similar policy of personalisation.
“There was a change in strategy a few
years ago. It was not something we
had planned, but we have moved to a
personalised approach to placement,”
concedes the dean. “We are quite con-
sciously driving a personalised process
through the whole [school],” he adds.

Career services are no longer about
shoehorning individuals into the
traditional management consultan-
cies and banks, he says. “In terms of
placement, our students are really
extremely thoughtful about how they
want to craft lifetime careers. It’s a very
individual process.”

It is all about “career-life vision-
ing”, he says, in an unusual lapse into
management-speak. “They don’t feel
compelled to have a job in hand on
graduation. They’re finding their paths.
They have a lot of choice.”

For a school that prides itself on
educating students who give back – the
opening of the Institute for Innovation
in Developing Economies in 2011 is
testament to that – it is perhaps ironic
that it also educates the students who
financially benefit the most from their
MBAs, and have done so for a number
of years. For the 2012 FT rankings, the
alumni that graduated from Stanford
in 2008 report that they currently earn
an average of $191,657, which is 8 per
cent higher than their peers from Har-

vard. It is this salary premium
that is largely responsible for
Stanford’s move to the top of
the rankings this year.

Like most business schools
these days, Stanford’s mantra
is that it creates leaders to
make the world a better place.
On the evidence so far, it may
be on track to do this better
than most.

MBAs today
are all about
detailed
attention
to the
individual

With a school
endowment
close to $1bn,
Stanford
is oneof the
wealthiest

A tailored fit
➔ Stanfordhas led thewaywith a personalised approach. ByDella Bradshaw
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F
rom fine wines and fast
cars, to handbags and haute
couture, insatiable con-
sumer demand for luxury
goods means that business is

booming for the ¤185bn industry. as a
result, specialist executive programmes
that train managers for the sector are
also on the rise, with several high-
profile launches in recent years.

the trend is not exclusive to interna-
tional business schools, with companies
and art colleges following suit. lVmh
house is a london education institute
founded by the luxury goods giant to
develop internal networks and initia-
tives between its global management
teams. london college of Fashion has
announced its first emba will start in
september 2012, enabling individuals
in the fashion industry to broaden their
previous experience in design, buying
and public relations into senior man-
agement roles.

a single factor is driving the surge:
luxury executives need unique skills,
one of which is the ability to negotiate
clear communication lines
between the disparate divi-
sions in a luxury company;
a successful interface
between creative and com-
mercial teams is essential.

ketty maisonrouge, a
columbia business school
marketing professor and
president of the luxury
education Foundation,
says the biggest problem for luxury
companies is a breakdown in under-
standing between executives and
designers. “it’s imperative that the two
groups are able to speak the same pro-
fessional language,” she says.

the design and marketing of luxury
products is a joint course for students
of the columbia mba programme
and Parsons school of Design in new
york. the class encourages integration
between the two disciplines, with stu-
dents working together on projects for

the world’s biggest brands. this year,
tasks included a glossy gucci perfume
relaunch, a flagship store redesign for
louis Vuitton and an advertising cam-
paign for miu miu.

“we mould students into bilingual
professionals while they are still in
school, making them well equipped to
transform creativity into profitability
when they reach the working world,”
says Prof maisonrouge.

the quality of an alumni network
offers another big draw, according to
anne michaut, co-ordinator of the
luxury strategy certificate at hec Paris.

many former hec
students work within
the French luxury sec-
tor, notably François
Pinault, chief executive
of PPr, the fashion
and retail group, and
are keen to invest in
a programme honing
the next generation of
market leaders.

“luxury companies
are often looking for a
specific skill set from

Material world
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applicants and are not always able to
find it, even in the top schools,” says
Prof michaut.

“students have to understand the
symbolic value of luxury goods, as well
as commercial underpinnings such as
logistics, manufacturing and supply
chain management. we created the cer-
tificate because we saw a need to cover
both the philosophical and financial
requirements of luxury in one course.”

hec marketing research is
respected worldwide and the school
topped the Ft ranking of european
business schools in December.

“what instantly drew me to hec
was the calibre of the teaching profes-
sors,” says ashton crosby, a recent
graduate now working as a mergers
and acquisitions associate in the retail
and consumer division of nomura, the
japanese broker. “to develop relation-
ships with these figures, alongside lead-
ing lights of the luxury business, was an
invaluable part of my mba experience.”

luxury-management electives are a
speciality of european business schools,
and many attribute this to their loca-
tion in the homelands of the industry.

sDa bocconi launched a luxury-
business management track in col-
laboration with bulgari, the italian
jewellery maker, last February – the
first partnership of its kind in the
school’s history. lessons for this track
are taught by bulgari executives at the
company’s rome headquarters, while
bocconi staff teach the remaining mod-
ules at the school’s milan campus.

“italy is arguably the world’s leading
luxury hub, so the input and experience
gained by students from exposure to
our national businesses through
mentors, seminars and internships
gives an unparalleled advantage,” says
gianmario Verona, bocconi’s mba
course director, who adds that the
elective’s 14 places are already heavily
oversubscribed.

“its popularity is unsurprising. the
luxury industry has not only endured

➔Courses focusing on luxury goods bridge creativity and commerce, writesElizabeth Paton

‘The luxury
industry
performed
remarkably
during the
downturn'

➤

€185bn
The amount spent
on global luxury sales
in 2011, according to
Bain & Company, the
consultants, with a
6-8 per cent annual
increase expected
until 2014

Gianmario
Verona of SDA
Bocconi in Milan
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Unique combination:
managers in the
luxury sector need to
bedesign savvy and
commercially aware

‘Students have to
understand the
symbolic value of
luxury goods, as
well as commercial
underpinnings’
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the global downturn but performed
remarkably, reaping huge profits in
exciting emerging markets. this makes
it an appealing field for savvy young
executives.”

Despite tremendous demand,
Prof Verona says the school is unlikely
to extend course capacity.

“luxury is a small sector with few
jobs becoming available each year. two
hundred participants an intake would
be unrealistic, given the scarcity of
management positions, although this
could change as companies expand in
new environments.”

other programmes cater for those
already in employment. the berlin
school of creative leadership offers a
flexible mba, designed to accommo-
date the schedules of professionals who
are well beyond entry level. the course
claims to combat the “glass ceiling”
that often exists for creatives who want
to enter boardrooms.

“many creatives rise through the
ranks, having done a lot of grunt work
with a design orientation at the outset
of their careers,” says clark Parsons,
the school’s managing director. “they
receive little commercial training and,
when nearing the top of their com-
pany hierarchy, often don’t have the
confidence or know-how to convince
bosses that they have what it takes to
be promoted to the top.”

the programme helps students to
use existing skills with a commercially
driven focus. classes take place in ber-
lin, shanghai and los angeles, taught
by professors and chief executives from
multinational brands.

a niche course for a niche sector
may seem risky, given the hefty
fees incurred when pursuing
a business management
degree. yet students at the
berlin school disagree.

