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More ways to read Global Focus

You can read Global Focus in print, 

online and on the move, in English, 

Chinese or Spanish

Go to www.globalfocusmagazine.com 

to access the online library of past issues

Or search iTunes for your iPad edition

In focus | Global Focus

Your say

We are always pleased to hear your 

thoughts on Global Focus, and ideas 

on what you would like to see in 

future issues.

Please address comments and ideas  

to Matthew Wood at EFMD:

matthew.wood@efmd.org

Our cover story is an excerpt of a book from the joint laptops of EFMD 
stalwarts Howard Thomas, Kai Peters and Rick Smith. The book looks 

at the future of business schools and the excerpt focuses on the “business of 
business schools” – essentially how to manage a successful business school 
in a turbulent world. Their prescription may not always be easy to swallow:

“Whether we like it or not, business schools need to be managed in 
a business-like, professional and careful manner whether they are long- 
established incumbents or newcomers to business education or to one 
of the distinct value chains in the mix of programme possibilities." 

“If [our book] achieves one thing it will be to encourage business schools 
to think through the consequences, short-term and long-term, of their own 
structures and financial arrangements.”

Our second major story is an interview with Nick Lovegrove, author of 
the influential book The Mosaic Principle, in which he argues that managers 
and leaders must be “tri-athletes” able to operate in business, non-profit and 
government environments.

“… so many of the problems and issues we ask government to deal with 
and assume they are government problems are really societal problems  
and they require approaches from business and non-profits as well as 
government,” he says. “So you need people at senior levels of business  
who have not only that mindset but also the capability to think about 
policy, to think about social impact, to think about change above and 
beyond the narrow definitions of what a business is for...”

The rest of this issue features the usual mix of eclectic articles and reports 
though with a particular emphasis this time on EFMD’s own research and 
member activities.

For example, on page 22 EFMD’s Martin Moehrle analyses a survey of 
EFMD’s corporate members that shows how the learning function is rapidly 
evolving, while Ginny Gibson (page 28) reports on the first EFMD Online 
Course Certification System (EOCCS) Symposium involving over 50 delegates 
from business schools and other corporate organisations sharing their views 
and experiences on working towards and achieving EOCCS accreditation.

And as the EFMD Global Network’s Executive Academy begins its third 
cohort and prepares for its first stop in Asia, Jordi Diaz and Ulrich Hommel 
reflect on the achievements and learning points so far (page 46). 

And finally, on page 60 Mario Spremić describes how a Croatian business 
faculty has used EPAS both as a way to develop itself and also as an 
international framework and proactive platform for exchanging experiences 
and ideas. 

Global Focus
Iss.1 Vol.12 | 2018

In focus
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A Vision of Responsible Research for 
Better Business and a Better World1

Imagine a future in 2030 where …
 • Business and management schools 
worldwide are widely admired for their 
contributions to societal well-being
 • Business and management research  
has become instrumental in addressing 
society’s challenges
 • Management research contributes regular, 
valuable knowledge to support humanity’s 
highest aspirations within the planetary 
boundaries, including poverty alleviation, 
access to food, clean water, education, 
sustainable consumption and responsible 
use of natural resources, greater gender and 
social equality, inclusion, growing prosperity, 
fair wealth distribution, and a responsible 
and resilient financial sector
 • Management research has developed 
effective systems leading to high and 
responsible economic performance,  
great innovations, positive employee and 
customer well-being, a thriving natural 
environment and strong communities
 • Business leaders and government  
officials are frequent guests in business  
and management schools, seeking advice 
on policies and offering support for research 
on issues that need understanding 

 • Management research is a model  
of “responsible science” after a major 
transformation that began in 2017 
 

What motivated this future imagination? Isn’t this 
our reality today? Sadly, for the past three 
decades, some management research has 
suffered mounting criticism around its low 
relevance to practice and questionable research 
practices – with the results of half of published 
studies may be of doubtful quality2.

Fortunately, science engages in self-correction. 
Currently, there is strong aspiration in the 
academic community to change the status quo 

by many individuals and groups. We call this the 
responsibility “turn” in business and management 
research. One influential group is the Community 
for Responsible Research in Business and 
Management (RRBM), a virtual global community 
of 24 senior scholars in the disciplines of 
accounting, finance, management, marketing and 
operations from 23 universities in 10 countries. 
Supporting them are leaders of AACSB, EFMD, 
Aspen Institute’s Business and Society Program, 
and PRME of Global Compact. 

The community was formed in early 2015 and 
is dedicated to the advancement of high-quality 
and useful research in business and management 
worldwide and has written a position paper  
to propose solutions on how business and 
management research can contribute to better 
business and a better world. 

Imagine a world in which business schools, management scholars and social  
scientists worldwide have transformed their research toward producing useful  
and credible knowledge that addresses problems important to business and society
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Entrepreneur's Guide | Jonathan Scott

The solutions include seven principles to guide 
responsible research and specific actions by 
different groups of the research ecosystem.  
The paper invites discussion and debate on  
the prospect of creating a responsible research 
ecosystem to realise this future vision when 
business and management research has become 
a force for change towards a better world. 

After a six-month consultation period from 
April to September 2017, the paper gained the 
support of 85 co-signers who contributed to 
refining the ideas in the paper. They included 
senior scholars from 75 institutions in 21 countries 
with over 30 deans and senior leadership as well 
as distinguished business leaders. 

We invite you to read this position paper – a 
full paper of 15 pages and an executive briefing  
of two pages – on the RRBM website www.rrbm.
network, to share your reactions and to offer 
support by endorsing the paper individually or 
institutionally as a partner. 

Come and join us in this debate. Hopefully,  
it is not about whether we should, but how  
we can, make the world a better place through 
contributing credible and useful knowledge  
to develop better business, management  
and organisational practices that benefit all 
stakeholders.

Support

85
After a six-month consultation period from 
April to September 2017, the paper gained  
the support of 85 co-signers who contributed 
to refining the ideas in the paper

Worldwide

75
They included senior scholars from  
75 institutions in 21 countries

Leaders

30+
With over 30 deans and senior leadership  
as well as distinguished business leaders

The RRBM paper invites discussion and debate on 
the prospect of creating a responsible research 
ecosystem to realise the future vision, when 
business and management research has become  
a force for change toward a better world

Footnotes 
1.  The list of 28 authors of the paper “A vision of responsible 

research in business and management: Striving for useful and 
credible knowledge” – the basis of this brief announcement – 
can be found on rrbm.network 

2.  Please see the bibliography of the position paper (appendix A) 
on rrbm.network. This bibliography is a partial list of published 
papers or books that discuss the issues of usefulness and credibility 
of research in business and management
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The Business of 
Business Schools

Kai Peters, Howard Thomas and Rick Smith suggest that while  
much has been written about business schools from historical and 
critical perspectives not enough has emerged from an additional  
viewpoint – the lens of the business of business schools



7

The Business of Business Schools | Kai Peters, Howard Thomas and Rick Smith

One can use any number of lenses to analyse 
the development of business schools over 

the past hundred or so years. But we now need 
an additional viewpoint – the lens of the business 
of business schools. 

The historical lens
Rakesh Khurana, the renowned Harvard 

business school professor, has outlined the history 
and evolution of US business schools from their 
beginning in the late 19th and early 20th century. 
He shows how business schools evolved from, 
effectively, vocational trade schools through  
to their present state. He cites the tremendous 
influence that the Ford and Carnegie studies of 
1959 had in the repositioning of business schools 
from practical institutions into academic 
behemoths. 

These two studies, known as the Foundation 
Studies, are central to an understanding of 
business education and the business of business 
schools for every dean and senior business school 
manager around the world. 

As Khurana outlines, foundations, between 
1900 and 1935, provided 64% of all grants to US 
universities both for new initiatives and for existing 
institutions and thus their money has had 
tremendous influence over the direction of 
education.

After the second world war, both the Carnegie 
and Ford Foundations felt that business schools 
needed to professionalise and grow beyond their 
origins. Importantly, in the midst of the Cold War 
poor-quality business education was seen to 
threaten the health of the economy, democracy 
and the American way of life. By 1960, $35 million 
had been donated to a handful of business 
schools. And with that much money at stake, 
there were strings attached. 

Schools were to professionalise, with faculty 
holding doctorates and producing graduate-level 
academic publications; students were to be taught 
quantitative methods and behavioural sciences 
– and only those academically qualified were to 
be admitted. 
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And, while not obviously stated but clearly 
understood, schools were to have an anti-
communist, pro-business and clearly capitalist 
orientation. While the grants that flowed in  
the 1950s set the scene, the 1959 Foundation  
Studies codified the expectations and created  
the framework for the dominant business school 
model and paradigm that still, for better or worse, 
exists today. 

This paradigm also formed the basis for a 
second crucial driver in the business of business 
schools. In a 2005 article for AACSB’s BizEd, Andy 
Policano, then Dean of UC Irvine in the US, wrote:

“Few people can remember what it was like 
before 1987 – what I call the year before the 
storm. It was a time when business school deans 
could actually focus on improving the quality of 
their schools’ educational offerings. Discussions 
about strategic marketing were confined mostly 
to the marketing curriculum. PR firms were hired 
by businesses, not business schools. Most business 
schools had sufficient facilities, but few buildings 
had marble floors, soaring atriums, or plush 
carpeting. Public university tuition was affordable 
for most students, and even top MBA programs 
were accessible to students with high potential 
but low GMAT scores.”

The “storm” of rankings changed everything. In 
simple terms and for better or worse, the advent 
of rankings in 1987 marked the dawn of the era  
of business schools as businesses with the rules  
of the game laid down by the Foundation Studies. 
Now, 30 years later, these rules of the game 
continue but have also evolved in the present  
era of disruption. As authors, our forthcoming 
book, Disruption in Business Education, Emerald 
Publishing 2017, investigates these challenges.

The Business Lens
As an organising principle in considering  

the management of the business school and 
the associated activities and offerings, consider 
a simple value chain. (See Figure 1.)

Not every school is active across the whole 
spectrum of programme possibilities and not 
all value chains will therefore carry the same 
relevance. Depending on the unique situation  
of each institution, the overall value chain will be 
re-configured to reflect the business system and 
processes of each level of a business school’s 
offerings and activities

At each level, beginning with undergraduate 
education and proceeding along a probably 
arbitrary age-influenced continuum, there  
are different components that comprise that  
chain, drivers that are relevant, and the skills  
and competencies a school requires at that  
level. In sales and marketing terms, undergraduate 
education is a business-to-consumer and 
consumers-parent proposition with a path  
to market largely influenced by centralised 
placement services such as UCAS in the UK. 

As one progresses along the age spectrum,  
the business-to-consumer model holds true  
for pre-experience postgraduate students but a 
centralised recruitment system no longer exists. 
For postgraduate, post-experience candidates,  
as for open-programme executive candidates, 
business-to-business consumer marketing is 
required and for executive education, business- 
to-business relationship marketing is needed. 

Income varies considerably along this 
spectrum. For all of the business-to-consumer  
and business-to-business consumer programmes, 
income per day, what we phrase the “revenue-

€13k
The estimated number of 
business schools across  
the globe is over 13,000

The “storm” of rankings changed 
everything. In simple terms and for 
better or worse, the advent of rankings 
in 1987 marked the dawn of the era  
of business schools as businesses  
with the rules of the game laid down  
by the Foundation Studies
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€2k
Custom organisation 
development consulting 
can generate only  
€2,000 per faculty day

€200k
The US EMBA programmes 
can generate €200,000  
per faculty day. Between 
undergraduate and 
postgraduate programmes, 
revenue can easily vary 
between €2,000 per day 
and €30,000 per day

delivered-view” is a straight-forward calculation 
of tuition x classroom occupancy / days taught. 

For customised executive education and similar 
business to business activities, a comparable 
calculation sometimes holds true. 

More often than not, however, day rates are 
contractually fixed and are not a direct factor  
of participant numbers. The variance in income 
is tremendous. Where custom organisation 
development consulting can generate only 
€2,000 per faculty day, the pricey US EMBA 
programmes can generate €200,000 per 
faculty day. Between undergraduate and 
postgraduate programmes, revenue can easily 
vary between €2,000 per day and €30,000 
per day. 

While we do not propose running business 
schools purely on the basis of income per day, 
surely knowing income per day could aid in 
sensible decision making. Alas, we do not see 
many schools calculate along these lines.

Beyond income levels per activity, equally 
important to examine are the increasing elements 
of disruption and substitution that have come  
to play a significant role in the business school 
landscape.

Schools increasingly face “make or buy” 
decisions at practically each stage of the value 
chain. At one end of the spectrum there are 
schools where almost everything is managed  
and delivered in-house. At the other end, there  
are schools that function largely as co-ordinating 
mechanisms for the purchasing of external 
services. At nearly every stage of the continuum 
there are now complementary service providers 
who will come to the aid of schools to help them 
provide needed capabilities. 

The Business of Business Schools | Kai Peters, Howard Thomas and Rick Smith

Figure 1
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Finally, to round things off, business schools  
can be set up and run using degree-awarding 
powers from another educational provider. At the 
moment, there are over 700,000 students studying 
for UK degrees outside the UK. This is more than 
the number of students actually studying at 
degree-awarding institutions inside the UK.

The services, noted above, do not come  
cheap nor minus attached strings. Getting it 
wrong, allowing external providers to cherry-pick 
lucrative services and price them to their own 
advantage rather than to the advantage of a 
school is something we have seen increasingly 
over the past decade. 

While agency relationships tend to be multiple 
and local, student housing or online relationships 
tend to be large and long-term. Business schools 
increasingly find large multi-national players  
with comprehensive legal departments and 
sophisticated contracting on the other side of  
the negotiating table. Business schools, on the 
other hand, tend to be well-meaning amateurs 
and SMEs in comparison.

Whether we like it or not, business schools 
need to be managed in a business-like, 
professional and careful manner whether they  
are long-established incumbents or newcomers 

700k
At the moment, there  
are over 700,000 students 
studying for UK degrees 
outside the UK. This is  
more than the number of 
students actually studying  
at degree-awarding 
institutions inside the UK

The undergraduate value chain illustrated  
in Figure 2 is an example of the various stages  
in the educational process. “Finding students” 
has become an industry in itself. Nearly 40% of 
international students are recruited via agents 
overall, with about 55% of students in Australia and 
11% of students in the US forming the “bookends”. 

