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lobal Focus is generally not a great fan of “themed” issues, where the
whole or most of a magazine’s issue is devoted to a single topic or
several related ones. It believes the world of business and management
education is already complex and fine-grained enough without any more
salami slices.
That said, sometimes the ideas, conversations, emails and unsolicited
draft articles flooding into GF betray such a common concern that it warrants
standing back and wondering whether the “wisdom of crowds” isn’t trying
to tell us something.
Such is the case this month.
“Internationalism”, and in particular, what it means and how to teach it,
is a subject that dominates the pages of this issue.
Ulrich Hommel, a regular GF correspondent, and his co-authors kick
off proceedings (page 6) by acknowledging that internationalisation is a
high-priority issue for business schools but wondering if they are reacting
to it in the right way. They write:
“Intercultural mix in the classroom will not automatically lead to an
adequate amalgam in terms of learning; a good track record of graduates
entering international management careers could also be related to personal
attributes rather than the learning experience provided by the school. The
ultimate litmus test is whether students are acquiring the ability to manage
effectively in diverse cultural contexts.”
These arguments (and some counter ideas) progresses through the pages
of this issue.
In page 26, Howard Thomas and is co-authors continue their epic survey
of the global state of business and management education with a revealing
analysis of the sector in Latin America Meanwhile on page 16 Mark Smith
describes the opening salvoes of a new international competitive skirmish
– recruiting, managing and developing the best doctoral students in business
and management.
This examination of the global standing of business and management
education concludes with a look at the one of the world’s toughest
markets – the Middle East and North Africa – and perhaps one of the most
ingeniousness approaches (page 34) to how to be global -- by staying at home.
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Strategic Leadership
Programme for Deans
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Purpose
The programme brings together deans
and directors of a whole institution to discuss
matters related to their roles. This highly
-focused leadership programme provides an
excellent place for peer learning, sharing best
practices and developing strong professional
contacts with other deans. Participants will have
the opportunity to share practical challenges
as well as getting advice from more experienced
leaders of business schools.

I enjoyed meeting other deans and sharing our
common concerns. The quality of the lecturers was
excellent and I found numerous ideas and methods
to apply to improve my work as the dean of a business
school. I recommend the programme
Jon Foster-Pedley
Dean and director, Henley Business School, Africa
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Speakers
Professor Santiago Iñiguez
Executive President, IE University (Spain)
Professor Edeltraud Hanappi-Effer
Rector of WHU Vienna (Austria)
Professor Nils Stieglitz
President and CEO, Frankfurt School of Finance
and Management (Germany)
Professor Kai Peters
Pro-vice Chancellor (Executive Dean), Coventry
University – Faculty of Business & Law (UK)
Dr Per Holten-Andersen
President, Copenhagen Business School
(Denmark)
Themes
• Role of a dean or president in a business school
• Stepping into the role of dean
• Changes in the business school ecocystem
• Faculty performance measurement
• Building an institutional culture
Further information
For more information visit:
www.efmd.org/SLPD
or contact Virginie Heredia Rosa
virginie.heredia-rosa@efmd.org

Strategic Leadership Programme for Deans | EFMD Event

The programme provided three
kinds of benefits – sessions led
by highly impressive established
deans, giving insights into the
strategic dimensions of developing
business schools internationally;
working with a peer group of deans,
learning from our challenges and ways
of addressing these, again with a strong
international profile; and gaining insight
into EFMD itself, its accreditations and
view on developing business education
internationally. To my delight, the working
relationships and peer groups formed
during the course have been sustained
and it has been a pleasure to catch-up
with colleagues subsequently
John Finch
Head of School, Adam Smith Business School,
University of Glasgow
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Internationalisation is a high-priority issue for business schools but
Anna Blombäck, Yvonne Carlisle, Andrew Gaudes and Ulrich Hommel
ask if they are reacting in the right way

Business education:

International
Learning '4.0'