“time is a precious asset
in the modern professional’s
world,” says karen cesar, a brazilian
berlin graduate now running her own
design agency with high-profile fashion
brands amongst her clients.

“a focused mba, particularly for
someone working in the luxury sector,
is the best way to avoid wasting time
and build on what we’ve already seen
in the earlier stages of our career.”
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Global ambition
➔ France's Essec aims to develop its international influence
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Essec Business school’s strategy, says
its dean, PierreTapie, is to be “one
of the 20most influential business

schools in theworld”.
It is an ambitious goal, given the

intensifying global competition. But Essec,
which is already a leader amongFrance’s
elite business schools, isworkinghard to
reinforce its international reputation.

Themost strikingchange, implemented
inSeptember 2011,was the introduction
of aone-year full-time internationalMBA.
With afirst cohort numbering just 24
students, possessinghighly
competitiveGMATscores,
the IMBA isdesigned tobe “an
absolutely elite programme”,
saysProfTapie. “Wewant
peoplewhoareexceptionally
talented, andwhodare to
thinkwithoriginality.”

Ultimately expected to
welcome40-50managers a
year, having four to six years'
professional experience, this course can
bebenchmarked against the star pro-
grammesof other leading schools.

Previously, Essec’s flagship general
MBAwas its pre-experience grand école
programme, now renamed theMSc in
management.

The ability of Essec to carry out such a
manoeuvre is a reflectionof the strength

built upovermore than a century and
revenues in the latest fiscal year of €99m.

Its three campuses, at Cergy-Pontoise, a
satellite town30kmnorth-west of Paris, at
LaDéfense in Paris and in Singapore cater
for roughly 10,000 students, ofwhom4,400
are studying full time.

Its bachelors in business administra-
tion attracts 20 applicants for everyplace,
and graduates are expected tomaster four
languages. Themasters inmanagement
graduates around560 students a year.

A series of 12 advancedmasters
courses, sought after bydoc-
tors, lawyers, engineers and
other professionals, offers
specialisedqualifications.

Essechas raised 48per
cent of the€150m it is seeking
by 2015 to develop its ambi-
tions, and is poised to build a
new, larger, Singapore campus.

The school alreadyhas 134
permanent faculty, ofwhom

45per cent originate outside France. Close
linkswithmore than 200companies facili-
tate research andhelp the school organise
internships, and its graduates find jobs.

These links also aid its specialised
courses. Essecoffers a renownedMBA in
international luxurybrandmanagement
andone inhospitalitymanagement. It runs
apart-timeexecutiveMBA jointlywith
MannheimBusiness School inGermany,
making for a total annualMBA intakeof 200.

APhDprogramme launched in 1974
offers 15 places a year. “Research is of the
highest importance,” says Prof Tapie. “The
world is asking for newmodels.” Sowith
Mannheim, theTuck School at Dartmouth
(US), FudanUniversity (Shanghai) and
Keio Business School (Tokyo), Essechas
launched theCouncil onBusiness and
Society to investigate critical issueswhere
these themes interact.

“If Iwere to identify three features that
set Essec apart,” saysProfTapie, “theywould
be thepersonalisationof our teaching; our
belief inworking for thecommongood; and
our commitment to innovation, because
innovationwith companies is really at the
coreof ourvalues andourprinciples.”
– Ross Tieman

‘For the IMBA,
wewant
people
whodare to
thinkwith
originality’

B

SDABocconi
business school
inMilan is at
theheart of the
luxury sector

Essec's
Cergy-Pontoise
campus is just
outside Paris
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A
t the turn of the 20th cen-
tury, abraham Flexner,
a research scholar at the
Carnegie Foundation,
visited the 155 medical

schools then in operation in the Us
and Canada, on a fact-finding mission
about the quality and standards of
modern medical education.

his findings, documented in the
Flexner report, were often scathing;
he characterised some as “indescrib-
ably foul”, and one in particular as “the
plague spot of the nation”. about half
the schools closed as a result of his
report, and the curriculum
he proposed – two years
of basic science classes,
followed by two years of
clinical rotations – quickly
became the norm.

today, this curriculum
is standard, and it leaves
little room for anything
else. many medical stu-
dents graduate with no
idea how insurance works
or how to set up a practice.

But at a time when issues such as
the rising cost of health insurance
and an ageing population dominate
the political agenda, many students
are coming to the realisation that
this traditional approach is no longer
sufficient. an increasing number are
augmenting their medical education
with a joint md/mBa.

“to have the impact i
want to have, i need to
understand business,”
says Fallon Ukpe, a stu-
dent in the md/mBa
programme at the duke
University school of
medicine and the Fuqua
school of Business in
North Carolina.

Ukpe, president of
the school’s student
body, aims to work at
a hospital in a strategy

A healthy balance
➔ Medical students are turning todual degreeswith abusiness element. ByRebeccaKnight

Manymedical
students
graduate
withno idea
how to set
upapractice

report

➤

65
Thenumber of joint
MD/MBAs in the
US today, up from
five in 1993, according
to figures from the
Association of
MD/MBAPrograms
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and leadership role after graduation.
“With just an MD, i could see patients
and that is very noble, but i want to
change the way we practise medicine,”
she says.

Joint MD/MbA programmes, which
combine medical training with the
study of business and health indus-
try management, have multiplied in
recent years. in 1993, there were five
programmes in the us; today there
are 65, according to figures from the
Association of MD/MbA Programs
(AMMP). Among the top schools that
offer the dual degree are Columbia, the
university of Pennsylvania, harvard,
Dartmouth, and Cornell.

sweden’s Karolinska institutet
recently became the first school in
europe to offer a joint medical and
business degree.

“healthcare is not done in a
vacuum,” says Don Melville, director
of MbA and masters programmes at
the Desautels Faculty of Management
at McGill. “A physician who knows his
or her speciality, but who also knows
the administrative side of things is
able to make the best decisions, and
maximise the efficiency and value of
the system.”

Maria Chandler, AMMP president,
says the trend toward such programmes
is student driven. “students are recog-
nising the complexity of healthcare,”
she says. “they realise change is
needed, and the more skills they have,
the more they can help.”

schools view these programmes as
“a good recruiting mechanism”, adds
Dr Chandler, a paediatrician with an
MbA, who is also an associate clinical
professor in the medical and
business schools at the
university of California,
irvine. “if you don’t have
a dual degree pro-
gramme, that limits the
kinds of students who are
interested in your school.”

Most MD/MbA pro-
grammes are five years in length and
structured in a similar way. students
spend three years completing the
required medical curriculum, followed
by a year at the business school doing
a set of management courses, such
as finance, strategy and marketing.