While many agents are small operations, 
increasing numbers of large players have emerged 
who recruit, often house and sometimes teach 
foundation degrees and pre-sessional English to 
students. While most business schools supplement 
core teaching capacity with adjuncts and 
associates for special skills and flexibility, a school 
can, and many do, use only adjuncts to teach. In 
the past year, we have become aware of specialist 
agencies who supply a roster of teaching capacity 
to a number of London-based branch campuses 
of regional UK universities. 

Providing students with technology or, better 
said, providing white-label online education is  
also a big business. Business schools can source 
provision in exchange for income-sharing 
arrangements with a significant number  
of potential partners who will build single 
programmes or a whole range of programmes, 
including MOOCs. 

Figure 2
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to business education or to one of the distinct 
value chains in the mix of programme possibilities. 

If this short article or our longer book achieves 
one thing it will be to encourage business schools 
to think through the consequences, short-term 
and long-term, of their own structures and 
financial arrangements.

Adapted from: Rethinking the Business 
Models of Business Schools: A Critical Review 
and Change Agenda, Emerald Publishing 
January 2018. Kai Peters, Richard R. Smith, 
and Howard Thomas.

Whether we like it or not, business 
schools need to be managed in  
a business-like, professional and careful 
manner whether they are long-
established incumbents or newcomers 
to business education or to one of the 
distinct value chains in the mix of 
programme possibilities

The Business of Business Schools | Kai Peters, Howard Thomas and Rick Smith
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David Grayson talks to the author of The Mosaic Principle and a key speaker  
at EFMD’s Conference for Deans & Directors General, Munich, January 2018

A conversation with 
Nick Lovegrove
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A conversation with Nick Lovegrove | David Grayson

David Grayson: You are overwhelmingly 
associated with the idea that leaders and 
managers must evidence “tri-sector” skills – 
confidence and fluency in the business, non-profit 
and government sectors. Just as triathlon athletes 
must excel in swimming, running and cycling.  
But if we only operate in one area do we still need  
to acknowledge empathy and understanding  
of other sectors? In other words, do we all need  
to be “tri-athletes” now? 
Nick Lovegrove: I suppose the fundamental 
point I really tried to focus on is the capabilities 
and aspirations of individual people rather than 
institutions, although I appreciate there is an 
institutional agenda that emerges from that.

But I was really trying to relate this to people  
at whatever stage of life who were thinking about 
what they want to do and how are they going  
to achieve it. And particularly about how can they 
contribute beyond the narrowly defined constraints 
of a particular profession or cultural remit.

DG: There have been similar ideas and efforts in 
other countries. In the UK we have a new social 
enterprise initiative, “The Forward Institute”, 
running some tri-sector programmes with  
a number of key government departments, 
various big employers and one or two third-sector 
partner organisations. Basically it is a leadership 
development programme for high-flyers from 
participating organisations consciously creating 
the kind of network opportunities that you are 
talking about. 
NL: There have been similar initiatives in the US, 
including the White House Innovation 
Fellowships and the Presidio Institute 
Fellowships. These afford potential tri-sector 
athletes the opportunity to cross sector 
boundaries and make an early impact. 

But if I just step back from this for a minute and 
think about what I have learned from talking to 
people about the book and listening to people 
about their reaction to the book, I think it confirms 
the hypothesis that I had that there is a paucity  

Nick Lovegrove is an author, educator  
and executive coach. He spent more than  

30 years at McKinsey & Company, where he 
became a senior partner in the London office 
and then managing partner of the Washington, 
DC, office. He has since served as senior director 
of the Albright Stonebridge Group, and as US 
managing partner of the Brunswick Group.

Lovegrove has worked extensively across 
the business, government and non-profit 
sectors. In government, he was a strategic 
advisor to British prime minister Tony Blair; 
and in the non-profit sector his board roles 
have included the Royal Shakespeare 
Company and Teach First. He currently chairs 
the board of the Chatham House Foundation.

He is currently a senior fellow and adjunct 
professor at Georgetown University – having 
previously served as a senior fellow at Harvard 
University’s John F Kennedy School of 
Government; a senior fellow in the Global 
Economy Program of the Brookings Institution; 
and a visiting lecturer at Oxford University’s 
Blavatnik School of Government. He is a 
graduate of Oxford and Harvard universities, 
and has an MBA from INSEAD in France.

Lovegrove is the author of The Mosaic 
Principle: The Six Dimensions of a Remarkable 
Life and Career, which is published by Public 
Affairs in the US, and by Profile Books in the UK.

A conversation with 
Nick Lovegrove
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Preparing people is not just about developing a  
set of skills and capabilities but is also about a well-
thought-through sense of what they want to do  
and how they want to do it and the choices they  
are likely to make and the challenges they are likely  
to face – in a very full sense you are essentially 
preparing them for life

of opportunity in business schools and public 
policy schools and in management education 
generally to think about career aspirations, 
purpose and meaning and how to develop (as 
I talk about in the book) a “prepared mind”. There 
are really very few formal opportunities to do that 
and I think that would also apply to undergraduate 
education. 

At the Kennedy School at Harvard there is an 
age-old debate – an angst-ridden debate really 
– as to why so many of their graduates do not go 
into government immediately or in some cases 
ever; I think over half their graduates do not go 
into government and they are very anguished 
about it and blame all sorts of things.

But if you trace it back to where I first got into 
this whole discussion when I moved to the US, 
Dominic Barton at McKinsey started talking about 
tri-sector athletes. I said where did you get that 
from and he said he’d borrowed the expression 
from Joseph Nye [University Distinguished Service 
Professor at Harvard]; so I went to see Nye. 

He told me he had started talking about it 
because of this exact issue; getting grief from 
alumni and funders and so on that too many  
of their grad students were going into business 
rather than government/public sector and he 
said it shouldn’t matter because as long as they 
have the tri-sector mindset– that’s going to be 
OK and what CEOs need to be successful CEOs 
today is to be a tri-sector athlete.

DG: I have found myself trying to explain the term, 
particularly with MBA audiences. So I ask them 
who is a tri-athlete and what is the hardest part of 
doing a triathlon? They will invariably say it is the 
transition points of getting off the bike to do the 
swimming or getting out of the water to do the 
running. So the transition points are the parts  
that are really difficult. Do you think that is partly  
what gave Joseph Nye the analogy of the 
tri-sector athletes?
NL: I think what he was thinking of was so many 

of the problems and issues we ask government 
to deal with and assume they are government 
problems are really societal problems and they 
require approaches from business and non-
profits as well as government. So you need 
people at senior levels of business who have 
not only that mindset but also the capability to 
think about policy, to think about social impact, 
to think about change above and beyond the 
narrow definitions of what a business is for.

DG: And it is crucially linked to this idea that the 
purpose of the business, as Charles Handy would 
say, is something that each business has to work 
out for itself rather than to take the lazy notion 
that the purpose of business is to maximise 
shareholder value.
NL: Yes and I talk about this in the book. In each 
era that issue is discussed differently by businesses 
at the cutting edge. Silicon Valley has probably 



15

done more thinking about this in the last 10-15 
years than almost any other group of businesses. 
For example, Mark Zuckerberg, who wrote about 
how Facebook was really there to solve a problem 
in society and if it could make money on the side 
all the better.

DG: I don’t know if you saw it but George 
Serafeim, a young professor at Harvard Business 
School, has done an HBR blog on Zuckerberg’s 
essay on what is the purpose of Facebook. He is 
one of a number of business school academics 
involved in these discussions around business 
purpose and he is actually very positive about this 
Zuckerberg essay as an example of meeting many 
of the criteria for what constitutes a good societal 
purpose. 

I think the blog is good in terms of describing  
a number of critical elements of business purpose 
but I am not as convinced by his optimism that 
the Facebook example is illustrative of this being 
absolutely right. 

NL: I think it is clearly a journey that Zuckerburg  
is on and it could lead in all sorts of directions… 
changing some of the main paradigms of life.  
I also look at the example set by Jeff Bezos' 
leadership of Amazon, principally for two 
reasons:

First because his own story, even in a relatively 
short time, is someone who crossed over a 
number of divides and, second, because he has 
clearly said that he likes to hire natural “athletes” 
who were not experts in a particular arena  
but who can straddle a number of transitions. 

I think you make a very important point about 
the importance of transitions – it is sort of what  
I am talking about when I talk about contextual 
intelligence as a crucial characteristic of success 
because I think it is the ability to adapt quickly and 
acutely to a change of environment, a change of 
context and to respond to that change.

That was rooted very much in two pieces  
of management research – one was the Ronald 
Heifetz work on adaptive leadership at the 
Kennedy School, which I found fascinating, and 
the second was by HBS which did this massive 
project on who were the great leaders for the  
21st century and their conclusion was it was less 
about inherently great people and more about 
matching people with clear aptitude to the 
particular context, because context matters.

DG: That probably goes back to your “T”  
analogy and having the running thread of  
the right expertise in leaders and in teams.
NL: Exactly. I think the reason this work is timely 
and important is because there has been such  
a swing in the pendulum from celebrating the 
broadminded and broadly experienced person  
to celebrating the specialist. I always think of 
consulting firms as being weather vanes as they 
can pretty much pick up the weather and which 
way the wind is blowing and that has happened in 
my generation. When I first started with McKinsey, 
we were all generalists; there were a handful of 
specialists and they were looked down upon a 
little to be honest – we certainly spent a lot of our 
time thinking what are we supposed to do with 
them because we obviously could not promote 
them because they are just specialists.

But by the time I left it was the other way 
around and that’s a big change in one generation. 
People who pretended like me to know quite  
a number of things are viewed as somewhere 
between dinosaurs and amateurs.

DG: If you had a magic wand and could speak to the 
deans of management and business schools about 
what you have learned and have written about in the 
Mosaic Principle what would be your wish list for 
aims business schools should have?
NL: I suppose one of the ways of approaching 
it would be to say the role of professional 
management education is not exclusively or even 
primarily to train people for a specific profession but 
more to train people for a professional life of 
leadership and impact.

And preparing people is not just about 
developing a set of skills and capabilities but is also 
about a well-thought-through sense of what they 
want to do and how they want to do it and the 
choices they are likely to make and the challenges 
they are likely to face – in a very full sense you are 
essentially preparing them for life and if that is  
the case you would want business schools at  
the very minimum to build into their programmes 
opportunities to do that. That would involve a 
certain amount of introspection but also exposure  
to a range of different success models and clear 
identification of the principal dimensions  
and challenges.

That would include confronting and explicitly 
recognising that there is a whole swimming pool 
and you don’t want to restrict students to  

A conversation with Nick Lovegrove | David Grayson
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one lane. There is a whole arena that you need to 
be aware of and exposed to and you need to 
think about how you are going to do that. 

There are two other things I would want to 
address – the first is life is long and the second  
is that life is also hard and you are likely to have 
setbacks along the way and moments when you 
may have to put yourself in harm’s way or at least 
put yourself at risk and you may run foul of that. 

DG: In the book you have put a clear moral 
compass as the first of your six pillars. For me it 
was quite significant that you started with that.
NL: I didn’t have any clear order to be honest and 
in my own mind I still don’t. I just happened to 
have an editor who is very experienced and astute 
– or maybe it just comes down to the experiences 
I had at McKinsey and elsewhere where morality 
had become the central issue with the realisation 
that there is an existential risk when you confront 
what I call areas of morality complexity. If you are 
not prepared for that you can face many pitfalls – 
a small mistake can become a very big mistake.
 
DG: I personally thought that made absolute 
sense; that it is the bedrock because if that isn’t 
right – that effects everything. I do think having 
that wider sense of the societies in which we 
operate is very important in management 
education. I don’t think there is enough of that.
NL: That is the way I tend to think as well. It is  
a long time since I was a student but all of my 
teachers were focused around the technical side 
of things and how to solve technical problems. 
They acknowledged that that required an 
understanding of the political environment but 
certainly did not really push me to think about 
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David Grayson is Director, Doughty Centre for Corporate Responsibility, 
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what I wanted to do and how a range of interests 
might be relevant and what inspiration or insight 
to draw from that. 

I suspect that education has, if anything, 
become narrower in scope and more focused  
on nailing these areas of special focus. I think  
we have to acknowledge that there are probably 
fewer organisations now who take a life-time 
career management approach – it may have been 
plausible once to start working somewhere and 
maybe expect to spend your entire career there 
with a benign management leadership that said “I 
think you should go here now and do this”. There 
is very little of that now 

DG: It’s all about being responsible for recharging 
and refreshing periodically on your own account. 
In Silicon Valley the concept of a “tour of duty”  
is much more prevalent and it puts much more 
emphasis on you as an individual to be thinking 
about this and how am I going to invest in some 
programmes that are going to do me some good.
NL: I think you make a very important point in 
that the irony is that we have this industry that is 
focused on the technological approach and yet 
is the most substantively thoughtful in approach 
about people and employees and is building an 
awareness of life in this technology-enabled but 
also technology-challenged world.

First of all they think a lot about the physical 
environment (clearly thinking about the 
environment as being important to the life that 
people lead). They worry about silos so they 
develop silo-busting techniques. They try to create 
open space.

They are pushing to reinvent the nature of 
work but at the same time reverting to some of 
the old norms such as it matters if people turn  
up to work. Personally I find it rather curious and 
admirable that some of these businesses that are 
rich in technology say you must turn up to work. 
But what they are saying is that you get inspiration 
from your colleagues; you can’t phone it in.
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Peter Thomson points out that our stressful work patterns are not caused by 
technology but by leaders who have allowed their organisations to develop 
unhealthy work patterns and are ignoring culture instead of managing it

Time for a  
digital detox?
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Time for a digital detox? | Peter Thomson

We are living in an era of unprecedented 
change and transformation. Digitalisation 

presents businesses with unparalleled opportunities 
for value creation. New products and services  
can be offered and commercialised, systems and 
processes can be optimised, work processes can 
be automated and digital business models can  
be developed. 

In the world of work, digitalisation has opened 
up many new avenues for organisations and  
their employees such as communication and 
collaboration between employees around the 
world, improved recruiting, talent management 
processes and workplace flexibility that allows 
organisations to adjust to their employees’ 
personal situations, and better performance 
management.