6

Business education: international learning '4.0' | Anna Blombäck, Yvonne Carlisle, Andrew Gaudes and Ulrich Hommel

I

nternationalisation is a high-priority issue for
business schools as they seek international
applicants for their degree programmes, source
faculty talent globally, interact with nonacademic stakeholders abroad and establish
campuses overseas.
In this article we challenge whether business
schools undertake such activities for reasons
and in ways that are conducive to international
learning for students. Based on the notion that
an international dimension is essential for
management education and student learning,
we elaborate why current practices are not fully
capturing the potential benefits.
We then turn to the organisation of
international learning, initially in a more traditional
context and subsequently by exploring how
current sector dynamics can act as an accelerator
for further innovation and development. The
underpinning conjecture is that international
learning would benefit from an “Industry 4.0”-type
transformation.
Internationalisation involves a process of
integrating an international perspective into
the purpose and legitimacy of management
education. More concretely, international learning
intends to develop competencies in students
that enable them to manage in culturally diverse
environments. They are acquiring the ability to
perceive, analyse and utilise cultural differences
in pursuit of well-defined business objectives.
By extending the boundaries of personal
comfort zones beyond cultural divides, students
are transformed into international citizens.
As such, they become sought-after graduates
due to their ability to reflect and articulate the
competencies required to help organisations
succeed in the international arena.
International learning is conventionally
described and managed in structural terms
such as geographical diversity in the classroom
(with regards to origin of both students and
faculty), international curriculum and case study
work, and student mobility.
In addition, proxies such as international
partnership portfolios – including reputable

business schools and multinational organisations
– are used to verify the international standard of
management education.
But what often appears missing is a more
explicit understanding of what internationalisation
means in the context of learning; that is, moving
beyond coverage of different geographies in the
facilitation and management of learning outcomes,
which all too often suffers from institutional
decoupling.
Intercultural mix in the classroom will not
automatically lead to an adequate amalgam
in terms of learning; a good track record of
graduates entering international management
careers could also be related to personal
attributes rather than the learning experience
provided by the school. The ultimate litmus test
is whether students are acquiring the ability to
manage effectively in diverse cultural contexts.
How, then, can business schools successfully
transform their approach and secure an influence
on this particular aspect of students' learning?
We are proposing to turn the described
practice on its head and apply a framework that
borrows from the well-known structure-conductperformance paradigm.
At its core is “conduct”, which represents
the design of the learning activity (the “doing”);
this needs to be supported by “structure”,
implying the supply and diversity of learning
resources (“inputs”); and should lead to some
form of measurable “performance” (“outputs”).
Assurance of learning serves as a glue
between these components, ensuring
systematic reinforcement and also supporting
the interlinkage between programme objectives
and institutional strategy.
Ultimately, the three elements of content,
pedagogy and assessment must be aligned as
interrelated components. Curriculum design
must allow for the cultural contextualisation
of academic methodologies and practical
narratives, which needs to be facilitated with
targeted learning activities, for example involving
cultural immersion (such as study tours,
group activities, mentoring and internships).
7
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Activities that are typically deemed
extracurricular and all too often off the radar screen
of programme management, can equally assume
central importance (foreign language training,
exploration of social and business contexts
overseas, as well as foreign art, music and folklore).
Faculty, staff and other stakeholders involved
in degree provision need to embrace an intellectual
immersion experience that offers and affords the
same learning path as their students. Often,
though, these stakeholders are caught in a
complexity where management on the basis
of crude proxies is considered state-of-the-art.
Organisational inertia and limited rewards
(financial or otherwise) have prevented a stronger
focus in the proposed direction. This is likely to
change as “Industry 4.0” principles put pressure
on business schools to transform management
education and to accept the role of prospectors
who disrupt – through the embracing of new
advanced technologies with increased focus
on the facilitation of students’ skills and
competencies - rather than that of reactors
who wait to be disrupted.
As we are moving to what we refer to as
“International Learning 4.0 business school"
physical space and geography are becoming
marginalised in importance. Taking the “Wow
Room” at IE (a Spanish business school) as an
example, virtual classrooms can create an in-class
experience comparable to face-to-face instruction.
Virtual work spaces coupled with modern
communications media that our students have
been born into can facilitate project work carried
out by geographically dispersed students (this
article, has for example been written using
Google Docs, which allowed all co-authors to
work on the same document simultaneously).
Technology-induced shrinkage of distance
promises to increase cultural diversity in
business schools and the workplace, thereby
making competencies of dealing with cultural
differences even more important. It is not only
the competencies of the student that is a
consideration here. It is also those of faculty
who teach. Training and development in new
technologies and awareness of new teaching
environments will be critical to success.
8