Past school
profiles are

available on
www.ft.com

➔

Fallon Upke
wants to use her
joint MD/MBA
degree from
Duke to work in
a strategy role 51

report

Kenneth Freeman made his
reputation as a turnround expert,
steering Quest Diagnostics from

a problem-plagued start-up to a lead-
ing medical testing company. In a study
published last year in Harvard Business
Review, he was rated one of the best-
performing chief executives in the world.
Now, as dean of Boston University School
of Management, he aims to bring that real-
world sensibility to the school’s 99-year-
old business programme.

Prof Freeman, who started
in August 2010, views his
role as bridging “theory and
practice”. He wants students
to have “practical knowledge
such as analysis, effective
presentation skills, and also
team-based skills. I want to
create leaders who are also
team players,” he says.

Real-world, group-based
learning is a centrepiece of the school’s
curriculum overhaul. A pilot programme
for real-time case studies begins this
month, using telepresence videocon-
ferencing. A chief executive or director
of a government agency will present a
management issue in their workplace.
Students will be asked come up with
recommendations, which they will put to
management, sometimes just hours later.

“Management gets the benefit of free
consulting, and the students get the expe-
rience of analysing the issues of the day,”
says Prof Freeman.

The school already places special
emphasis on team-based exercises, includ-
ing a multidisciplinary project in which
students invent a product and devise a
business plan. Group projects also figure
heavily in a large number of electives.

“I’ve done a lot of small-team consulting
projects with other students, where we

get to know the company
as well as each other,” says
Katy Perkins, a second-year
student. “I came here with
a maths and economics
background, so I felt confi-
dent in my analytical skills,
but needed work on my
people skills.”

In September, the school,
which has about 300

full-time MBA students, will introduce a
required course on corporate accountabil-
ity. The curriculum revamp also includes
a heightened effort to infuse ethical
considerations into all classes to help
students absorb the lessons of the recent
financial crisis, says James Post, a professor
of management. “We are helping students
develop their ethical muscles,” he says.

At the moment, the school offers
concentrations in traditional areas such
as accounting, finance, marketing and
operations. In addition, Boston offers dual
degrees in information systems communi-
cations, law, medicine, engineering, public
health, and arts and sciences.

Starting this year, the school will
implement a special focus on digital
technology, energy and the environment,
and health and life sciences – three growth
sectors that Prof Post contends are vital to
“effective global leadership”.

These changes partly reflect pressure
from recruiters and hiring managers,
he says. “New graduates do not have
the luxury of a long training programme
with the company; they are expected to
hit the ground running and add value
from day one.”
– RebeccaKnight

‘Bridging theory and practice’
➔ Real-world learning is at the heart of new Boston curriculum

Kenneth
Freeman of

Boston University
School of

Management

➤

‘I want
students to
have practical
knowledge
and team-
based skills’

B
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Generally, the final year is spent on
electives at both schools. Most encour-
age students to complete a medical
residency or other clinical training
upon graduation.

The goal is to create doctors who
understand core business concepts and
who are adept at teamwork, according
to Stefanos Zenios, professor of health-
care management at Stanford Graduate
School of Business.

“We’re not just teaching the business
of medicine; we’re teaching business in
general,” says Prof Zenios. “It’s the hard
skills of management, such as budget-
ing and accounting, but also the soft
skills of how you work in a complex
organisation with different cultures
and constituencies, how you make
change, and how you influence.”

Many students say that business
school provides welcome relief from
medical school, which requires a vast

52

MariaChandler,
president of
theAssociation
ofMD/MBA
Programs

amount of reading, memorisation and
lonely academic work. Business school
tends to involve more group-based
assignments and activities.

“It’s not a break,” says Prof Zenios.
“They use a different part of their brain.
They students love the social, experi-
ential, teamwork-based aspect of the
MBA curriculum. But they find courses
such as finance very challenging.”

The programmes are still relatively
new, so there is not a well-trodden
career path. School officials say that the
majority of MD/MBA graduates pursue
careers where they practise medicine.
Others work as administrators of large
medical groups, in academia or in
non-profit organisations; some become
entrepreneurs who develop new
diagnostics, medical devices or treat-
ments. Very rarely, some graduates
pursue careers in investment banking,
private equity and consulting.

“[Graduates] are going into a tur-
bulent economy,” says Kevin Schulman,
professor of medicine and business
administration at Fuqua. “They under-
stand that something fundamental is
changing in the healthcare industry.
They have a genuine interest in learn-
ing the issues, and the majority are
committed to medicine as a career.”

Woodrow Myers, who received an
MD degree from Harvard Medical
School and, years later, an MBA from
Stanford, is a former New York City
health commissioner who has also
worked in the private sector.

Dr Myers is a proponent of the
sequential dual degree, rather than
working on the degrees simultaneously.
“It helps you become a better business
school student if you have some experi-
ence of making a budget, hiring people,
firing people, and trying to make an
organisation successful,” he says.
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L
awyers are scared of num-
bers,” says stephen presser,
a Us legal historian who
teaches both law and busi-
ness at Northwestern Uni-

versity, near Chicago. after graduating
in law, “your brain is rewired and you
can no longer do simple arithmetic”.

his humorous caricature contains
an uncomfortable grain of truth: law
doctorate – juris doctor (JD) –
programmes traditionally focus on
legal systems, case histories and
language-based skills, providing little
scope for developing the analytical
proficiency in maths
required for mBa degrees.

as the border between
law and business becomes
increasingly blurred, a
bridge between the two
worlds is being provided
by joint law and mBa
programmes, which aim
to equip graduates with
the capacity to steer
businesses, based on
knowledge of complex legal and regula-
tory environments.

“success in business today requires
the ability to navigate through this
landscape,” says thomas Robertson,
dean of the Wharton business school at
the University of pennsylvania.

“leaders must be able to integrate
financial, legal, political and cultural
issues like never before,” adds michael
Fitts, dean of the University of
pennsylvania law school.

the JD/mBa programme run by
these two schools is representative of
the dual degrees being offered by a
growing number of business and law
school pairings across the Us and Can-
ada to meet increasing student interest
in the intersection of the two spheres.

“JD/mBas are trained to read
balance sheets, understand income
statements and do other sophisticated
things with numbers, so that they
are increasingly valuable in the real

world,” says prof presser. “I sometimes
believe that in 50 years we will not have
separate business and law schools, but
combine them.”

some combined departments have
already begun to emerge at european
business schools and universities,

Financial judgment

including esade business school in
Barcelona and the universities of ports-
mouth and surrey in the UK.

In the Us and Canada, JD/mBas
are typically four-year programmes, in
which students spend their first year
taking foundation courses in law and

➔ Joint JD/MBAprogrammesoffer a business alternative to a legal career. ByPeterWise

report
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‘JD/MBAs
are trained
todo
sophisticated
thingswith
numbers’

Theborder
between law
andbusiness is
becoming
blurred
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the second studying core
MBa units, focusing for
the remaining two years
on elective units split
between both schools.