We are swamped with data
But despite all these indisputable and flexible 

advantages, digitalisation also brings with it  
a variety of problems for organisations and 
individuals. 

On an individual level, we are confronted with 
information overload and constant distraction 
from our core activities. Our consumption of 
material on the internet is at an incredibly high 
level, with a mind-numbing 2.5 million Google 
search queries, 2.8 million YouTube video views, 
21 million WhatsApp messages and 700,000 
Facebook logins happening every minute.

Employees are being swamped by a “firehose” 
of information and are having to work longer  
and longer hours to keep up with it. Instead of 
technology bringing us a life of leisure, people  
are forced to be “always on” and stress levels are 
soaring. This contradiction was the inspiration  
for us to research the cause of digital overload  
and propose a solution in our book Conquering 

Digital Overload *.

2.5m
2.5 million Google  
search queries...

2.8m
2.8 million YouTube  
video views....

1
Our consumption of 
material on the internet is 
at an incredibly high level. 
Happening every minute 
there are...

21m
21 million WhatsApp 
messages...

700k
700,000 Facebook logins
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Have we learned nothing?
Surely by now we have realised that overlong 

working hours are detrimental to our health and 
the wellbeing of the businesses we work for. 
There is probably over a century of research that 
confirms that it is bad for our health and bad for 
the organisations who demand it of us. And, to 
compound our health concerns, if we think that 
extending the working day by working while at 
home as opposed to the office might be better 
for us, a recent scientific study reported in the UK 
Sunday Times, showed that “dealing with work 
issues while at home is pernicious to health and 
directly linkable to cardiovascular disease”.

For those who think this will all be solved when 
the rapidly ageing “baby boomers” finally quit the 
workforce and leave it to the “Millennials”, think 
again. A report by the American Psychological 
Association in 2015 found that Millennials had the 
highest stress levels of all the generations. The 
problems of stress and depression are not going 
away anytime soon!

Don’t blame the technology
Where is all this stress coming from? Can we 

blame the technology and tell people to switch  
it off? Some organisations have tried this, with 
limited success, but this is just putting a sticking-
plaster over the problem. The solution lies deeper 
within the business and it is something that has to 
be addressed at senior management levels. 

Why are we all so stressed out?
Stress has been described as the “health 

epidemic of the 21st century” by the World Health 
Organisation and its effect on our emotional and 
physical health can be devastating. 

In a recent US study, over 50% of individuals  
felt that stress negatively impacted their work 
productivity. 

According to a survey by the Chartered 
Institute of Personnel and Development in  
the UK, 38% of employees are under excessive 
pressure at least once a week and almost a  
third say they come home exhausted either 
often or always. Increased levels of job stress 
have been demonstrated to be associated with 
increased rates of heart attack, hypertension, 
obesity, addiction, anxiety, depression and other 
disorders.

Digital technology was supposed to improve 
the way we work and increase productivity. But 
what has actually happened? 

Overall employee engagement levels are  
no higher than they were 10 years ago. US 
productivity since the launch of the iPhone has 
slowed, so the new tools and technologies we 
have at work are not making us more productive. 

A Deloitte report showed that 65% of 
executives rated the “overwhelmed employee” 
as an “urgent” or “important” trend, while 44% 
said that they are “not ready” to deal with it. 
Something strange is going on.
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We have created organisational cultures that 
encourage stressful work patterns. Someone 
seen to be working extended hours is described 
as “dedicated” and “loyal”. The “hard-working” 
employee is praised. 

Consequently, we have cultures that subtly 
reward long hours. Replying to emails within a 
few hours, regardless of the time of day, is seen 
to be good behaviour. Staying in touch over the 
weekend or on vacation is good for promotion.

Rethink how work is done
To counter this, leaders have to recognise that 

work is performed for a purpose. They should 
agree on goals with their people and measure 
them against results. They need to reward output 
and outcomes, not input. 

This creates a high-performance culture. It 
shows that people who meet their goals in the 
quickest time are the most productive and as a 
result are rewarded for short hours not long ones. 
The best employees become the ones that leave 
early and have a balanced life. Ones that have to 
work long hours are considered to be failing.

One example in our book is the Belgian 
Ministry (FPS) for Social Security. It has 
implemented an innovative new working 
model. Each employee has full autonomy  
over when, how and where he or she works. 
They have a work package assigned with a 
clear number of cases to be solved, a quality 

target (maximum number of mistakes) and  
a customer satisfaction target. 

The organisation does not care about working 
time, which means employees decide how fast  
or slow they would prefer to work. The results 
after three years’ experience show an incredible 
number, 95% of employees, like this new freedom 
better than the old system with fixed working 
times. On top of that, customer satisfaction went 
up 60% and output by 30%. A striking argument 
for this kind of increased flexibility.

Redesign outdated working practices
We need to rethink the design of work so it is 

not deliberately contributing to poor health. This  
is no longer an issue for the HR department alone, 
it is a matter of leadership strategy. If the culture  
of an organisation is to value the wellbeing of its 
workforce, it has to be backed up with policies  
and examples from the highest level. 

Just offering subsidised gym membership  
and healthy food options in the staff restaurant  
is not enough. Providing training on wellbeing  
is not very helpful if the leaders are clearly not 
following their own guidance. Offering employee 
counselling services for stressed staff is attempting 
to control the symptoms and avoiding the cause.

We have ended up with outdated structures 
by building organisations out of jobs, laid out in 
an organisation chart to show reporting lines and 
levels of hierarchy. But real organisations are based 

We have cultures that subtly reward 
long hours. To counter this, leaders  
have to recognise that work is 
performed for a purpose. They should 
agree on goals with their people and 
measure them against results. They 
need to reward output and outcomes, 
not input

Time for a digital detox? | Peter Thomson

95%
At the Belgian Ministry (FPS) 
employees decide how fast or 
slow they want to work. The 
results after three years’ show 
an incredible number, 95%  
of employees, prefer this new 
freedom tothe old system 
with fixed working times.

60%
On top of that, customer 
satisfaction went up 60% 
and output by 30%. 
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on work, not jobs, people, not positions, and 
collaboration, not reporting. Leaders must 
understand how cross-functional collaboration 
produces results, how informal teams develop and 
flourish, and how networks of people are forming 
and evolving all the time.

It is too easy for leaders to focus on the 
tangible factors and ignore the intangibles. Many 
have reached their senior positions by being good 
at understanding finances, meeting budgets and 
issuing clear instructions. 

But the real world is run by people as well  
as systems; people who have opinions, feelings, 
emotions and their own individual needs. Too 
often individual needs are compromised by 
corporate needs. 
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Culture has to be managed
But just because culture is less tangible than 

finances, this does not give leaders an excuse to 
ignore it. In fact, because it is less easy to define, it 
should be at the top of the list of priorities for 
leaders. Creating an environment where people 
are inspired to produce great results has to be 
the mark of a good leader. Running a business 
without caring about the culture is bound to 
lead to mediocre performance at best and failure 
at worst.

So far, technology has not brought a life of 
leisure. We have more stress and longer working 
hours than ever before. The developments in 
technology have outstripped our ability to adjust. 
Our research for Conquering Digital Overload 

confirms the negative impact of technology and 
our work with clients convinces us that there is a 
new path for leaders to take to solve the problem.

As the true digital natives take over the world 
of work, perhaps it will catch up. But will this 
happen with a smooth evolution led by inspired 
leaders or will it be a revolution with out-of-
touch leaders being toppled by a combination 
of market pressure and employee dissatisfaction? 

We hope it will be the former, but without 
leaders recognising and addressing their cultures, 
we fear it will be the latter. 

*Conquering Digital Overload: leadership 
strategies that build engaging work cultures 
Editors Peter Thomson, Mike Johnson,  
J Michael Devlin. Palgrave Macmillan, published 
15 December 2017. 
www.futureworkforum.com/?dt_
portfolio=conquering-the-digital-overload

The real world is run by people as well as  
systems; people who have opinions, feelings, 
emotions and their own individual needs.  
Too often individual needs are compromised  
by corporate needs
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The ITP programme – delivered by world-class teachers, for teachers –  
is dedicated to helping you, as a business school faculty member, enhance  
your skills, capabilities and mind-set.

To book your place visit:  
www.itp-schools.com/programmes
Or for more information  
email: ITPatLBS@london.edu

International Teachers Programme 2019

Making good teaching great
Taking place at London Business School / academic year 2018-2019

Module 1   6-11 January 2019 Module 2   24-28 June 2019

“ ITP is one of the most valuable academic  
experiences that I have had as a university  
professor. Learning with and from your peers  
from different management schools around  
the world is a rewarding and effective strategy.  
I am very grateful for this opportunity!”

 ITP Participant
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Developing a 
‘Growth Mindset’ 

“The participation of our colleague has 

benefited the entire school, thanks to the 

new ideas and projects he has brought back from 

Miami. We are now implementing the capstone 

project he developed during the Academy.”  

Paolo Boccardelli, Dean LUISS Business School, 
Italy, and Sponsor of Americas Participant

So far, 36 carefully selected participants with 
on average 20 years of professional experience 
can call themselves alumnus of the Executive 
Academy. As pioneers of this new offering, most 
of them probably entered the programme not 
sure what to expect but then returned to their 
home institution professionally elevated and 
intellectually enriched. They may have been 
attracted by the overall theme, “Leadership 
without Authority” but have come to realise  
that the opposite can be a professional reality 
within reach.

As the EFMD Global Network’s Executive Academy welcomes its third 
cohort and prepares for its first stop in Asia, Jordi Diaz and Ulrich 
Hommel reflect on the achievements and learning points after one year  
of operation

The Executive Academy is a handrail that helps participants 
move from an environment often dominated by a fixed 
mindset to one of growth in three critical areas: leading 
oneself; leading others; and leading the provision of  
degree programmes

36
So far, 36 carefully selected 
participants with on average 
20 years of professional 
experience can call 
themselves alumnae of  
the Executive Academy

“There is a lot of brain power in any Executive 

Academy edition but when you connect this 

power with the heart and body, this is where 

real change happens.”  

Mette Anthonson, Gothenburg University, 
Sweden, and European Stream Alumnus

To reference Carol Dweck’s concept of 
“Growth Mindset”, talents can be developed 
through hard work, good strategies and input  
from others. The Executive Academy is a 
handrail that helps participants move from  
an environment often dominated by a fixed 
mindset to one of growth in three critical 
areas: leading oneself; leading others; and 
leading the provision of degree programmes.
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360°
A 360° evaluation links 
preparatory work with the 
subsequent workshop week 
and leads directly into the first 
module of the face-to-face 
experience, “Leading Yourself”

“Top-level teachers, strong focus on applied 

learning, team work experience and an individual 

project developed by each participant for their 

respective institution, all add up to a programme 

I would definitelyrecommend.”  

Carlos Diaz, Dean of School of Business 
Administration of Pontificia Universidad 
Católica de Chile, Chile, and Sponsor of 
Americas Participant

The Executive Academy’s value proposition is 
reflected in the innovative design of the learning 
journey. Following an extensive preparatory phase, 
participants congregate for an intensive workshop 
week filled with curricular elements fostering 
personal and professional growth. 

A 360° evaluation links preparatory work  
with the subsequent workshop week and leads 
directly into the first module of the face-to-face 
experience, “Leading Yourself”. This self-discovery 
experience lies at the core of enabling participants 
to become better leaders in their business schools 
and has been the most appreciated part of the 
overall experience. 

“The remarkable thing about the Executive 

Academy was the consistent quality of the 

sessions. The material moved from personal 

leadership to organisational leadership before 

tackling substantive issues in post-secondary 

education. Every session had something I  

could take away and use back in my institution.” 

Allen Goss, Ryerson University and Americas 
Stream Alumnus

When participants move on to “Leading 
Others”, they explore the pros and cons of 
different leadership approaches and link them,  
first to their own strengths (and weaknesses) 
and, second, to specific challenges that need to  
be dealt with. They explore strategies on how to 
generate broad stakeholder support in complex 
institutional settings. 

Insights derived from the CCL Leader Network 
Diagnostic Tool as well as the CCL Change Style 
Indicator Questionnaire figure prominently in this 
context. Sponsoring deans consider this part of the 
programme most valuable.

“This has been a fantastic opportunity to think  

out of the box about the next challenges that  

my institution and I will face, as well as offering  

a chance to discuss them with an extraordinary 

group of my peers.”  

Raffaele Oriani, LUISS Business School,  
Italy and Americas Stream Alumnus

The third module, “Managing Successful 
Programmes”, concludes the face-to-face 
week. Thought-provoking sessions encourage 
participants to learn more about disruptive 
innovation in management education, 
the changing needs of students, why 
internationalisation is much more than  
mixing passports or experience and how to 
manage stakeholder expectations better in an 
environment that appears increasingly in flux.

“The Executive Academy has provided me with lots 

of ideas on how to improve my own institution, 

such as raising the quality of our teaching and 

enhancing the global student experience.”  

Hendrik Lohse, EM Normandie, France,  
and European Stream Alumnus

The Executive Academy is not a relaxed and 
stress-free experience; in fact, just the opposite. 
The before-during-after learning process ensures 
an immediate and tangible impact on both the 
participant as well as the sponsoring institution. 
It is not a conference nor a place where 
attendees can passively listen to best practices  
by well-established leaders and institutions. 

"Having evolved since my participation in the 

Executive Academy to the Dean's position, this 

training allowed me to better understand, from the 

moment I started my new mission, the various 

skills required from a technical and a human point 

of view."  

Samir Ayoub, ESSCA, France, and European 
Stream Alumnus

The Executive Academy requires pre-
residential engagement, followed by total 
immersion and, when back at the workplace, 
reflections on one’s personal development  
plan combined with coaching plus completion 
of the capstone project that must deliver 
tangible value to a sponsoring school.
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“The Executive Academy does not end when you 

say good-bye to your peers and instructors at the 

end of a fabulous week. Mentors and advisors help 

you to work out your ambitious project and 

develop yourself after the programme.”  
Richard Szanto, Corvinus University,  
Hungary and European Stream Alumnus

Being admitted to the Executive Academy 
opens the door to a global community of 
like-minded peers. While participants focus initially 
on the programme itself, they will subsequently  
be given the opportunity to stay connected with 
their cohort and establish links to graduates from 
other editions as well. 