In the 4.0 world, business schools will be
required to bring the global marketplace into the
“classroom” and encourage students to explore
the challenges and intricacies of doing business
overseas.
Current trends such as the spread of “flipped
classroom” pedagogy and the more widespread
use of real-life (“dirty”) cases will act as propellers
of this development. Structural diversity, which
has largely been at the centre of the international
learning agenda for the wrong reasons, is becoming
a conditio sine qua non for realising the full potential
of 4.0 within our proposed framework.
There is now a need for a business school to
consider the strategic fit between its international
relations policy, its structural diversity and networks,
and its intended learning outcomes.
Globally top-ranked business schools are often
found in the vicinity of large business centres,
suggesting that students in more remote locations
struggle to gain the same access to practitioner
knowledge and who may also need to undertake
extra efforts to gain the attention of future
employers. Virtual learning spaces across
curriculum specialisms will help to overcome
such locational disadvantages.
In turn, businesses will increasingly use virtual
learning spaces to support global talent recruitment
(and universities would be well served to do the
same). The benefits will however not be spread
in a Pareto fashion. The value derived from
business degrees will shrink for some, as the
competitive intensity for relevant business

Business education: international learning '4.0' | Anna Blombäck, Yvonne Carlisle, Andrew Gaudes and Ulrich Hommel

In the 4.0 world, business schools will be
required to bring the global marketplace
into the “classroom” and encourage
students to explore the challenges and
intricacies of doing business overseas

education increases; at the same time, the access
to that education (whether it be in an academic
or non-academic environment) will become more
ubiquitous.
More fundamentally, our proposition for a more
activity-focused experiential approach to managing
international learning is also a response to a
potentially radical shift in future global education
requirements.
Jack Ma, founder of the Alibaba Group, for
example, framed this challenge at the 2018 World
Economic Forum, arguing that education needs
to shift away from communicating knowledge,
towards developing skill sets and abilities that
foster and complement new technologies and
expanding global processes.
This revised focus of management education
demands new thought, not only with regard to
curriculum design but also with a focus on faculty
training and composition. The translation of
theoretical knowledge to learning in practice
is not intuitive. Likewise, specialised professors
with strong academic records but limited
practical experience are not necessarily the best
facilitators of cross-cultural learning.
The virtual bridging of geographical distance
will play an important role in encompassing
ethics, responsibility and sustainability more
broadly into a student’s learning experience.
Student cohorts are now encouraged to practise
managerial decision-making in physically
distant and geographically dispersed project
management activities.

As a result, virtual mobility will allow students
to engage in a different form of discourse, enabling
the development of a global perspective that
credibly extends beyond mature markets. It will also
foster the students’ reflective ability to understand
how society is impacted by business decisions.
The Industry 4.0 transformation delivers
challenges as well as opportunities for business
schools operating in a global context. With regard
to international learning, business schools will
need to ensure an international exposure for all
their students.
The virtualisation of learning with emerging
technologies will help to break down the economic,
intellectual and emotional barriers that have so far
prevented students from acquiring immersive
experiences.
It will be an exciting experience for everybody
involved in management education.
The authors have benefitted from discussions
with participants of the Executive Academy
of EFMD Global Network, Miami 2017