“the concurrent
nature allows students
to develop and integrate
their management and
legal knowledge and
skills more effectively
than if the degrees were
obtained sequentially,”
says elise anderson,
director of media
relations at the UCLa
anderson School of
Management in Los
angeles, which runs such
a programme with the
UCLa School of Law.

it also saves students
a year compared with
taking a traditional US
three-year Jd and a two-
year MBa one after the
other. in addition to the
income lost by full-time
students, another year
at school can cost more
than $100,000 in tuition
fees and living expenses.

in this context, a
growing number of
schools are offering
accelerated Jd/MBa
degrees that can be com-
pleted in just three years.
northwestern launched a three-year
programme 15 years ago. penn Law
and Wharton’s three-year Jd/MBa is
in its third year.

other top law and business schools
at the universities of Yale, new York,
Columbia and indiana are now also
offering accelerated programmes, with
a combined three-year Jd/MBa pro-
gramme typically adding about a third
to the cost of a traditional three-year
Jd degree. accelerated programmes
are generally shortened by eliminating
summer vacations.

“the disadvantage [of three-
year programmes] is that it
cuts down on your ability to
do summer internships, and
for many law firms that’s an
important part of the hiring

B

More school
profiles are
available on
www.ft.com

➔
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It is almost obligatory for business
schools to trumpet their loveof
innovation, but Spain’s IE has a better

claim thanmany for trying fresh
approaches to business education.

Established in 1973 inMadrid, andnow
ranked as oneof Europe’s leading schools,
IEwas among the first to offer an executive
MBA20years ago, and later spearheaded
amove into online education.

The school’s international reputation
nowhelps it attract about
2,000 students frommore
than90countries eachyear,
and it has built an alumni
network ofmore than40,000
with links to 25 offices spread
from India toChile.

“Whenweaskour
studentswhy theychose IE,
theyoften say it is entrepre-
neurialismfirst, anddiversity
second,” says Santiago Íñiguez
deOnzoño, thedean. “Wehaveoneof the
highest-diversity environments, not just
in termsof thenumbersof passports, but
in termsof gender, culture anddifferent
visionsof theworld.”

These aims arewell demonstratedby
IEUniversity’s cross-disciplinary approach
to teaching law, architecture andbusiness
andby the combinedexecutiveMBA

programmewithBrownUniversity in the
US,which sees students take courses in
social sciences, literature andphilosophy.

Prof Íñiguezargues thatmodernbusi-
nesseducationshouldequip studentswith
abroadknowledgebase thatwill enable
themtoavoid seeingproblems in too rigid
or theoretical a fashion. “Webelieve that
humanitiesmodules shouldbepartof the
integral educationofmanagers,” he says.
“Bydeveloping these skills, youcanmake

studentsmuchmore reflec-
tive, and ifmanagers read
more literature, theywill
becomebetter entrepreneurs
andmorecreative.”

IE countshigh-profile
individuals among its alumni
and teaching staff. Last year,
twoverydifferentmembers
of that networkmadehead-
lines. InDecember, Spain’s
newlyelectedgovernment

appointedLuisdeGuindos, aneconomist
at the school, as itsminister of finance
andcompetitiveness. Earlier last year, IE
expelled the lateKhamisGaddafi,who
was studying an internationalMBA, before
returning toLibya to lead special forces
brigades against theuprising attackinghis
father’s dictatorship. IE’s decision toexpel
the 27-year-olddoesnot appear tohave
causeddamage to its reputation.

The school continues to offermany
of its executiveMBAprogrammes, and
specialisedmasters, including those
in finance andmarketing, in so-called
“blended” form,where students combine
face-to-face learningwith long-distance,
interactivemodules. Theonline element
of the IE programmewas at first attacked
by somecommentators as being “arm-
chairMBAs” that coulddeprive students
of valuable interactive classroomdebate
and criticism.

For thedean, the increasing adoption
of similar programmesby rival schools
demonstrates thewider acceptanceof
this idea. “Wehave ledmany trends, and
we still see this as our challenge: how to
constantly reinvent ourselves, andhow to
constantly innovate.”
–Miles Johnson

New thinking
➔ Madrid’s IE can claim to be a business education pioneer

Madrid’s IE
business school

is culturally
very diverse

Creative culture
“In business school,
you learn very fast that
nobody has all the
knowledge,” says Dezsö
Horváth, dean of the Schu-
lich School of Business in
Toronto (pictured).

The JD/MBA pro-
gramme run with the
Osgoode Hall Law School
seeks to combine business
teamwork with the more
individual focus of legal
education in what he calls
a “creative culture clash”.

Work such as mergers
and acquisitions requires
a blend of legal and
financial analysis, human
interaction and hard-core
negotiating skills. “That’s
the combination you get
with a law and
business
degree,”
says Prof
Horváth.

➤

‘Humanities
modules
should be
part of the
education
of managers’



sub-prime debt crisis in the US or the
sovereign debt crisis in europe. it also
tends, ultimately, to be more lucrative.”

prof thomas at vanderbilt warns a
Jd/MBa degree is “definitely perceived
by US law firms as a signal that a grad-
uate, while having the advantage of an
additional year of training in account-
ing, finance and other business-related
skills, may not seriously be intending to
become a long-term partner”.

Getting on to a Jd/MBa programme
is not easy. Students typically have to
qualify for the law as well as the busi-
ness school, requiring practical maths
and more theoretical text-based skills.

prof Bradford notes, however, that
the narrow band of students who
have strong enough credentials to
be admitted, emerge from these
programmes with a combination of
legal and business skills that is “very
highly sought after”. B

report

process,” says Randall thomas, director
of the law and business programme at
vanderbilt Law School in nashville.

interest in combined law and busi-
ness qualifications is being driven by
changes in the demand for legal services
as well as an increasing overlap between
the two worlds, says Jim Bradford, dean
of the owen Graduate School of
Management at vanderbilt University.

“Law graduates are no longer
recruited just by law firms and govern-
ment agencies,” he says. “More and
more private equity firms, hedge funds
and big banks are looking for people
who want to do something different
with their law degrees. at the same
time, the big drop in merger and
acquisition activity means law firms are
hiring fewer people and students have
started looking elsewhere for jobs.”

in addition to a four-year joint Jd/
MBa, vanderbilt offers an accelerated

58

Jim Bradford of
the Owen school
at Vanderbilt says
most JD/MBA
students choose
a career in
business, not law

three-year law and business programme
designed to produce lawyers who also
understand corporate governance,
finance and accounting. as well as a Jd
degree, graduates receive a certificate of
specialisation in law and business.

in europe, the growing demand for
combining law and business studies is
largely being met through an increas-
ing number of LLM (master of laws)
degrees – one-year courses specialising
in business for qualified lawyers. the
School of Business and economics at
Universidade Católica in Lisbon, for
example, offers a masters in law and
business, taught in partnership with
the university’s law school.