“A benefit for my school by my attending the 

Executive Academy was for sure the networking 

– an opportunity to meet and interact with 

colleagues and experts from the field with different 

backgrounds and perspectives.”  

Marta Pérez, IE Spain and European  
Stream Alumna

We can expect to see a more formalised 
engagement of alumni when staging future 
editions of the Executive Academy. This can range 
from co-decision rights in the Steering Committee 
to contributions as facilitators, coaches and project 
supervisors. 

“The Executive Academy offers outstanding 

opportunities for developing management  

and leadership excellence in business schools  

by translating the best practice of the business 

community to academia and sharing management 

practice in business education.It creates an 

unparalleled platform for personal and professional 

development by training, networking and sharing 

experience among top business schools.”  
Metka Tekavčič, Dean of the Faculty of 
Economics, University of Ljubljana, Slovenia, 
and Sponsor of Europe/Americas Participant

The realisation of an ambitious voyage requires 
a journey of many steps, the next one being the 
first edition of the Asia Stream in April of this year. 
Hope to see you in Singapore. 

The Executive Academy requires pre-
residential engagement, followed by 
total immersion and, when back at  
the workplace, reflections on one’s 
personal development plan combined 
with coaching plus completion of the 
capstone project that must deliver 
tangible value to a sponsoring school
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Executive Academy: developing ‘Growth Mindset’ executives | Jordi Diaz and Ulrich Hommel 
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Seven drivers  
of learning
While educators are facing an onslaught of new technologies and ways 
of teaching, Arun Pereira and John Mullins argue that there are seven 
simple but well-established drivers of learning that, regardless of 
technology, are forgotten at our peril
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Success and the city | Ivan Bofarull

These days, amid widespread criticism of 
educational institutions and the results they 

deliver (or don’t!), educators of all kinds are 
being offered an onslaught of new technology-
driven educational approaches. Their purpose 
is simple: to enhance students’ learning. 

Among them are Massively Open Online 
Courses (MOOCs), which make lectures on  
almost any imaginable subject available anytime, 
anywhere for free. Online MBAs and troves of 
online educational content help students learn 
outside – rather than inside – the classroom. And 
within the classroom doors, new digital and other 
tools hope to bring what are all-too-often soulless 
and boring lectures to life: collaborative tools, 
polling devices, the so-called “flipped classroom” 
and more. Some of these innovations may stand 
the test of time. Others surely will not.

Amid all the hand wringing about how we 
educators might deploy these technologies and 
the pedagogical approaches they make possible 
lest we be disrupted (or even eliminated) by them, 
it is important that we do not forget what we 
already know about how people learn best. 

True, as the research on learning styles makes 
clear (Kolb 1984; Mumford 1997), we all learn 
differently. But, at least for those of us teaching in 
business schools, cutting across such differences 
are seven well-established drivers of learning, key 
principles that, regardless of the learning setting 
and learning technology, are forgotten at our peril. 

While there are numerous research-based 
summaries of principles by which people learn, 
including Bain 2004, Ambrose et al 2010, Brown 
et al 2014, and others, our focus here is on 
seven drivers of learning that we find particularly 
relevant for those teaching in business schools. 
In this article we explore these seven drivers and 
examine their implications for how business 
school instructors might do what we do better 
and more effectively. 

Learning Driver #1

People learn best when they are actively 
and co-operatively engaged in their 
learning

A substantial body of research dating back 
several decades puts it simply: “Learning is not a 
spectator sport”. (Chickering and Gamson 1987). 
Business schools already of course routinely offer 
numerous forms of learner engagement that  
are inherently active and co-operative, including 
case discussions, mini-discussions with one’s 
neighbour in the classroom, study-group work, 
group assignments, projects and more. 

Many of these learning activities require 
learners to go beyond knowledge and 
comprehension and engage in middle- and 
higher-order thinking tasks such as application, 
analysis, synthesis and evaluation (Bloom 1956). 
Alas, however, it has been said, not always in 
jest, that in too many classes the notes of the 
lecturer enter the notebooks of the students 
without passing through the minds of either. 
Reflection Point: Simply “telling” is not teaching 
and listening is not learning. Are we designing our 
curricula and our courses and the set of learner 
activities – inside and outside the classroom – to 
ensure active, engaged, co-operative learning? 
Too often we are not. 

Seven drivers of learning | Arun Pereira and John Mullins 

Simply “telling” is not teaching and 
listening is not learning. Are we designing 
our curricula and our courses and the  
set of learner activities – inside and 
outside the classroom – to ensure  
active, engaged, co-operative learning?
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Learning Driver #3: 

People learn best when their prior 
knowledge and experiences are built upon

“If I had to reduce all of educational psychology 
to just one principle, I would say this: the most 
important single factor influencing learning is what 
the learner already knows.” (Ausubel et al 1978). 

Fortunately, business school instructors work 
with learners who, whatever their age, already 
possess experience with the world of business as 
consumers, employees and even business owners. 

Even better, there is usually someone in our 
classrooms who knows as much – or more 
– about a given topic as we do. There is simply 
no excuse, then, why nearly everything we 
teach cannot be related in some way to our 
students’ past knowledge and experiences at 
some stage in their lives. “The more we tie 
information to the learner’s past knowledge… 
the deeper the learning.” (Medina 2008). 
Reflection Point: It has been said that that the 
best way to make new concepts stick is to use 
old associations as glue. Do we take the trouble 
to choose cases, examples and assignments 
where the context and setting are familiar  
to the students we teach? 

Learning Driver #2: 

People learn best when they are  
given opportunities for reflection 

Clearly “… learning is enhanced by structuring 
opportunities for reflection…” (Bowden et al 2000). 
Reflecting on variations across similar situations 
enables learners to draw distinctions about what is 
significant or important and what is not, about the 
effects of situation or context and more. 

“It is through engaging students in reflecting 
upon the process and outcomes of their studying 
that progress is made.” (Gibbs 1981). Yet how often 
do we hear an instructor say: “I was unable to 
cover all the material because I ran out of time”. 
Giving students time to reflect, and then share 
their reflections, is crucial. 
Reflection Point: Do we allocate time for 
periodic reflection in our classes? How do we 
ensure reflection takes place as part of students’ 
assignments and outside activities? Might we 
remind ourselves that experience itself is not 
necessarily a good teacher (regardless of whether 
the experience is inside the classroom, or  
through learning projects outside the classroom)? 
Reflecting on the experience makes learning 
complete.
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Learning Driver #5: 

People learn best when they are motivated
Alas, we have all had students in our 

classrooms who, for whatever reason, simply did 
not want to be there. Perhaps ours is a required 
course and some students would rather be doing 
something else with their time. Or perhaps we as 
instructors are failing to deliver on one or more 
of the learning drivers and we are the problem. 

If students are not interested in what we have 
to offer and find it irrelevant to their goals and 
expectations, we can hardly expect them to be 
motivated to learn. “Motivation influences the 
amount of time and effort students devote to 
learning and supports their continued engagement 
when difficulties arise.” (Hidi et al. 2004). 

One key to establishing learner motivation  
is relevance. “If students do not find the content 
relevant, they may see little value in mastering  
it and engage in behaviours required for deep 
learning.” (Ambrose et al, 2010). There are obvious 
implications here for curriculum design, as well  
as for what we do in the classroom every day.
Reflection Point: If we as teachers cannot make 
our subject matter relevant to our students, 
perhaps it shouldn’t be in the curriculum at all!  
To ensure relevance in our material, might we 
take the trouble to understand why students  
have enrolled in our programmes and courses, 
and what they expect to gain from them? 

Learning Driver #4: 

People learn best when they are able to 
organise information into patterns and 
chunks 

One of our colleagues remarked that “the 
admissions office puts talented students into our 
classrooms. If we don’t mess them up too badly 
while they’re with us, they’ll be good when 
they leave”.

But we would do our students a disservice if 
giving them a badge and a larger network was 
all that a business school education offered. How 
might we avoid this? 

“A big difference between novices and experts 
is that experts have organised their knowledge 
into patterns and novices have not.” (Brent and 
Felder 2001). Pattern-matching is a key managerial 
skill for making sense of today’s fast-changing 
world. It is our job as instructors to help learners 
create and understand those patterns. 

Moreover, according to neuroscientist Daniel 
Bor, author of The Ravenous Brain (2012), people 
take smaller bits of information and combine 
them into more meaningful, and therefore more 
memorable, wholes. Hence there is a reason that 
telephone numbers have long been organised 
into groups – chunks – this “chunking” makes 
them easier to remember. 
Reflection Point: Memory is closely related  
to learning and memory fades if we do not build 
mechanisms for effective retrieval. To enable 
retrieval, can we better frame, organise and 
integrate our material into more easily digestible 
patterns and chunks? 
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If we as teachers cannot make our 
subject matter relevant to our students, 
perhaps it shouldn’t be in the curriculum 
at all!  To ensure relevance in our 
material, might we take the trouble to 
understand why students have enrolled 
in our programmes and courses, and 
what they expect to gain from them?
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Learning Driver #6: 

People learn best when feedback is provided
“Studies of adaptive expertise, learning, transfer 

and early development show that feedback is 
extremely important. Given the goal of learning 
with understanding, assessments and feedback 
must focus on understanding and not only 
memory for procedures or facts.” (Bransford  
et al. 1999). 

There are profound implications here for how 
we assess and thereby encourage further learning. 
Are conventional examinations, which all too 
often focus on what has been memorised, or at 
best what has been understood, the most effective 
way to provide feedback to help learners learn 
more? Should assessment be “for learning”, instead 
of “of learning”? We too often assess what is 
easiest to measure by an exam rather than what 
we really want learners to learn.
Reflection Point: We tend to think of 
assessment as the end of each segment of 
 a learning journey rather than as a learning 
experience in its own right and a stepping-stone 
to more learning. Might we assess earlier and 
more often (rather than at just the mid-point and 
end of the term)? Would doing so be valuable for 
students and teachers alike? 

Learning Driver #7: 

People learn best when the intended 
learning outcomes are clear

“Well-expressed statements of intended 
learning outcomes help students to identify their 
own targets, and work systematically towards 
demonstrating the achievement of those targets.” 
(Race 2001). 

Sadly, these days some of us are so caught 
up in administrative requirements that we state 
learning goals and learning objectives for every 
little thing that we teach. 

But sometimes there is merit in the “Aha!” 
moments that we conjure up with compelling 
materials and vigorous class discussion. Perhaps 
giving away the punchline or explaining 
concepts up front is not always the best thing 
to do. Sometimes (perhaps more often than we 
think), there is merit in asking students to learn 
the way many of us learned to ride a bicycle as 
kids: get on the bike and fall off several times. 
We don’t know about you, but we (thankfully!) 
were not given PowerPoint presentations on 
how to ride! 

It seems to us that the outcomes we seek 
for our business school graduates and our 
executive education participants are to enable 
them to lead and manage people, investments 
and organisations of all kinds more effectively 
than would otherwise be the case. In other 
words, our teaching and their learning are 
about what they will do differently as a result 
of being with us. Outcomes are what we are 
after. Do our courses reflect this reality?
Reflection point: Must we know what we want 
our learning outcomes to be? Of course! Should 
we state such outcomes clearly and succinctly? 
We should – at least most of the time. But we 
worry when we see such outcomes expressed 
using words like “know” and “understand”, a topic 
upon which we reflect in the next section. 

Faced with the budding technological 
revolution in education and the risks  
it brings to our institutions and, indeed, 
to our own careers, it is imperative that 
we put today’s pedagogical choices  
and tomorrow’s learning technologies  
to work in service of every one of these 
seven drivers of effective learning  
every day
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Knowing v doing 
In their classic 2000 book, The Knowing-Doing 

Gap, Jeffrey Pfeffer and Robert Sutton confront the 
challenge of turning knowledge about how to 
improve organisational performance into actions 
that produce tangible results. 

Are we in business schools contributing to this 
widespread challenge by failing to address the 
seven drivers of learning we have explored here? 

We talk at our student learners instead of 
engaging them. 

We provide too few opportunities for reflection, 
pattern-making and the chunking of what they 
learn into usable and memorable forms. 

We fail to motivate them and their organisations 
to be the very best they can be rather than just 
good enough. 

We spend too much time assessing what they 
know and perhaps understand rather than what 
they have learned to do. 

And perhaps we do not often enough ask our 
students to do something difficult – based on 
having read something outside the classroom  
– before we patiently explain how to do it, much 
as they will probably be asked to do in today’s 
complex and messy real world. 

We fear that by missing the boat on the  
seven drivers, we risk sending our business  
school graduates forth into the world with  
some accumulated knowledge, to be sure, but 
little practice or expertise in how to apply that 
knowledge to deliver performance outcomes  
– how to do. 

Thus, faced with the budding technological 
revolution in education and the risks it brings to 
our institutions and, indeed, to our own careers, 
it is imperative that we put today’s pedagogical 
choices and tomorrow’s learning technologies 
to work in service of every one of these seven 
drivers of effective learning every day. 

Are we ready? Do we have the courage to  
do what we do, differently? The time for change  
is now.
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EOCCS 
Symposium 
2017
One of the key aspirations of the Symposium 

was to have time for open and productive 
conversations on topics that are thoughtful and 
challenging. That was certainly the tenor of the 
event. Drawing both on prior input and thought 
from those present, four key themes emerged 
where participants felt that they either had good 
practice to share or needed help to improve.

Transforming the faculty
Many of those participating have moved into 

online education from other (more traditional) 
forms of education and therefore have faculty 
who are themselves having to move from the 
traditional to the new. Engaging first and training 
second were seen as critical in developing and 
embedding online learning into a provider's offer.

Some institutions have done a lot to promote 
online learning and raise its profile via briefings and 
reinforcing how online complements classroom 
teaching. Others have taken a more strategic 
approach, embedding online in all that they  
do – whether purely online or blended – and 
developing a focused programme to create online 
content and pedagogy with high-quality support. All 
acknowledged that investment in support is 
essential if a real step-change in approach is to 
take place.