About the Authors
Anna Blombäck is the Associate Dean of Education at Jönköping
International Business School of Jönköping University, Sweden
Yvonne Carlisle is the Head of the Human Resource Management Department
and Head of International Affairs at Nottingham Business School,
Nottingham Trent University, UK
Andrew Gaudes is the Dean of the Goodman School of Business of Brock
University, Canada
Ulrich Hommel is the Director of Business School Development at EFMD
Global Network, Switzerland
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As growth returns after a long financial winter, economic hope as well
as spring is in the air. But, says Simon Caulkin, it is impossible not to
notice the contrast between the warming of the economic climate and
the clouds lowering on the social and emotional front

Those green
shoots may not
really be spring

10

Those green shoots may not really be spring | Simon Caulkin

I

n country after country, society seems fractured.
There is deepening distrust of politics and
business, sometimes even of justice. Fear and
anger drive out civilised dialogue.
Part of this collective anger is technologically
fuelled. Let’s be clear: the internet is a huge boon
to humankind. Who would want to be without
the opportunity for direct, unmediated individual
broadcasting, instant access to much of the
world’s information, vastly enriched choice and
limitless possibilities for connection?
But there is another side, too.
All those interactions provide data. And the
temptation to use it to exploit the darker side of
human nature, whether for profit or other kinds
of advantage, is strong. The early pioneers saw
the internet as a free and open commons. But
now mighty commercial interests are firmly in
control – and their algorithms tell them that fake
news, extremism and rage are “stickier” and
propagate faster, and are therefore more valuable,
than real news and more sober views.
This internet isn’t making us happier and more
fulfilled, rather the reverse. As Silicon Valley insider
Vivek Wadhwa wrote in a recent blog: “The unhappy
reality is that the options available are rapidly
decreasing in utility and reward and increasingly
herding us into habits of mindless consumption”.
This is a new social ecology that we are
struggling to understand and control. Together
with other world events, it raises some fundamental
questions. Never mind the “end of history”; under
present technology-amplified social pressures,
can we still take the future of liberal democracy
for granted? Even more urgently, what can we do
to address these problems and their consequences
and who should do it?
These questions bear particularly heavily on
managers and the very nature of management.
After all, in the directest sense, managers are
in the eye of the storm. They run the enterprises
that created and now dominate the internet
ecology whose ramifications we are currently
wrestling with.
11
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Some of them are fabulously profitable but
even that – previously a source of hero worship
– has come under scrutiny as the public questions
the implications of self-reinforcing network effects
and winner-takes-all dynamics for the wider
economy and the unintended consequences
of the bargain that has brought them troves
of personal data in return for “free" search and
social media.
“What managers are doing … is of public
concern,“ Peter Drucker said, speaking of their
role as both stewards of society’s resources and
a leadership group in their own right – and never
has this been more plain.
Aristotle defined three dimensions of human
intelligence: episteme (intellect), techne (craft)
and phronesis (practical wisdom and ethical
values). In management they roughly correspond
to what we would call the “what”, the “how” and
the “why”.
To generalise, since the 1950s the management
taught in most business schools, propagated by
consultancies and used by companies, at least in
the “anglo-sphere“, has consisted of a set of skills
and techniques based on mastering quantitative
methodologies – that is, on the “what” and “how”.
The goal, taking a leaf from physics and
economics, was to make management more
scientific and predictable. A commendable aim
in itself, perhaps, but the consequence was to
turn the company into a bureaucratic machine,
run by fiat for purely financial ends to which
humans were expendable means.
Efficiency (still the only task, as academic Gary
Hamel has noted, that management is fully
equipped to address) has been pursued at the
expense of effectiveness; technology has been
used to speed up and automate business-as-usual
rather than replace it with positive new models;
and metrics-obsessed performance management,
as another academic, Jeff Pfeffer, forcefully states
in his most recent book, has put humanity firmly in
the back seat. At the extreme, management has
been shorn of its moral content altogether.
It has been a long time coming, but the “why”
of management – purpose, practical wisdom
and ethical values – is now right back at the top
of the management agenda. The change has
been in the air for some time.
12