Most Jd/MBa graduates tend to
gravitate towards business rather than
legal careers, says prof Bradford at
owen. “Business can be more exciting
as it deals with exogenous events over
which you have no control, such as the
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Leading the way:
Aaron Perrine
was serving in

Afghanistan with
the US Army

Rangers while
applying to

business school
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A
pplying to a top MBa
programme is an exacting
process for any candidate,
but aaron Perrine faced
greater obstacles than

most. two years ago, as he worked on
his application essays, Perrine was serv-
ing in afghanistan as a platoon leader
with the us army rangers.

Each evening, he would lead his
team of 35 rangers
out on long combat
missions, then return
to base and try to fit in
some time to finish his
applications.

“Depending on the
evening, we might come
back from a mission
around sunrise,” he says.
“We would take off our
gear, debrief, go eat
breakfast, and then i’d
work on my Wharton
essays for an hour or so
before going to sleep.
sometimes we didn’t
get back until much
later, and the priority
had to be getting some
sleep before we started over again the
next evening.”

in addition to his wife back in
seattle (aka “mission control”), Perrine
says a network of veteran friends with
MBa experience helped him with
his applications.

“Vets read my essays and gave me
feedback on them [and] one did a
mock interview with me,” he explains.

the hard work and support paid
off. Perrine was accepted into the
MBa programme at the university of
Pennsylvania’s Wharton school. now,
he is looking to recruit other veterans
to his course and give them the same
kind of help that he received.

Many thousands of men and women
finish military service each year and
make the transition back to civilian
life. the adjustment can sometimes be

difficult, but many find that an MBa
education can make it smoother.

applying to investment banks and
consulting firms straight out of the
military does not work, says Perrine,
who believes veterans are seen as raw
material and that their skills may be
questioned. But a combination of mili-
tary experience and an MBa is “very
compelling for employers”.

Perrine and his second-year class-
mate, Joe Kistler, a former us Marine,
have been very active in promoting
their programme to veterans. the two
men, co-presidents of the Wharton
Veterans Club, recently teamed up with
the school to hold its first MBa recruit-
ment event targeting veterans.

More than 40 people took part in
the all-day session, where they learnt
about the admission process and
financial aid, and attended some MBa
classes. Prospective students also spoke
with veterans on the programme and
heard from an alumnus about his post-
MBa work experience.

one of the participants, scott
Quigley, says he was impressed by the
event. “Veterans are in a very unique
position when applying to these
MBa programmes because unlike
other applicants who are coming from
investment banks or consulting firms
… military applicants don’t have a lot
of MBa networks. Most guys don’t
have support.”

Quigley has leadership
and management abilities
honed by seven years in the
military and four overseas
deployments, but he wants
to refine his finance and
accounting skills.

also, the MBa is known
to provide a strong busi-
ness network and targeted
career guidance. he is
expecting to receive tens
of thousands of dollars to help fund
his tuition and living expenses through
the us’s Post-9/11 Gi Bill, the Yellow

Military objectives

ribbon Program, and, hopefully, some
outside scholarships.

there is another reason Quigley
wants to go to business school. “i’ll
miss the shared experience of the
military,” he says. While there, Quigley
knew that he was part of something
bigger than himself. By contrast,
civilian life seems lacking.

“During the Wharton military
[recruitment] day, i felt as if i found
that same sense of shared experience.
these MBas are doing the same great
work that they did in the military and
transferring those principles, values
and leadership experiences into a busi-
ness school environment.”

other business schools are also
making concerted efforts to recruit
veterans, who are widely considered to
be ideal MBa material, as they possess
proven leadership skills, a solid work
ethic and a team-player mentality.

Duke university’s Fuqua school of
Business in north Carolina has forged
a number of partnerships and agree-
ments in an effort to increase its
veteran and military student popula-
tion. Fuqua students with military
experience can also apply for scholar-
ships to fund their MBa.

“We’ve had some outstanding
[military] candidates, and that really
reinforces for us that this is the right
thing to do,” says Liz riley hargrove,

Fuqua’s associate dean for
admissions.

these students stand
out for their classroom
contributions, their aca-
demic commitment and
their ability to secure good
post-MBa jobs, she adds.

at the thunderbird
school of Global Manage-
ment, which has deep mili-
tary roots and is built on a
second world war airbase

in arizona, Jay Bryant, the director of
admissions, says veteran recruitment is
very high on the agenda for his team.

➔Veterans often make ideal MBA candidates – and schools are catching on. ByAlannaPetroff

‘Applying to
banks and
consulting
firms straight
out of the
military does
not work’

report

Financial
back-up
The recent introduc-
tion of the Post-9/11
GI Bill gives veterans
the opportunity to
secure thousands
of dollars to use
towards tuition fees.
Depending on the
situation, an
individual could
receive well over
$10,000 in funding.

➤
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the school is launching a scholarship
programme to ensure that each veteran
admitted to the MBa course will
receive at least $10,000 in funding.

at the university of Chicago’s Booth
school of Business, Matthew Gore,
MBa student and co-chairman of the
armed Forces Group, says the club
and the school’s senior administration
are working closely together to ensure
Booth reaches out to veterans.

Employers are also interested in
former military personnel. Most high-
profile banks and consulting firms
have formal and informal networks
that offer ways for MBa-educated
veterans to connect and learn more
about prospective employers.

some of these companies host
veteran-specific recruitment sessions
at business schools.
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technology giants such
as amazon, the online
retailer, and Google, the
internet search engine
business, are also going out
of their way to connect with
this group.

Both companies recently
hosted veteran-focused
recruitment events at
Wharton, says ankur
Kumar, the school’s direc-
tor of MBa admissions and financial
aid. Veterans’ analytical minds as well
as their leadership and teamwork skills
make them very attractive candidates,
she adds.

Back in Pennsylvania, Perrine says
employers are “ramping up their
efforts to get the best vets out of these
programmes – not just at Wharton,

but across the top pro-
grammes”.

he and Kistler, his club
co-president, have already
been recruited by some
of the most sought-after
employers.

after completing a
summer internship at
Morgan stanley, Kistler
accepted an offer to work
at the investment bank in

new York. Perrine accepted a job with
McKinsey, the management consul-
tancy, where he can expect a gruelling
work schedule.

But having survived deployments to
afghanistan, Pakistan and iraq – plus a
two-year Wharton MBa – the new role
may appear less daunting to him than
many of his contemporaries.