In terms of training, one school has developed 
mandatory training for any faculty delivering its 
online MBA. This also includes mentoring during 
the first cycle of a course and ongoing professional 

Ginny Gibson analyses the first EOCCS Symposium, where  
over 50 delegates from business schools and other corporate 
organisations that have achieved or are working towards  
EOCCS accreditation, shared their views

development, again delivered online. Others take  
a more bespoke approach depending on the “level of 
maturity” of individual faculty and allowing  
the learning required to be developed more 
organically through a “test and learn” approach. 

Lastly, there was also a focus on peer-to-peer 
learning by creating communities of practice as  
a mechanism to capture and share best practice 
across an institution. 

Given the different requirements there was 
some discussion on the incentives used to get 
faculty involved, whether that be through normal 
workload allocation, cash payments for delivery 
and, in some instances, payment to faculty for  
the use of their content across different courses. 
With differing demands on faculty, the emergence of 
various financial and incentive models is  
not surprising. But as online becomes more 
mainstream this area will need to be kept under 
review.

The role of faculty was also questioned. With 
the ubiquitous availability of content, the need  
for faculty to create new content is declining. The 
new challenge emerging is the identification and 
brokering of existing content; acting as a curator 
of content. The role of faculty, and the wider 
institution, is to quality assure content; acting as a 
gateway through which students pass. The added 
value for students is now seeing their school, and 
faculty, as trusted advisors with the focus on 
helping them make sense of the concepts, ideas 
and models and their real-world application.
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Course design
There were three themes related to course 

design. 
First was the need to understand the syllabus  

in an entirely new way; creating clear learning 
pathways through the material. The need for 
strong instructional design skills was essential to 
make this happen and it was acknowledged by all 
that there was a very limited supply of individuals 
with this expertise. 

Related to this was a concern that we also 
need a better understanding of the learning 
outcomes at all levels (4 to 8) and the influence 
that has on instructional design, especially  
given much core content can be used at all 
these levels.  

There was also some discussion of the need  
to have material in different formats (video, 
augmented PowerPoints, podcasts, PDFs and so 
on) to allow for different learner profiles – both in 
terms of learning style but also in terms of lifestyle 
– and therefore the need to really understand  
the target student group, developing personas  
to ensure the needs of all learners are met. 

Finally, there was some concern about how 
to keep students engaged and more importantly 
collaborating effectively, recognising both the 
time zones and the lifestyles of different learners.  

A key messages was not to focus on the 
platform-content and learning journey first, with 
the platform seen as a means to an end. And 
although there were no magic bullets, it was 
valuable to identify some of the common themes.

The second area considered was whether 
there were skills that could not be effectively 
developed online. Soft skills (team working, making 
decisions, creativity, problem solving and so 
on) are often identified as challenging but there 
were examples of institutions who had developed 
some of these in an online context. 

Leadership development and critical thinking 
were also mentioned, again with examples of how 
they might be developed. The mood in the room 
was that we should not assume that something 
can or cannot be developed in an online 
environment. The question is really what is both 
feasible and most effective for the student and the 
institution. Understanding the cost and benefits of 
these is critical.

The third aspect of design was remembering 
that there is a wider student experience beyond 
the individual course. That included things such 
as careers services, guest speakers and special 
interest groups, which enhance the students’ 
learning. For a truly effective online experience, 
these wrap-arounds cannot be forgotten. 

Analytics
Most of the organisations were using  

various platforms (VLEs /LMSs) to track students' 
engagement and retention while many had 
developed interventions to encourage students to 
re-engage and various other support mechanisms. 

What was not so well developed was the way 
this data is used more strategically in terms of 
reviewing a course or wider business objectives. 
For example, when talking about MOOCs, few  
had any clear idea of their impact on either driving 
prospects to paid programmes or their impact  
on the wider reputation of a school in the online 
marketplace. Something many agreed needed 
more work.

There was also some debate on the issue of 
being overwhelmed with data with a recognition 
that just because it could be measured did not 
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mean that it was important. The view was that a 
more strategic and considered approach needed 
to be adopted with real clarity on what should 
be measured and why. 

There was also some concern that there were 
qualitative measures that were currently ignored 
but which needed to be incorporated such as 
issues related to students stress, anxiety and 
wellbeing, drawing on good practice from 
employee engagement exercises.

The last theme around analytics was the way 
data could be used for customisation and the use 
of artificial intelligence. 

Everyone felt this was coming and that lessons 
from other industries, for example retail, needed 
to be learned. Questions were raised such as how 
could data be used to provide almost 
instantaneous feedback to students on their 
performance (beyond the quick quiz) or how 
could content adapt to an individual student's 
learning style.

One of the interesting observations in the 
area of analytics was the difference between 
new entrants that had focused single systems 
compared to many more established and 
wider-ranging institutions who had multiple 
platforms and many legacy systems. The ability 
to exploit and move quickly, and the challenges 
faced, were very different and one which senior 
management teams needed to be aware of.

Emerging business models
The emergence of ubiquitous online  

learning opportunities seems to have led to the 
development of new business. In particular, here, 
is the rise of MOOC platforms that have migrated 
from being completely free to a paid basis. 

The three big players in the market – 
Coursera, Udacity and edX – are now all offering 
“courses for credit” and in some cases whole 

The emphasis was on flexibility: – on 
campus; online blended; full time; part 
time. This was described as a “Lego” 
approach where students could pick 
the right pieces to build a programme 
that met their own learning goals and 
personal circumstances; thus a 
different type of personalised learning

degree programmes. They are partnering with 
universities, other education providers and the 
corporate market to develop and deliver a range 
of paid courses.

There was an interesting discussion about how 
MOOCs are being used by universities. Initially, the 
interest was in using MOOCs to learn more about 
this type of online delivery – a means of building 
capability and expertise – as well as a way to build 
reputation and presence online. 

MOOCs are now increasingly being used as 
part of the delivery of on-campus programmes 
with the MOOCs embedded in a flipped 
classroom model. They have also been used  
as an entry route to a traditional programme 
and as a way of recruiting and selecting talent.

This led to a wider discussion on what the 
future of business education might look like. 

The emphasis was on flexibility: – on campus; 
online blended; full time; part time. This was 
described as a “Lego” approach where students 
could pick the right pieces to build a programme 
that met their own learning goals and personal 
circumstances; thus a different type of 
personalised learning. 

The group considered the future of full degrees 
and envisioned an era when students might 
accumulate knowledge and skills over time to 
support their employment and career aspirations.

Conclusions
Overall, the first symposium was a great 

success. It certainly achieved its aim of stimulating 
conversations and knowledge sharing. We all left 
with much food for thought, recognising both  
the opportunities and challenges of the online 
environment.
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Both the quest for the perfect leader – be it “the 
romance of the leader” followed shortly in the 

literature by “the romance of the follower” – have 
become nearly obsolete in today’s business climate. 

It is really not about leaders or followers 
anymore. It’s bigger than that. In many ways, we 
have been looking for leadership in all the wrong 
places. Leadership involves people, yes, but 
ultimately transforming leadership is not about 
people – whether leaders or followers – but about 
values and ideas.

My co-author and friend James MacGregor 
Burns, architect of the concept of transformational 
leadership, pointed the way to purpose-led 
leadership by introducing “values-added” to  
a marketplace focused on “value-added.” 

Burns was a “values” man to the core and 
opened his classic book Leadership with this 
bold assertion: 

“…leadership occurs when one or more persons 
engage with others in such a way that leaders  
and followers raise one another to higher levels  
of motivation and morality. Their purposes, which 
might have started out as separate but related, as in 
the case of transactional leadership, become fused. 
Power bases are linked not as counterweights but 
as mutual support for common purpose.”

Leadership is meaningless, Burns said, without 
its connection to common purposes and collective 
needs.

Flash forward 40 years. The concept of 
purpose-led companies – companies organised or 

Leadership:  
Person  
or Purpose?

Forget about romanticised and heroic leaders. Today’s leadership, 
says Georgia Sorenson, is all about purpose-led companies that 
are organised or branded around an idea

branded around an idea – has been at the forefront 
of debate about the new work force, the new 
consumer and, increasingly, the new investor. 

Millennials in particular, as consumers, 
employees and citizens, are at the forefront of  
this focus. Mark Zuckerberg, CEO of Facebook  
and Time magazine’s “most influential millennial” 
closed his recent Harvard commencement 
address saying:

“To keep our society moving forward, we have 
a generational challenge — to not only create new 
jobs but also create a renewed sense of purpose.”

And he challenged the graduates:
“Let’s do big things, not only to create progress 

but to create purpose. So taking on big meaningful 
projects is the first thing we can do to create a 
world where everyone has a sense of purpose.”

Zuckerberg joins other global innovators such 
as Bob Forrester, CEO of Newman’s Own, which 
donates $500 million a year to charities, and 
Jostein Solheim, CEO of Ben and Jerry’s, on  
the purpose platform. These and other companies 
– Warby Parker’s commitment to donate 
glasses to the poor and Unilever’s “Making 
Sustainable Living Commonplace”, for example  
– are purpose-led from the outset.

Companies are increasingly migrating to 
purpose-led leadership, including long-standing 
entities such as Campbell’s Soup, where CEO 
Denise Morrison is now leading the industry in 
ingredients transparency and promoting healthy 
communities. 
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The business revolution is shaking things up 
and business schools are scrambling to create 
curricula that reflect that change. 

In an article this year by Mie Augier and Arjay 
Miller in AACSB International’s BizEd magazine, 
the authors trace the trajectory and history of 
American business school curricula and make  
a compelling case that business schools need to 
do more than add stand-alone ethics, values and 
social responsibility courses to their curricula.

Arguing that the corporation of the future is 
interested in both profit and purpose, they state:

“We know that it is easier to teach students 
how to make money than how to solve social 
problems. After all, problems such as climate 
change, education and healthcare are too 
complex for an algorithm to handle. But if schools 
can add dimensions of social consciousness to 
their existing core curricula, they can help students 
think through how they and their organisations 
can help address large social issues on a regional, 
national or global scale.”

Ulrich Hommel and Michel Osbaldeston’s 
discussion in a recent issue of Global Focus 
magazine goes even further by suggesting  
that the accreditation process will help to  
keep business schools relevant and current. 

The Møller Centre at Churchill College, 
University of Cambridge, in the UK and the 
International Leadership Association (ILA) share a 
common passion: to facilitate learning and practice 
that is designed to support practical leadership. 

Cynthia Cherrey, President of ILA, summarises 
her commitment to scholar-CEO dialogue:

“There is a greater calling for businesses to  
be dedicated to a compelling and deeply held 
purpose for the greater good of individuals, 
communities and societies. Corporate learning 
and organisational purpose is at the nexus of 
theory and practice. Innovative thinking and 
new ways of working and leading occur by 
bringing together the best thought leaders—the 
CEOs and the leadership scholars – to generate 
a rich series of conversations, forward-thinking 
practices and concepts to inform the important 
work on purpose-led business organisations.”

To that end, Møller and ILA are sponsoring a 
series of Practical Leadership Symposiums on the 
Power of Purpose. The next symposium will be 
May 25, 2018 at the Møller Centre at the University 
of Cambridge’s Churchill College. 

The first symposium this year brought together 
70 business leaders and researchers and produced 

70
The first symposium this year 
brought together 70 business 
leaders and researchers 
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a white paper structured around two questions: 
“What does purpose mean to you in your 
organisation/experience?” and “How does 
purpose generate value for all stakeholders?”

The symposium utilised our book (The  

Power of Invisible Leadership: How a Compelling 

Common Purpose Inspires Exceptional Leadership 
Hickman, G R and Sorenson, G L. Thousand Oaks: 
Sage Publications 2013) and our earlier research. 

My co-author, Gill Hickman, and I found that 
once a business or group is aligned under a 
common purpose, it can function as a unified 
whole. Our research, utilising 21 companies 
selected from World Blue Award winning 
companies, found that purpose-led companies 
attracted individuals inspired by its purpose,  
who stayed longer and were happier. And their 
companies were more successful and profitable 
than more traditional workplaces. 

These findings were later replicated in a survey, 
titled The Business Case for Purpose, in which a 
team from Harvard Business Review Analytics and 
professional services firm EY’s Beacon institute 
concluded “…those companies able to harness  
the power of purpose to drive performance and 
profitability enjoy a distinct competitive advantage”. 

The symposium used researcher Steve 
Kempster’s framework for stakeholders shaping 
the success of every purpose-led organisation, 
including:

• Shareholders and investors
• Employees and unions
• Partners/suppliers/resources
• Customers
• Community
•  The Environment (or what Kempster  

calls, “One Planet”)

In the words of social entrepreneur and 
symposium participant Béla Hatvany, in an 
aligned purpose-led organisation each 
stakeholder must feel well served and well 
rewarded. Through a process he calls “inquiry”, 
Hatvany was an early pioneer in assuring that 
the sectors in his purpose-led companies were, 
as he says, “well nourished.” 

In short, the recent symposium was a  
rich environment to explore the intersection 
between the research and practice of purpose-
led businesses. 

Gillian Secrett, CEO of the Møller Centre, 
concluded:

“The symposium illuminated the critical role 
of purpose as a unifying factor for successful 
organisations, as well as individuals and leaders. 
Purpose offers a unique bridge between theory 
and practice as it provides a theoretical model 
or frame by which business practice might be 
planned, completed and assessed. This model 
also allows individuals to align their own core 
values to those of their organisations.

“On the macro level, purpose transforms 
organisations into leaders that are now able  
to align practice with conscious intent via 
determined value sets. As a result, leadership 
theories might be used to understand, improve 
and interpret the conscious practice of 
organisations that currently have a vast array  
of theory at their disposal for the improvement  
of purpose-driven leadership practice. This new 
reality bridges the boundary between theory  
and practice, and could allow purpose to establish 
itself as a nexus in this important relationship.”

Cambridge researcher Ali Jones, in a white 
paper at the first purpose symposium, ended 
her work by citing the college’s namesake:  
“As Winston Churchill once expressed it: ‘it  
is wonderful what great strides can be made 
when there is a resolute purpose behind them’.” 

Whether in wartime or in business, we agree.

Our research found that purpose-led companies 
attracted individuals inspired by its purpose,  
who stayed longer and were happier. And their 
companies were more successful and profitable 
than more traditional workplaces
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Stuart Robinson explains how one UK business school has found that 
partnerships can lead to increased differentiation in a competitive market

How 
partnerships  
can add a 
competitive 
advantage 
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How partnerships can add competitive edge | Stuart Robinson

market, we chose to adopt a niche strategy. This 
would involve working with partners to give the 
MBA both substance and credibility. In 2011, 
following an extensive repositioning exercise, 
the One Planet MBA (OPMBA) was born. The 
OPMBA was developed in collaboration with 
students and with WWF, the world’s leading 
independent conservation organisation, as our 
initial partner. 

The OPMBA’s early focus on pure sustainability 
attracted a strong and interesting student cohort, 
providing us with a growing reputation in the  
field. In 2014, we broadened the scope of the 
programme to encompass themes of the  
“circular economy”, technology and leadership, 
retaining the basic theme of sustainability while 
strengthening the student proposition towards 
one of building the capability to create sustainable 
and ethical change.

The development and refinement of the MBA 
programme has in turn broadened the number 
and range of the partnerships that sustain it.  
We are proud that we now work with large 
consultancies and technology firms as well as 
third-sector organisations. These are directly 
involved with our teaching and ongoing process 
of module design and refinement and bringing 
their business into our classroom. 

We have also developed a strong consultancy 
module that acts as a capstone to the MBA 
programme, placing dozens of students each year 
into our partner organisations – taking our MBA 
into their businesses. 

Business schools are continually under pressure 
to differentiate in answering questions 

frequently asked by prospective students such 
as “why should I study for an MBA; why is your 
school different from all the others; what unique 
edge will I get from studying with you?” 

In a world where young managers want to 
differentiate themselves by building deep, specific 
skills in technology, entrepreneurship or data 
analytics a “generic” business education may well 
have declining appeal.

The need to differentiate can encourage a 
school to take up a niche MBA position, offering 
students a credible alternative to more specialist 
postgraduate programmes. This strategy might  
be successful – for a while. Any strategic 
management textbook will point out the 
transience of competitive advantage. Attractive 
niches soon become crowded as others seek  
the same differentiation benefits, leading to little 
differentiation for all.

So how can an MBA face up to the twin 
challenges of justifying itself in a changed and 
changing world and providing the edge that 
prospective students seek? Furthermore, how 
can it maintain any successful position it does 
reach without ending up losing it or sharing it 
with competitors?

The University of Exeter Business School in the 
UK has faced this challenge over the last eight 
years. This is our story. 

Our MBA is offered in a business school with a 
growing reputation but without, so far, the global 
recognition of the very top tier of international 
MBA providers. 

In 2011, our MBA programmes lacked top 
rankings and were inconsistently recruiting the 
number and quality of students we wanted.  
They needed direction. However the University  
of Exeter was at the same time rising in rankings  
and it was becoming increasingly evident that  
for the Business School to stay on top of its game, 
our flagship MBA had to make similar progress. 

Rather than dropping out of MBA education, 
as had been the response of some other 
schools, we held on to a belief that the ambition 
to be a top business school called for us to offer 
a top MBA. To be competitive in a challenging 

We have developed a strong consultancy 
module that acts as a capstone to  
the MBA programme, placing dozens  
of students each year into our partner 
organisations – taking our MBA into  
their businesses
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The MBA is now advised and supported by an 
independent Corporate Advisory Board that gives us 
access to current thinking from a range of 
organisations and individuals that share our ethos and 
priorities. The Board meets at least twice a year and is 
instrumental in setting the strategic direction of the MBA 
while bringing the perspective of its members into the 
MBA curriculum. 

This range of partnerships helps us to adapt and 
refine the MBA from year to year. For example we have 
collaborated with SAP and IBM to add  
a range of business analytics modules to the 
programme; a response to these partners’ views, 
alongside our own, that data understanding  
and quantitative skills would aid both students’ 
performance in their individual consultancy projects 
and their subsequent employability. These partners 
have also been willing to bring their insights into the 
latest developments in business analytics and its 
applications directly  
into the classroom. 

As valuable as the global players, however, are local 
organisations such as Centrax, which have turned to 
the MBA to foster, develop and retain talent and 
improve their competitive edge.

Partnership has also helped us develop the MBA 
from its original basis in sustainability. The original 
positioning of the programme helped us build 
partnerships with a range of practitioners in this 
developing field. Through these we have started to 
understand the value of a shift from pure 
sustainability education towards teaching and 
learning with an emphasis on sustainable and 
ethical practice. 

The connection we are building with the  
Ellen MacArthur Foundation, for example, has 
encouraged us to adopt circular economy 
principles into a number of MBA modules and 
projects over recent years. These encourage 
students to develop a skillset that is akin to that  
of a traditional MBA but with sustainable practice as 
both its basis and goal.  

By adopting this important change in focus, we 
believe we have broadened the educational reach of 
the MBA, increasing its appeal to a range of students 
who want to use the MBA as a platform for building 
their abilities to make a difference in the world.

A stronger and more credible MBA is now 
purposefully guiding the wider activities of the school, 
our metaphorical “DNA” being an entwinement of 
strands of effective, world-leading education and 
research. This intimate, two-way connection 

between education and research is another aspect 
of partnership, albeit one internal to the school but 
requiring careful relationship management 
nonetheless. 

Two specific examples of education and research 
partnership are already shaping the MBA. 

First, our research focus on sustainability 
contributed to the MBA’s global number one 
position in the 2017 Corporate Knights Better 
World MBA rankings, strengthening our reputation. This 
helped encourage us to place even more emphasis 
on themes around sustainability in our research 
strategy. 

The school is, for example, in the process of setting 
up a circular economy research centre, which will form 
part of a new “sustainable futures” group operating on 
our Penryn campus. Second, the school also has a 
strong history of leadership research, now represented 
in our revitalised Exeter Centre for Leadership. Faculty 
and fellows from the Centre actively support the 
MBA, both in dedicated leadership modules and 
guiding students through the personal 
transformation journey that we believe an MBA 
education represents. A key message for prospective 
MBA students thus becomes: “When you leave here 
you will know how to lead sustainable change”.

The accreditation activities the school has been 
through in the last two years have also supported 
the development of the MBA and represent another 
form of partnership. Critical friends from EFMD and 
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AMBA have placed their focus, in different ways, 
on our MBA programme. They have encouraged 
us to build the connections between our 
students, research and range of partners and to 
develop our ability to tell the good stories that 
these connections represent. 

This, along with the support and involvement 
of all our partners for accreditation activities, has 
supported the successful renewal and extension of 
the accreditations that both evidence and 
underpin our success.

Partnerships evolve and change, the ending  
of our original partnership with WWF means that 
from 2018 we will no longer use the ‘One Planet’ 
name for our MBA programmes. This raised the 
need to reassure our student, alumni and partner 
communities that we are not about to drop the 
sustainability focus they rightfully see as both 
meaningful and important; we share with  
them the belief that changing the focus of this 
successful programme would make little sense  
for the School. 

Instead, we wanted a new name to 
communicate our confidence in the partnership 
network we have now built. Diverse partnerships 
now support us very effectively both to occupy and 
further develop the distinctive niche in the MBA 
market that the One Planet brand has allowed us 
to create. 

Changing our name to “The Exeter MBA” while 
holding on firmly to our reputation for education in 
sustainability and good business practice  
poses a communication challenge. But is also an 
opportunity to convey our developing ability to 
help students build the mindset and skills they will 
need to manage sustainable change.

The differentiation that we gain through 
partnerships remains critical to our future strategy. 
Partnership with students, external organisations, 
internal researchers and critical friends give us  
a great platform to build on. Absent so far from this 
list are other providers of MBA education. 

Looking for solid and credible educational 
partners that can work with us to build or 
complement our niche is an attractive next 
stage in our partnership journey. Any takers?

A key message for prospective 
MBA students has become: 
“When you leave here you  
will know how to lead 
sustainable change”
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Insights from an 
EFMD corporate 
member survey

Learning and development specialists suggest that the  
learning function is purposefully evolving from a learning  
provider to a learning enabler. Martin Moehrle reports
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Leadership will have to be less vertical 
in its focus on its own team and  
more horizontal in connecting teams 
across and beyond the enterprise  
and its ecosystem

Thirty-one individual answers came back in 
free text form. The responses touched upon many 
different issues. However, when clustering, the 
six challenges pictured in Figure 1 and the six 
obstacles displayed in Figure 3 (over the page) 
clearly emerged as those most relevant. They 
paint a lucid picture of a transformation that 
could be best described as one “from learning 
provider to learning enabler”.

Challenges
Learning culture: A repeated challenge is 

the need to strengthen an organisation’s 
learning culture so that self-directed learners 
connect, share and reflect in learning 
communities and provide and receive rich 
feedback. Central learning initiatives drive a 
sense of purpose and prepare an organisation 
for what lies ahead; local initiatives tackle real 
business issues; internal trainers are easily 
released from their day jobs to teach and coach 
or mentor; and experiential learning gains 
further importance.

Learning experience: The ubiquitousness 
of information through the internet and the 
horizontal flows of information in a knowledge-
intensive environment boost the role of informal

How work is organised today was largely 
shaped during the industrial age of the  

20th century. This includes labour law and 
management practice but also our understanding 
of learning and development (L&D). The underlying 
assumption was long-term employment  
in a stable and predictable environment. 

Since the turn of the current century we have 
witnessed an accelerating transition into the 
knowledge era, in which knowledge workers  
are much more self-determined in organising  
their work. Most organisations are now a mix of 
industrial and knowledge-based work, with the 
latter increasingly gaining importance.

In industrial settings, productivity is managed 
through workforce mastery of prescribed 
procedures, whereas in knowledge-intensive 
settings productivity is enhanced through 
workforce expertise, connectivity, commitment 
and inspiration.

In the context of digital business transformation, 
manual work will partially become automised 
through robots; and cognitive work through 
artificial intelligence. 

However, a digital mindset and digital skills 
are urgently needed. In parallel, humanistic 
skills such as empathy, critical thinking and 
judgement, creativity and collaboration will 
have a renaissance. 

Leadership will have to be less vertical in its 
focus on its own team and more horizontal  
in connecting teams across and beyond the 
enterprise and its ecosystem. 

Big data will be a driver of transparency and of 
personalisation. Access to knowledge is at almost 
everyone’s fingertips. Hierarchical structures  
will give way to agile ways of working. Lifelong 
learning will turn from concept to reality. 

These changes in the world of work will,  
for sure, have an impact on how L&D specialists 
add value to their organisations. 

EFMD therefore decided to take the current 
pulse of its corporate members by asking two 
open-ended questions:

−  What do you see as the most significant future 

challenges in the corporate learning function?

−  What are the major internal obstacles to 

coping with them adequately? Figure 1: Summary of reported future challenges
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transformation

Learning  
experience

Learning 
culture

Learning  
analytics



48

EFMD Global Focus_Iss.1 Vol.12
www.globalfocusmagazine.com

learning. Ease of access and convenience of 
engaging in an exchange are becoming of the 
essence. Learning paths with mandatory  
and optional elements, learning portals with 
personalised features (sometimes integrated 
with performance and career management) 
should improve the learning experience, which 
again is an important aspect of the employee 
experience and a driver of the employer brand. 
In the future, the learning environment should 
be much more designed with the views of the 
learner in mind.

Learning analytics: The advancement of 
data science and of the management of big data 
are very promising for both better measurement 
of the impact of learning on business outcomes, 
be they financial, operational, or people-related, 
and the personalisation of the learning 
environment. Survey members’ feedback clearly 
shows that learning functions must make tangible 
progress in their approach to learning analytics.

Agility: The quest for more responsiveness 
and for the ability to capitalise on change were 
often mentioned. The learning function should 
drive an organisation’s agility but foremost 
become more agile in its own functioning.  
The learning offer needs to be refreshed faster 
and more frequently and the cycle time from 
needs analysis through to design, delivery and 
measurement must shrink. Learning teams  
should work much more cross-functionally  
within HR and across the enterprise and apply 
design thinking principles.

Digital transformation: Digital business 
transformation requires the rapid build-up of 
digital skills but also the courageous embracing  
of digital learning channels and tools with a focus 
on mobile learning. (Figure 2). The provision of 
up-to-date and meaningful content in digital 
format is critical. The use of games and 
simulations will raise learner engagement. 
Blended learning offerings are regarded as the 
standard. Engaging large groups, through, for 
example, hackathons, allows learning at scale 
while solving business problems. The feedback 
shows that most EFMD members are  
in full swing in embracing digital age learning, 
although not yet there.

Content curation: Given the ongoing 
shortening of the half-life of knowledge and 
the ready availability of content through the 
internet, learning functions must curate such 
content to limit duplication, search costs and 
secure quality as well as creating their own 
content. Curated content should be integrated 
in learning portals and interfaces. Sponsorship 
of social learning platforms should yield higher 
levels of connectivity and also allow user- 
generated and community-generated content.

 
Obstacles  

Inertia of the legacy organisation:  
As a major obstacle to tackling the above 
challenges, members mentioned a missing 
sense of urgency at the top but also within 
their own learning teams, who often prefer to 
continue with what they have been used to. 

Figure 2 
Sources of learning content

Figure 3:  
Summary of reported obstacles in coping with future challenges
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Lack of new skills and new partners: 
Members report continuing struggles to fully grasp 
new digital and agile skills required in organisations 
and within their own teams. This is also true for 
external partners. Exploring the market for new 
partners with new skills takes time and energy. 
Hiring new learning professionals with the right 
skills, experiences and networks might be the way 
to accelerate internal development efforts.

Lack of investment in L&D: Propelling  
the learning function into the digital age would 
require considerable investment, especially in the 
upgrading and integration of the IT infrastructure. 
Learning teams seem to struggle to make a 
business case and have to compete against 
other investment priorities.

Measuring activities, not outcomes:  
One reason for the inability to make a convincing 
business case, according to the feedback received, 
is the continuous focus on measuring and 
reporting activities rather than outcomes. L&D 
functions must improve monitoring the 
business impact of their programmes, which 
would influence activities along the entire 
learning cycle. This is not new but a continuous 
area of focus where progress seems to be 
urgently required. 

Too much bureaucracy: Members mention 
too much red tape in internal processes, too long 
taking decisions and the desire to unleash a lot of 
potential that is held back by bureaucracy.