Employers
are ‘ramping
up their
efforts to get
the best vets
out of these
programmes’

Support: Aaron
Perrine plans to
help other veter-
ans get into MBA
programmes
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A
s a rule, readers of the Financial Times
probably avoid books whose sources include
Wikipedia and Dictionary.com. And, in most
cases, I am on their side. But Jeb Blount
deserves a pass for his honesty because he has

written a book on business leadership that, unlike so many in
the genre, seems both credible and useful. It is unlikely ever
to make it on to any business school reading list, but it would
be of more practical use than many more esteemed titles.

Blount is a salesman and trainer by trade, and People
Follow You draws on the experiences of ordinary sales
managers and team leaders. It starts with the important
point that people do not work for companies, but for the
people who lead them. A good or bad company is an almost
abstract concept for most employees. A good or bad boss
is an acute reality. “People don’t leave companies, they leave
managers,” goes the saying, repeated by Blount because,
as he writes, “it is the brutal truth ... Far too many people
leave jobs and companies that they love because they hate
their leader.”

Good leadership, then, requires “humility, savvy, authen-
ticity and keen interpersonal skills”. None of these is taught
in any concrete fashion by most business schools. And yet, as
Blount points out, leaders are nothing without people to
follow them. “You need your people more than they need
you,” he writes. “Another way of saying this is that you get
paid for what your people do, not for what you do.”

If you, the manager, came in one week and your employ-
ees did not, your company would quickly fall to pieces. If they
came in and you did not, everything would hold together for
much longer.

Blount lays out seven principles of leadership and five
levers by which they can be implemented. They are not
original, but he explains them clearly and with potent
examples from ordinary managers, rather than the business
superstars who all too often populate these kinds of books.

The principles are that your people are more important
than you; to treat them as you would want to be treated; to

Worth following
➔ Managers must earn respect, writes PhilipDelves Broughton

‘Far too many people
leave jobs and
companies that they
love because they
hate their leader’

books

remember that you are
always on stage;

that no one does
stupid things on purpose; that
people act for their own reasons,
not yours; that you can only
change people’s behaviour, not
who they fundamentally are;

and that if you are a manager or
leader, chances are you are very

different from those you manage.
The first of the five levers, and the

most important, is to put people first. It is all too easy for
managers, especially those with an MBA background, to
focus on numbers and processes, rather than people. But
the old Dale Carnegie salesman basics of treating others
respectfully, being presentable and likeable yourself, and

simply being a good person to be around
still matter.

The remaining levers are all deriva-
tions of this first one – you must find
ways to connect with people. This does
not mean making a fool of yourself at the
office party or trying to be their friend.
But it does mean recognising them as
people rather than means to your busi-
ness ends, and discovering what matters

to them and motivates them. You must then put people in
positions to win, as this is how you elicit their best work,
which then reflects back on you. You must also build trust
and create positive emotional experiences for those you lead
and manage. Financial incentives are only one part of getting
people to work to their best ability. The rest is giving them an
environment where they feel satisfied to work.

None of this is startling, but Blount does an excellent
salesman’s job of repackaging and restating the obvious,
and he makes these reminders well worth a quick and
stimulating read.
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FollowYou

by Jeb Blount
(Wiley,
£14.99)
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TheRare Find:
Spotting Exceptional
Talent Before
EveryoneElse,
byGeorgeAnders
(Viking, £14.99)

Hiring good people
is one of the biggest

challenges for any business. Yet, all
too often, the process is riddled with
guesswork and bias. People employ
those like themselves. They hire them
based on their past rather than their
potential. The quirky and talented are
often excluded by systems that favour
blander candidate. George Anders,
a journalist for Fortune, reported on
practices in a range of settings, from
US Special Forces to Facebook to elite
sports teams. He advises looking for
“invisible virtues” such as resilience and
curiosity. A stimulating take on an area
of business rarely given such treatment.

VentureDeals:
BeSmarterThan
YourLawyerand
VentureCapitalist,
byBradFeldand
JasonMendelson
(Wiley,£33.99)

Negotiating with
venture capitalists is seldom fun.
Entrepreneurs who think they have
won the brass ring of venture fund-
ing quickly find themselves deluged
and confused by term sheets and false
promises. The friendships that led
to the founding of the business often
become strained by arguments over
the dwindling pool of equity. Brad
Feld and Jason Mendelson have been
through all this and their book offers
hard-headed advice on dealing with
lawyers and venture capitalists, so
you can make the right decisions for
you and your business, and focus on
growing it rather than being manhan-
dled by investors.

TheLean Startup:
HowToday’s
EntrepreneursUse
Continuous
Innovation toCreate
Radically Successful
Businesses, by Eric
Ries (Crown, £14.99)

Start-ups, argues Eric Ries, are thought
to be riskier than they need to be.
Deriving lessons from agile software
development, he says that entrepre-
neurs should treat their new company
as a vehicle for testing ideas. They
should use new technology to launch
“minimum-viable products”. Only when
they find something that customers
like and are willing to pay for, should
they invest heavily in development.
This runs counter to traditional ideas
for a new business, which has a thick
business plan, pitches for investment
and only later discovers if anyone wants
what they are selling. Entrepreneurs
love it, and Ries has become the pied
piper of low-cost technology start-ups.

Start Something
ThatMatters,
by BlakeMycoskie
(Virgin, £11.99)

Social enterprise
inspires mixed
feelings. Toms shoes,
founded by Blake

Mycoskie, is at the forefront of this
movement. For every pair of shoes the
business sells, a pair is donated to a
shoeless child in the developing world.
Mycoskie’s book is an engaging account
of how he founded the company. He
argues that making money and doing
good are not mutually exclusive. Much
of the book is inspiring and helpful,
packed with ideas on simplifying your
life. What is missing are the financials.
It would have been better if Mycoskie
had divulged how much money Toms
makes and how much is given away.

Challenging receivedwisdom
➔ PhilipDelves Broughtonpicks the best business andmanagement titles of the past year
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Supercooperators,
byMartinNowak
andRogerHighfield
(Canongate, £9.99)

In a sea of bad books
about psychology,
behaviour and busi-
ness, Supercoopera-

tors stands out for its robust scientific
base and cheerful message. Martin
Nowak is a professor at Harvard, and
Roger Highfield is one of the best sci-
ence writers around. They argue that
we frequently misunderstand “survival
of the fittest”. It does not just apply to
individuals, but to entire groups. Those
in which people co-operate and trust
each other flourish over time. Even
when they are destroyed, they have the
capacity to rebuild. It is not competi-
tion but co-operation, the authors
argue, that leads to the most successful
and innovative organisations.

Tell toWin: Connect,
Persuade and
Triumphwith the
HiddenPower of
Story, byPeter Guber
(Profile, £12.99)

Peter Guber has been
a Hollywood mogul,

a sports team owner and political
fundraiser extraordinaire. He under-
stands how important good stories
are to getting anything done. He has
opened his formidable address book to
assemble stories from everyone, includ-
ing Bill Clinton, Nelson Mandela and
Michael Milken. He has excellent advice
on getting your audience’s attention,
creating emotionally involving stories,
and then galvanising people into action.
As you might expect from a Hollywood
veteran, Guber is always entertaining
and the book never flags, even while
offering some of the soundest and most
practical tips you will get from any
business book this year.

Much of the book is inspiring
and helpful, packedwith ideas
for simplifying your life“ “

B
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I
have looked at clouds
from both sides now,
as Joni Mitchell once
sang, and learned
not to believe that

those nebulous, occluding,
depressing things might
bring structure, clarity and
happiness to my digital life.

Putting our data into
the cloud is meant to be
the answer to the problem
of creating information on
multiple devices and having
to remember where you
saved it. If you take a pic-
ture on a phone and upload
it to the server “cloud” in
some remote data centre of
a particular photo storage
service, you can then see the
same photo on any other
internet-connected device ...
or so the theory goes.

But what if there
is more than one
photo cloud?
I use a scud of
cloud services
and that photo I
took on my phone
could have ended
up on Facebook, Picplz,
Instagram, Flickr, Picasa or
Apple’s iCloud, in my case.

The same goes for music.
I have bought music on
iTunes, Amazon and Google
Music, and while I know my tracks are
safely stored with each of them, I could
not tell you which service holds what.

The problem can be multiplied by
the number of members of your family
consuming or producing media on
different devices. Who took the photos
of the birthday party and on which
camera or phone, using what memory
card and logged in on which account
is the kind of unsolvable mystery often
facing my family when trying to gather
pictures together.

In theory, Apple has nailed it with
iCloud. Take a photo or change a
document on your iPad and the same
photo and revisions will appear on your
iPhone and Mac computer, without you

having to do a thing.
I love watching

the Photo Stream
of images uploaded
to my Windows
PC or recorded on
my iPhone on a big
screen, courtesy
of my Apple TV

The gathering storm
➔ Asmore servicesmove to the cloud,ChrisNuttall struggles to keep track of his digital life
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being able to access iCloud. But, iCloud
works best with Apple devices and
you may not wish to switch over to
Apple entirely. It also cannot handle
video and the company does not have
a proper solution yet for merging
multiple accounts.

In addition, iCloud costs money
beyond the first five gigabyte of storage
– adding another 20GB is $40 a year –
but, to be fair, this is standard practice
for software as a service.

I predict consumers will soon
become accustomed to subscribing ➤P
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That photo I tookon
myphone couldhave
endeduponFacebook,
Picplz, Instagram, Flickr,
Picasa orApple’s iCloud

The
proliferation of
cloud services

canbe
confusing
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to ever more
services.

I am already
beginning to
suffer from
creeping cloud
costs myself. Flickr
was my first com-
mitment – to an unlimited-storage Pro
account for photos and videos. Then
I exceeded my Gmail email limit and
added 20GB more – if only for $5 a
year. Any service could be upgraded
next, and this could soon be costing me
more than a physical back-up drive or
home server for storage.

I do like Eye-Fi as a marshalling
yard for media. The Silicon Valley com-
pany sells SD memory cards for digital
cameras that have Wi-Fi embedded
in them. The cards can automatically
upload anything taken to my home PC
as soon as they are in range of my home
Wi-Fi network, and they upload to the
cloud as well.

Eye-Fi keeps my photos and videos
on its servers for seven days while I
decide what to do with them, or it can
give me unlimited time and storage for
$50 a year.

The best feature, though, is the
ability to choose to forward files auto-
matically to more than 25 different
services, from Facebook to Flickr, or
even to a digital photo frame in my
parents’ home across the Atlantic.

Of course, I need to buy several
more Eye-Fi cards to equip the whole
family’s cameras and this solution does
not work with iCloud or photos I take
on mobile phones.

For documents and general-purpose
cloud storage, I use several services
and, although they have overlapping
capabilities, I use each for a specific
purpose in order not to compound my
confusion about where to find things.

Google Docs is where I create and
share documents, save email attach-
ments and convert individual emails
to documents. Microsoft now has an
online version of Office – Office 365 –
but it is too late for me to switch now.

Evernote is where I keep clips of
web pages, photos
of receipts and notes
on subjects I am
interested in. It has
comprehensive tools
to make saving simple,
and finding is easy as
well – through tags,
text search and even
the optical character
recognition it automatically carries out
on photos and scans.

Dropbox is where I keep files – doc-
uments, PDFs, photos and even music
– I receive on different devices. Saving
any of these to a Dropbox folder means
they are reproduced and made accessi-
ble in Dropbox folders on different PCs,

Consumers will soon
become accustomed
to subscribing to
ever more services

The list of cloud
services is long
enough to need
back-up capacity
in the cloud 71

Pinterest
http://itunes.apple.
com/gb/app/pinterest/
id429047995?mt=8

Pinterest has “next big thing” pinned to it.
The app and web service is a virtual pin-
board that allows you to save and organ-
ise pictures easily. It can be photos from
your phone’s camera or ones cut out from
web pages using a browser tool. Boards
organise your pins according to the
designated theme – a recipe collection,
planning a wedding, recording a holiday
or a lifetime – and others can contribute to
your board or you to theirs.

SugarSync
http://itunes.apple.com/
gb/app/sugarsync/
id288491637?mt=8

Dropbox, Box and SugarSync are equally
adept at keeping your files synchronised
on different devices via the cloud. I like
the new Android and iOS versions of
SugarSync, which have improved syncing
of video and photos on mobile devices.
They can be transferred automatically
to linked PCs as you record or take them.
Music can be streamed from remote
computers to your phone and documents
saved for offline viewing on your tablet.

➔An app a day keeps disorder at bay: organise and synchronise data with these services

ZeroPC
http://itunes.apple.com/us/
app/zeropc-cloud-naviga-
tor/id474091533?mt=8

ZeroPC is one answer to having too many
cloud services – it organises and pulls
them all together. Add your different
accounts – Facebook, Flickr, Dropbox,
Evernote, Google – and it collates files
from each one, allowing you to view
documents, photos, music and videos in
a single interface. A browser version gives
you a PC-like desktop in the cloud, where
files can be backed up and dragged from
one service to another. –CN

Macs, my iPhone, iPad and Android
devices. This turns it into a quasi-cloud
service, using the power of the cloud to
sync files stored locally.

Box.net is similar to Dropbox, but I
like to use its browser-based interface
to upload and share gadget photos with
the picture desk in London. It is a good
interface, accepts large file sizes and
gives previews of uploaded pictures.

Of other types of services, I like
Tungle.me for sharing my diary and
Wunderlist, one of many “to-do” task
managers that syncs itself across vari-
ous devices.

I could go on – the list of cloud
services is long enough to need its
own back-up capacity in the cloud.