Being managed as a support function:  
A final obstacle mentioned is the perception of 
L&D being a mere support function and not a 
value-creating function. The old love-hate affair 
with HR can be read in between these lines. On 
the one side, strong linkage to other people 

processes is highly relevant; on the other side, the 
often administrative and risk-averse nature of HR 
is somehow felt as a burden.

Conclusion
This survey reveals that L&D leaders are very 

aware of the need to reinvent their functions. They 
must transform themselves from providing quality 
learning interventions in a highly controlled 
environment to enabling learning in a dynamic  
and increasingly informal context near the job  
and on the job. 

Such context is much less controllable. Formal 
and informal learning become of equal importance. 
The beauty of a programme’s design and delivery 
needs to be complemented with building  
and fuelling connectivity as knowledge flows  
across and beyond the organisation, and with 
accelerating time to performance and time to 
change. This will require new skills, new roles 
and, most importantly, broader missions. Funding 
models may have to be slightly adjusted to 
accommodate for informal learning. 

Traditional roles such as those of instructional 
designers will evolve. Design thinking, systems 
thinking and integrating learning with organisational 
development, performance management, talent 
management, knowledge management, recruiting, 
business development and group strategy will open 
new avenues to add value. 

The concept of an adaptive and learning 
organisation is as attractive as ever but getting  
there continues to be a rocky path. 
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Moving towards 
internationality

Universities and business schools are international bodies by their nature. But, says 
Edeltraud Hanappi-Egger, in troubled times they need to make a stronger stand 
for ‘internationality’ and diversity
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Transcending national boundaries has always 
been part of a university’s role and researchers 

and academics have always collaborated in 
international research projects, travelled abroad 
and built international networks. 

Over the past few decades, however, 
universities have been working to systematise 
their international activities. University leaders and 
political decision makers in the tertiary education 
field now regard internationalisation as a 
cornerstone of universities’ strategic development. 

Today, internationalisation is a key term in the 
strategic documents of almost all universities. And 
its growing importance has increased the variety 
and complexity of internationalisation strategies 
and activities.

Common goals, different strategies
The goal of internationalisation is shared by 

business schools as well as universities worldwide 
but the strategies for achieving it vary. There are 
different ways of stimulating student and faculty 
mobility and international research projects. 

Some universities have established satellite 
locations abroad. The advantages are clear: faculty 
members work in their own countries and abroad, 
allowing them to gain intercultural experience, 
guarantee uniform quality standards in teaching 
and enable universities to attract students from 
a larger area. 

Other institutions, like our own Vienna 
University of Economics and Business (WU), focus 
on international relations. Internationalisation in 
the form of participation in international networks 
has been a driving force for WU since its 
foundation in 1898 and WU started establishing 
the required organisational structures and services 
early. In 1990 WU was one of the first Austrian 
universities to set up an International Office  
and a committee for international relations and 
exchange partners. 

The next steps were clear: expanding the range 
of exchange partners and partner universities, 
building a portfolio of English-language courses  
and professionalising the exchange services offered.
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Internationalisation at universities
Geographic outreach is one of the key factors 

of internationalisation. Due to its location in Vienna, 
WU’s internationalisation activities naturally have 
focused on the central and eastern European (CEE) 
market, both in research and teaching though, 
of course, the university has expanded its 
network globally. 

WU’s teaching activities have always had  
a strong international dimension. By recruiting 
international students and faculty, WU seeks  
to create an environment where all members of 
the WU community can benefit from intercultural 
exchange. These activities are also intended  
to make the university more competitive 
internationally and guarantee high quality 
standards. 

It is important to WU to satisfy the expectations 
of its students, faculty and partners with regard  
to internationalisation. One in four WU students 
comes from abroad and WU has over 200 partner 
universities, fostering student mobility. 

WU also offers an English-language 
specialisation in its bachelors programmes as well 
as seven English-language masters programmes 
and two English-language PhD programmes. 

It has set up double degree and joint degree 
programmes with renowned partner universities 
and offers international summer programmes to 
further stimulate international student mobility. 

Participation in international networks is also 
very important to WU, especially regarding 
responsibility in business and economics education 
and teaching. Universities have to work hard  
to stand out internationally and many business 
schools use very similar approaches to achieve  
this goal. The key factors that attract national  
and international students to a specific university 
are reputation, international standing, positions in 
international rankings, accreditations and of course 
the quality of the programmes offered.

Internationalisation has an essential role in 
research. Researchers have international networks, 
publish jointly with colleagues at home and 
abroad and spend research time at renowned 
international institutions. 

High-profile visiting professors only pick the 
best universities worldwide and universities with 
an international outlook work to encourage 
mobility among their researchers and to provide 
an attractive environment for international guests. 

The next step: internationality 
All of these activities help universities strengthen 

their international visibility and attract the best 
students and researchers. However, universities 
should also keep a critical eye on these efforts  
and be aware of how much internationalisation is 
needed and when internationalisation should give 
way to “internationality”.

For while internationalisation focuses  
on measures and programmes for gaining 
international visibility, the next step for universities 
such as WU is to go from internationalisation to 
“internationality”. What do we mean by this idea?

Internationality is a mind-set, a spirit, the culture 
of a university that emphasises identity and 
branding. 
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High-profile visiting professors only 
pick the best universities worldwide  
and universities with an international 
outlook work to encourage mobility 
among their researchers and to 
provide an attractive environment 
for international guests

Let us discuss an example. An 
internationalisation measure such as international 
staff recruitment also requires additional activities 
to ensure the successful integration of international 
personnel into the workforce. For this reason, 
internationality has to be part of a university’s core 
identity. In other words, internationality has to be 
“lived out”. 

At WU, for example, a new, English-language 
bachelors programme in business and economics 
will be rolled out in the 2018 fall term. International 
Erasmus+ mobility programmes are offered to 
students, faculty and administrative staff. All key 
documents are available in both English and 
German, an international board has been set up 
and international experience has been made one 
of the key criteria in faculty promotion. 

Another important step on the way towards 
internationality is recruiting and keeping researchers 
who have gained international experience in other 
university research, teaching and network systems. 

WU also offers professional welcome services 
to help new faculty plan and prepare their move 
to Vienna and get off to a good start and is part 
of a network that aims to provide attractive 
opportunities for dual-career couples. 

Moving towards internationality | Edeltraud Hanappi-Egger
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Looking at headcounts is the wrong 
approach

Internationalisation is one of the dimensions 
frequently analysed for university rankings and 
accreditations and the most common indicator 
for measuring internationalisation is the number 
of students and faculty members not from the 
home nation of the institution they are working 
and studying in. 

Universities seeking accreditation or re-
accreditation are subject to continuous and 
comprehensive scrutiny to assess whether they 
fulfil the required quality standards. However,  
the choice of criteria used for accreditations and 
rankings warrants a critical look: who decides 
which percentage of international students makes 
a university “international”? Are 23% enough? 35%? 
And what’s the target? 50%, 60%, or even 90%? 

Are incoming students expected to know the 
national language or are English-taught courses 
available? Simple headcounts, the most frequent 
method for measuring internationality, are a rather 
inadequate proxy for international experience: 
Universities might be criticised for recruiting 
international faculty from neighbouring countries, 
maybe even countries with the same language. 

However, this ignores the fact that many 
faculty members recruited from neighbouring 
countries or even domestically may previously 
have spent several years in other countries with 
other languages. Would it not be fair to assume 
that these faculty members can offer significant 
international experience, an international spirit 
and access to large international networks?

Furthermore, a publicly funded university 
such as WU also needs to satisfy demand for 
skilled graduates from the national business 
community which might also set some limits 
to internationalisation.

Ph
o

to
 co

u
rtesy: W

U
 Execu

tive A
cadem

y

Ph
o

to
 co

u
rtesy: W

U

Ph
o

to
 co

u
rtesy: W

U



55

ABOUT THE AUTHOR

Edeltraud Hanappi-Egger is President, Vienna University of Economics 
and Business (WU). She is a Professor for Gender and Diversity in 
Organisations.

Moving towards internationality | Edeltraud Hanappi-Egger

needs of its home market. Entering new markets 
and, as a further step, strengthening internationality 
definitely has to remain an important goal, 
however. 

At this juncture, especially regarding political 
developments, it would be very important for the 
EU to provide additional funding to programmes 
such as Erasmus+ and Horizon 2020, which are 
intended to counter these tendencies. 

Most universities have a large degree of 
autonomy in their operations and are critical of 
the developments outlined above. In a society 
characterised by growing diversity, universities 
have to build bridges and make sure that 
internationality keeps growing strongly over  
the long run. 

Today it is more important than ever for 
universities to stand up for internationality and 
diversity and to keep the public informed about 
the importance of these issues.

Internationality under attack?
So becoming an international university is a 

two-fold process. In the beginning, the focus often 
lies on internationalisation measures but once 
these measures have gained a certain momentum, 
the next step should be internationality. In the light 
of current political developments, it seems rather 
unclear if this will remain possible in the future. It  
is hard to predict if universities’ internationalisation 
strategies will be affected by the current shift 
towards nationalism in many countries and 
growing anti-EU and anti-migration sentiment. 

European integration and co-operation  
are not very high on the agendas of some of  
the parties that have risen to power in certain 
countries. Some nations are becoming more 
sceptical about internationalisation in general,  
not least concerning universities and their funding.

Of course it is part of the responsibility of 
universities, and part of their goals, to help  
advance the development of their home countries. 
Through research, universities contribute to solving 
the economic, social and ecological problems of 
the day, both on a regional and on a global scale. 

It is therefore very clear that each university has 
to consider its roots and strengths and cater to the 

So becoming an international  
university is a two-fold process. In  
the beginning, the focus often lies  
on internationalisation measures but 
once these measures have gained  
a certain momentum, the next step 
should be internationality
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Keeping  
the customer 
satisfied

Mark Colgate describes how a business school and a small 
Canadian resort combined to create a world-class customer 
service training programme
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Keeping the customer satisfie | Mark Colgate

In the spectacular Coast Mountains two hours 
north of Vancouver, Canada, lies Whistler, host 

of the 2010 Winter Olympics and one of Canada’s 
favourite year-round resorts. Drawing visitors from 
around the world – up to three million annually – 
it has built a reputation as a visitor-friendly town. 

Yet with consistently high visitor ratings it can 
become all too easy for popular destinations to 
become complacent and for customer service to 
start slipping. To make sure that did not happen 
in its municipality, four years ago the Whistler 
Chamber of Commerce took an active stance, 
paving an innovative route that has attracted 
global attention. 

In 2013 the chamber of commerce saw  
the need to upgrade its long-standing training 
programme, which had been in place for more 
than 30 years. Although customer service training 
was a resort-wide initiative, it became apparent 
that the quality of the training did not match  
the high level of customer service the location 
demanded. 

It was time to introduce more sophisticated 
training that would attract innovative employees 
and help develop the next generation of leaders 
in the resort. The Whistler chamber decided  
to develop a new programme that would be 
inspiring, grounded in science and provided 
applicable tools for participants to use in their 
day-to-day interactions with visitors.

Whistler approached the Peter B Gustavson 
School of Business at the University of Victoria,  
as one of very few business schools that offers 
service management as a business specialisation. 
Both sides were excited by the challenge. 

As a partner, the school could add academic 
rigour and proven research to create a world-class 
programme that offered participants life-long 
tools. The idea was that the new programme 
would turn Whistler’s consistently top-rated 
customer service into a serious destination 
differentiator. 

Gustavson’s faculty were particularly intrigued 
by Whistler’s desire to use research and science  
to help develop its customer service training 
programme. By applying its service 
management expertise, evaluating what was 
working in Whistler’s existing training 
programme and what could be improved 
upon, they created the "Whistler Experience”.
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In designing the "Whistler Experience”, we 
decided to build it around an holistic approach 
to customer service, meaning that visitors who 
check in to their accommodation, visit a coffee 
shop or scan their lift pass at one of the ski 
resort’s gondolas see a consistency in the  
level and approach to the guest experience  
and customer service. This approach focuses  
on Whistler’s service values, the 3Rs: be Reliable, 
be Responsive and build Relationships. 

Since its launch in 2014, the Whistler 
Experience has been providing businesses 
throughout the resort with the opportunity to 
educate and train front-line customer service 
staff and also offering guidance on how to coach 
all tourism employees, ranging from volunteers 
to business owners and managers. 

Programme participants have learned how 
to build better relationships, deliver world-class 
service and sell more effectively through a 
customer-first approach that focuses on the  
needs of the guest. The programme has also 
taught managers and supervisors how to be  
better leaders through “train-the-trainer” materials 
and coaching tools.

The impact the Whistler Experience has had 
on individual businesses and the community has 
been noteworthy. 

Since 2014 more than 16,000 people have 
attended Whistler Experience courses. Whistler 
confirmed in June 2017 that over 82% of 

visitors were satisfied in all of the “3Rs” categories.
When comparing 2014-2015 to the 2015-2016 

season (the former was the inaugural season of 
the Whistler Experience training programme) 
5,000 visitor surveys showed a significant increase 
in overall customer satisfaction. 

In addition to the impact on the local 
community, awareness of the programme has 
been growing globally. The Whistler Experience 
was a finalist for a World Chamber Award for Best 
Education and Training project at the International 
Chamber of Commerce Congress held in Sydney, 
Australia, and was the only Canadian contender 
among the 18 finalists.

“Being selected as a finalist in the category  
for Best Education and Training project is a true 
achievement for our team, showing how much  
a small chamber can achieve,” says Melissa Pace, 
CEO of the Whistler chamber. “Being honoured 
as a finalist and going to the World Chambers 
Congress feels like qualifying for the Olympics.”

For the Gustavson School of Business, it is a 
delight to have been recognised on a world stage. 
The school has worked hard with the Whistler 
chamber to ensure that visitors to Whistler receive 
an unforgettable level of service. The programme 
was established to address the resort’s need to 
deliver an extraordinary customer experience  
that matches its global positioning as a premiere 
four-season destination. 

Three years into the programme, working  
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in Whistler and having the Whistler Experience 
on a resume is starting to be recognised as an 
investment for future employment opportunities 
by participants. Just as the power of interning 
at Google has helped those who want to work 
in the tech industry, working in Whistler now 
reflects a world-class customer service skill set. 