I am currently try-
ing Bitcasa, a service
promising infinite
storage – just right
click on a local folder,
select “cloudify” and
everything is encrypted
and transported to the
cumulus.

I would recommend
settling on just a handful of the above
– the job of sampling all the different
services has brought me disorder and
complexity on occasion.

Cloud services should make our lives
simpler and easier, “but still somehow”,
as Joni sings, “it’s cloud illusions I recall.
I really don’t know clouds at all.” B
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abiha is nine
years old and
lives in Kara-
chi, Pakistan’s
largest city. In

2008, when she was six,
she began to have difficulty
seeing the whiteboard at
school and developed a
headache while reading,
so her father took her for
an eye examination. She
was prescribed spectacles
at the Layton Rahmatullah
Benevolent Trust hospital
and started wearing them
regularly.

But things changed
when her classmates began
calling her “Chasmay
Walee Aunty” (glasses
aunt). “My uncle also
calls me ‘Chishmish’ [one
using glasses],” says
Fabiha. “I feel
ashamed when
he says this to
me.” She is now
reluctant to wear
glasses, even
though they have
helped improve her
studies.

By improving eye-
sight, the provision of
glasses reduces school
absenteeism, academic
underperformance
and harm to the
career prospects
of children and
young people. But
for many young
people there is a
stigma attached to
wearing glasses.
How can this be
overcome?

The Financial Times is teaming
up with Sightsavers, the development
organisation that the FT is supporting

in its seasonal appeal, to set a challenge
for MBA students.

The challenge: develop a business
plan to market glasses to children or
young people in one or more developing
countries in Africa or Asia. Although
Sightsavers supports a range of activi-
ties to provide access to optical services,
if they are to work it is essential that
these programmes offer high-quality,
affordable, comfortable and cosmeti-
cally acceptable spectacles.

FT Sightsavers MBA Challenge
➔ Charity wants students’ help to tackle glasses’ image problem. ByCharlotte Clarke
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“With this chal-
lenge, we hope to get
people thinking about
innovative approaches
to what sounds like a
simple problem, but
has proved difficult
on the ground,” says
Caroline Harper, chief
executive of Sightsav-
ers. “Not only will this
challenge be a test for
MBA students looking
to hone their skills, it
is also an opportunity
to see what those skills
can do in the poorest
parts of the world.”

How to partici-
pate: the challenge is
open to teams of
between three and
eight students, and
at least one student
in each team must be
studying at a univer-
sity 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 study-
ing towards an MBA,
although other
participants may be
from other disciplines.

The challenge will
run from January to

September 2012, in two main stages. In
stage one, teams should submit a short
proposal. During stage two selected
teams will go on to submit a compre-
hensive business plan.

The judging committee will
announce the winner in October 2012.

The deadline to register team details is
March 31 2012. For more information,
including details of how to enter, see
www.ft.com/mba-challenge

Improving eyesight
reduces school
absenteeism
and academic
underperformance

Because of
teasing, Fabiha
is reluctant to
wear glasses
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hopes & fears
Devneet bajaj

I
n January 2011, i found myself surrounded by
people of 86 different nationalities. i feared that
i was in uncharted territory. everything i was
going to say in class was going to be analysed, dis-
sected and analysed again from

multiple perspectives. Was i going to
fit in? in order to achieve my goals
it was important that i overcame my
apprehension of being judged.

there is a term at insead that
applies to the herd mentality that can
take over when MBa students first
start: “FoMo” – fear of missing out.
everyone wants to go to the same
events – parties, trips, speaker panels.
For the first few months, i embraced
this. in the process, i made a great set
of friends.

Four months into my course, i
decided to prioritise my venture,
which was my key reason for doing
the MBa. My hopes were ambitious.
While private equity is a fantastic
career, i wanted to use my time at
insead to build my entrepreneurial
ability. i wanted to prepare for the challenge of
creating a business that had a social
impact in my home nation, india,
that was also profitable, so that it
would be sustainable.

the private equity firm i had
worked for had invested in food and agri-
culture businesses globally and i knew
there was huge scope to improve farm
productivity in india. Mobile technology
solutions were being used successfully
in africa and other emerging markets,
so why not india? i wanted to use it
to help farmers secure the best quality
and most inexpensive raw materials to
maximise their crop yields, so i conceived
a mobile commerce and advisory platform
that connects the farmer with the best
retailers and suppliers in his area.

i took my idea to insead’s entrepre-
neurship boot camp competition in april
2011. thirty students were brought to a
motel (being off campus is important in
warding off distractions) and asked to
convert their ideas into business plans
and present them to investors at the end

of the weekend. i got together with three fellow stu-
dents – one dutch, one French and the other German.
We used our global experiences to detail a business plan
and create a viable revenue model. We also formed a
strong bond. out of 12 teams, we ended up winning the
competition. it gave me a huge boost and the confidence
to develop a prototype for the business.

i used my summer break to run a pilot scheme with
100 farmers in india. i believe that you learn by doing.
Furthermore, i wanted to see how i enjoyed and per-
formed managing a business in rural india. despite some
challenges, the pilot allowed me to gain conviction in
myself and the venture. i built a great network of senior
agribusiness professionals who are still advising me.

then a typical new fear arose: failure. if i became an
entrepreneur, i could fall flat on my face and i would
regret having left a lucrative career. But my fears were
allayed by studying at insead. here i have encountered
many alumni entrepreneurs who have shared their
stories – some successes and some failures. i have
learnt that being an entrepreneur allows you to think
about a business holistically. if i do return to private
equity, working on my venture will have made me a
better investor.

here, i have built confidence and learnt to deal
better with risk and uncertainty. My entrepreneur-
ial plan makes it easy to refuse some job oppor-

tunities. Since i shared my plans
with my peers and professors, we
have received interest from inves-
tors and strategic players and i am

developing my team and looking for
entrepreneurs passionate about india.
We are launching early this year. i am
sure the business plan will be tested,
but i am ready to roll with the punches.

i am going to miss the energy and
diversity that you find on campus. But

once i have
plunged
myself into
an indian
business envi-
ronment, i
hope that the
international
perspectives
will prove
invaluable.
As told to
Emma Jacobs

Sowing the seed

ft.com/BUSineSSedUcation

➔ADelhi-born graduate hopes hismobile technology start-upwill help Indian farmers
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Global citizen
Originally fromDelhi, India,
Devneet Bajaj, 30,moved to
theUS at the age of 17. Hewas
educated in LosAngeles before
going into investment banking
andprivate equity in SanFran-
cisco. Last January, the
30-year-old started
anMBAat Insead,
spendingmore
thanhalf his time
at the Singapore
campus. He
graduated in
December.

‘I wanted to
prepare for
the challenge
of creating
a business
that had a
social impact
in India’
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