The success of the Whistler Experience goes 
far beyond trained smiles. At first glance its 
promises to the local business may seem like  
a tall order. These include: 

 • Develop knowledge and skills: The 
Whistler Experience will help build your  
brand culture and customer service by 
improving service
 • Help you to increase employee 
retention: Surveys show that Whistler’s 
employees want more training. The Whistler 
Experience training is affordable and proven to 
work
 • Implementing: The Whistler Experience 
training helps you implement customer centric 
solutions 
 • Measuring: Assess your status quo and 
measure progress. The Whistler Experience 
Secret Shopper Programme gives you real time 
feedback on your service delivery so you can 
coach your employees and improve your 
service processes
This is not just lip service. The Whistler 

Experience delivers on its promises. In just a few 
years, the approach has turned into a top-rated 
service leadership programme. Training is one 
thing – there are many training programmes out 
there – but implementing the learnings is another. 
One of the results that is apparent is a consistency 
of customer service and the powerful impact  
it has on the local community and business

While the Whistler Experience was originally 
designed to maintain Whistler’s top-rated service 
culture and to drive excellence, the school had no 
idea the impact would be so much greater and 
more significant. This commitment to customer 
service has become a cornerstone of Whistler’s 
overall guest experience, ensuring the continuing 
economic success of the resort community as  
a whole. It has also become a model that global 
destinations can now look to for inspiration.

16k
Since 2014 more than 16,000 
people have attended Whistler 
Experience courses. Whistler 
confirmed in June 2017  
that over 82% of visitors  
were satisfied in all of the  
“3Rs” categories
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Professor Mark Colgate is Director, Corporate MBA Programs, at the 
Peter B Gustavson School of Business, University of Victoria, Canada 
and led the Gustavson team in developing “The Whistler Experience”.

Keeping the customer satisfie | Mark Colgate

The Gustavson School of Business  
has worked hard with the Whistler 
chamber to ensure that visitors to 
Whistler receive an unforgettable  
level of service
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EPAS Network:  
Forerunner  
of changes

Mario Spremić describes how a Croation business faculty has used EPAS  
both as a way to devdelop itself and also as an international framework  
and proactive platform for exchanging experiences and ideas 
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EPAS Network: Forerunner of changes | Mario Spremić

Tradition arises from the 97-year history of 
the institution with more than 80,000 graduates, 
over 800 PhDs in economics and business and 
a strong and respected alumni network. 

Innovation comes from imaginative 
pedagogy, teaching excellence and enviable 
facilities. 

The EPAS-accredited bachelor programme 
(BDiB) is driving the strategic development of 
the entire institution through the three phases 
shown over the page.

The BDiB programme served as a model  
for strategic development, academic rigour, 
international focus and teaching excellence 
throughout the entire institution, fully applying 
its motto: BDiB - forerunner of changes. 

The strategic development of the BDiB 
programme paved the way for the entire 
institution to move forward, especially in  
the areas of students and staff international 
experience, imaginative pedagogy, enhanced 
educational experience (teaching and academic 
excellence, experiential learning, student centred 
teaching, international and corporate study 
visits, internships), corporate input, wide range 
of assessment methods and a quality assurance 
framework.

A new element is the introduction of the 
of EPAS “Network of Networks” (EPAS NofN), 
established with EFMD support in March 2016 as  
a proactive platform for exchange of experiences 
and practices of EPAS-accredited programmes. 

All EPAS-accredited programme representatives 
were invited to the launch event.

We have agreed on the following suggested 
EPAS NofN activities: 

It is not very common that a single bachelor 
programme with around 3% of enrolled 

students drives the way for improvement 
throughout a whole institution. 

Yet the Faculty of Economics and Business 
(FEB) at the University of Zagreb in Croatia has 
done just that, using the EPAS framework as a 
guideline for strategic development of the entire 
institution (see page 62.) FEB has made an 
EPAS-accredited bachelors programme (BDiB – 
Bachelor Degree in Business) strategically 
important, with the improvements planned to 
be used in all its programmes. 

Changes and improvements arising from  
the EPAS “journey” have inspired accreditation 
processes at the institutional level, ending  
up with the EPAS “Network of Networks” –  
an internationally oriented ecosystem and 
collaboration platform for EPAS-accredited 
programmes (or, indeed, any other accreditation 
system such as EQUIS). 

FEB Zagreb is one of 32 autonomous 
constituents of the University of Zagreb, which 
was founded in 1669. FEB is slightly younger, 
founded in 1920, but this still places it among 
the oldest public institutions for higher education 
in economics and business in South-Eastern 
Europe. It has influenced and actively supported 
the establishment of public and private faculties  
of economics and business in Croatia and 
neighbouring countries. 

FEB is the only EPAS-accredited institution  
in Croatia and has developed networks, such as 
EPAS Network, with its competitors nationally 
and internationally.

FEB’s motto: Tradition and innovation in 

education and research – The path to the future 

reflects the importance of its long tradition and 
emphasis on innovation. 

32
FEB Zagreb is one of 32 
autonomous constituents  
of the University of Zagreb, 
(founded in 1669). FEB is 
slightly younger, founded  
in 1920, but this still places it 
among the oldest public 
institutions for higher 
education in economics 
and business in South-
Eastern Europe

80k
Across its 97-year history 
FEB Zagreb has more than 
80,000 graduates, and over 
800 PhDs in economics and 
business 
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Phase 

First phase (till 
around year 2000)

 

Second phase 
(2006 – now)

Third phase  
(2016–)

Major activities

  
Initial phase of internationalisation 
by offering courses in English

Attracting international students

Improved staff international 
experience

Separate bachelor study programme 
entirely taught in English (bachelor 
degree in business - BDiB)

FEB professors are regularly 
attending EFMD conferences  
and seminars

BDiB and EPAS as frameworks for 
internationalisation and strategic 
development of the entire institution 
(improved programme design, 
imaginative pedagogy, experiential 
learning, student centred teaching, 
effective assessment methods, 
external evaluation, international 
advisory input, corporate relations, 
four level QA) 

EPAS reviewers from FEB Zagreb

BDiB programme and EPAS 
experience as a model for 
institutional international 
accreditations (AACSB, EQUIS)

BDiB double degree

EPAS Network of Networks

Results 

Large number of courses offered 
 in English 

Enhanced international activities  
by professors (projects, research, 
study visits etc)

International visiting professors

EFMD membership 

EPAS accreditation (2011) 

EPAS re-accreditation (2014)

Strategic impact of the EPAS 
accredited BDiB programme on the 
institution's long-term objectives: 
flagship programme,  “forerunner 
of changes” at institutional level, 
internationalisation of the entire 
institution, start of four additional 
masters programmes in English, 
corporate input, effective QA

Enhanced international experience: 
155 foreign students from 30 
countries in 2015/16 compared  
to 136 in 2014/15, 93 in 2013/14, 
77 in 2012/13, 44 in 2011/12

35 visiting professors from 21 
countries in 2015/16 compared  
to 7 from 2 countries in 2010/11 

5 year EPAS accreditation (2017)

FEB Zagreb co-organised EFMD 
workshop 

FEB Zagreb initiated EPAS Network 
of Networks as a platform for 
collaboration of EPAS programmes

Transformation 
phase

Starting to realise  
the need for 
transformation 

Transformative why?

New strategic plan 
(What to transform?) 

Building capacities  
for change (How  
to transform?)

Change of values

Staff engagement

Leading, inspiring, 
orchestrating

Change of values

Using the EPAS framework as a 
guideline for strategic development
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and competition) as a key idea and around the 
following open innovation framework, commonly 
used in digital transformation: 

As we and EFMD are both aware of other 
EPAS networks, we think of the EPAS Network 
of all Networks as an umbrella framework and 
proactive platform for exchanging experiences 
and ideas. We strongly believe these initiatives 
will strengthen the EPAS community and may 
help facilitate EQUIS and similar networks. 

The model of change we have used in our 
EPAS “journey” might be interesting for other 
institutions. Also, as BDiB programme changed our 
institution, the EPAS Network framework proposed 
here may be the model for change (or forerunner 
of change) towards achieving and maintaining 
EPAS (or EQUIS) accreditation. Positive experiences 
that arise from the network may also help other 
institutions to go through transformation 
processes quickly, easily and smoothly. 

Do join us on interesting EPAS network journey 
and support the EPAS network as a forerunner 
of change!

Closed 
innovation 

Competition 

Dependency

Solo

Win/lose game

Control 

Box thinking

Single entity

Open 
innovation

Co-operation 

Independency

Cluster

Win/win game

Management 

Out of the box

Single discipline

EPAS (or EQUIS) Network as an 
open innovation framework

Co-opetition (collaboration  
and competition)

Interdependency

Ecosystem

Win more/win more 

Orchestration

No boxes!

Interdiscipline

EPAS Network: Forerunner of changes | Mario Spremić

Fostering student international and 
corporate experience within EPAS network 
– study visits, experiential learning, collaboration 
on online courses, student engagements in 
problem solving, corporate social responsibility 
(CSR) activities, corporate visits, international 
(business) weeks, international student 
competitions, case study writing, joint international 
case study competitions. 

EPAS exchange programme for students, 
professors and staff – to establish the EPAS 
network exchange for students in order to 
increase the number of outgoing students who 
will spend a semester on an EPAS-accredited 
programme. This might help many programmes, 
especially those with an imbalance between 
incoming and outgoing students (often Erasmus 
exchange students join the programme, making 
large groups which is good for cross cultural 
experience for diploma seeking students but the 
numbers of outgoing diploma seeking students 
might be much lower). EPAS network exchange 
should also work for faculty members (short visits, 
guest lectures, longer stays, an exchange semester, 
co-mentors on thesis and so on). 

Supporting external examinations within 
EPAS network – external exam assessment 
(online or on-site), final thesis external examination 
(online or on-site), EPAS pre-PRV or mock reviews.

Other activities – promotion of EPAS 
accreditation, promotion of EPAS N of N through 
EFMD events (separate session on some EPAS 
events), organising workshops focused on specific 
topics (innovative pedagogy, experiential learning, 
ILOs). 

In digital (network-based) economy many 
institutions do not design their business models 
just around efficiency and certainly not using 
hierarchical and control tools but on innovation 
and agility, with an entrepreneurial organisational 
culture that is customer focused and includes 
people engagement and empowerment.

At FEB Zagreb we are suggesting building an 
EPAS Network of Networks (or EQUIS network  
or similar) with “co-opetition” (co-operation  
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February 2018 
Event

EPAS Accreditation 

Seminar

Dates / Venue 

6-7 Feb /

Prague, Czech Republic

Host

EFMD GN CEE

March 2018 
Event 

2018 EFMD MBA 

Conference

Dates / Venue 

11-13 Mar /

Paris, France

Theme

Strategies for 

Revitalising the MBA

Host

NEOMA Business School

Event

EPAS XXL 

Accreditation 

Seminar

Dates / Venue 

14-15 Mar /

Brussels, Belgium

Host

EFMD

March 2018 cont...
Event

2018 EFMD – HUMANE 

Winter School

Dates / Venue 

18-23 Mar /

Barcelona, Spain

Host

UPF Universitat  

Pompeu Fabra 

Barcelona, Barcelona 

School of Management

Event

2018 EFMD Marcom, 

External & Alumni 

Relations Conference

Dates / Venue 

21-23 Mar /

Berlin, Germany

Theme

Creating Impact & 

Relevance – Making 

your Mark

Host

ESMT Berlin

May 2018 
Event

2018 EFMD Doctoral 

Programmes 

Conference

Dates / Venue 

7-9 May /

Frankfurt, Germany

Theme

Fit for Purpose & the 

Future

Host

Frankfurt School of 

Finance & Management 

June 2018 
Event

2018 EFMD Annual 

Conference

Dates / Venue 

6-8 Jun /

Copenhagen, Denmark

Host

Copenhagen Business 

School

October 2018 
Event

2018 EFMD GN 

Central and Eastern 

Europe Conference

Dates / Venue 

8-10 Oct/

Warsaw, Poland

Host

Kozminski University

Event

2018 EFMD Executive 

Development 

Conference

Dates / Venue 

17-19 Oct/Lausanne, 

Switzerland

Host

IMD

More information
For more information,  

visit our website:  

www.efmd.org  

or email info@efmd.org

Global Focus
Iss.1 Vol.12 | 2018

Upcoming events



Deadline for Submission 01 March 2018
For more information on the assignment,  
submission guidelines and FAQs visit:  
www.efmd.org/eip

Contact 
florence.gregoire@efmd.org

www.efmd.org/eip

Excellence in Practice 
The EFMD Excellence in Practice Awards (EiP) recognise 
outstanding and impactful Learning & Development 
partnerships in the domains of Leadership, Professional, 
Talent and Organisation Development.

They attract case studies describing an effective and 
impactful Learning and Development (L&D) initiative 
between partner organisations.

The L&D programme can be deployed by an 
organisation either together with its in-house Learning  
& Development unit or with external L&D providers.

Award Winning Cases must demonstrate
• Strong Business Impact
• Excellent Programme Management
• Operational Excellence

Excellence in Practice Award (EiP) Gold Winners 
since 2013 include:

Abilitie  //  Alliance Manchester Business School  //  Amsterdam Business School  //  
Ashridge Executive Education  //  Atos  //  BG Group  //  CEAGA  //  Center for 
Creative Leadership (CCL)  //  Chicago Booth School of Business  //  Cisco  //  
Complex Adaptive Leadership  //  COWI  //  Cranfield School of Management  //   
Danone  //  Danske Bank  //  Diabetes UK  //  EDF  //  FrieslandCampina  //  HEC Paris  
//  IMD  //  INSEAD  //  KPMG  //  Leo Learning  //  LIW  //  London Business School  //  
Mannaz  //  Mars  //  Microsoft  //  NHS Leadership Academy   // NIHR / NHS Trusts  
//  Nokia  //  Novo Nordisk  //  Promsvyazbank (PSB)  //  Royal Mail Group  //  SSE IFL 
Executive Education  //  Stora Enso  //  Swarovski  //  Telenor  //  Toulouse School of 
Economics  //  University Medical Center Groningen  //  University of Birmingham

What a wonderful way to reinforce learning through 
this award process!  Many thanks to EFMD and the 
jury panel for taking the time to help us learn and 
improve from this experience
Melissa Janis, VP Leadership & Organisational Development,  
McGraw-Hill Education

EFMD  
Excellence in Practice 
Award 2018
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