Efficiency has been pursued at
the expense of effectiveness;
technology has been used
to speed up and automate
business-as-usual rather than
replace it with positive new
models; and metrics-obsessed
performance management
has put humanity firmly in
the back seat

It is a central thread running through the
Global Peter Drucker Forum, which celebrates
its 10th anniversary this year. Few present will
forget Charles Handy’s call at last year’s event
for a return to management’s human values. The
growth of groups like the Coalition for Inclusive
Capitalism and the Conscious Capitalism
Movement and steadily increasing numbers of
B-corps all testify to swelling business awareness
that realising the promise of the digital revolution
depends on a broad-based institutional realignment
that dials up the technology’s capacity for
economic and social good at the same time
as it dials down its ability to do harm.
There are plenty of initiatives to build on.
More dynamic, fertile, human-centred
approaches to management are emerging that
better respond to the needs of a complex, fastchanging world where biology seems a better
guide to action than the machine. Examples

10th

The Global Peter Drucker
Forum celebrates its 10th
anniversary this year

Those green shoots may not really be spring | Simon Caulkin

include agile and scrum, design thinking and
lean start-up, all of which aim to leverage
individual contribution to the organisation.
Beyond budgeting aims to break out of
command-and-control management that locks
management into hidebound routines. Companies
too are doing their own thing: Haier’s bold move
under Zhang Ruimin to recreate itself as a platform
organisation; tyre-maker Michelin’s radical changes
to production to engage workers; and on a different
front Unilever’s refusal to abandon its long-term
growth and sustainability strategy in the face of
a takeover attempt come to mind.
A rediscovered focus on the customer, ironically
spurred on by the example of the Big Tech
companies, has likewise played a positive part.
One of the most striking signifiers of change,
though, is the increasingly vocal interventions of
investors. Insurance companies are calling for
action on climate change, for example. Even

more direct is the wake-up call delivered by
Larry Fink, chairman and CEO of BlackRock,
the world’s largest asset manager, to leaders
of the companies it invests in:
“The public expectations of your company have
never been greater,” Fink told them in a letter earlier
this year. “Society is demanding that companies,
both public and private, serve a social purpose.
To prosper over time, every company must not
only deliver financial performance, but also show
how it makes a positive contribution to society.
Companies must benefit all of their stakeholders,
including shareholders, employees, customers,
and the communities in which they operate”.
Coming from where it does, this is a game
changer. The management pendulum had
already begun slowly to swing back from the
financialised, technocratic extremes of the last
decades; Fink’s letter comes as a determined
and explicit push in the same direction.
13
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The new activist CEOs often talk of
a “true north” or a moral compass that
keeps them on course in today’s highly
politicised, technologically charged
environment. True north today points
to the human, which means leveraging
technology in the service of organisations
based on community and collaboration
not as an end in itself
And we know where the challenge starts.
As we have seen, the company is the
intersection point where many of today’s social
tensions meet. Think of it as society’s field lab
for registering and charting these currents and
managers as researchers experimenting with
ways of reconciling them.
The new activist CEOs often talk of a “true
north” or a moral compass that keeps them on
course in today’s highly politicised, technologically
charged environment. True north today points to
the human, which means leveraging technology in
the service of organisations based on community
and collaboration not as an end in itself.
The best companies know that technology is
the last step in innovation not the first. “Humans
should produce goods manually and make the
process as simple as possible. Then when the
process is thoroughly simplified, machines can
take over. But rather than gigantic multi-function
robots, we should use equipment that is adept at
single simple purposes”, Toyota’s manufacturing
director told Fast Company recently. Automation
springs out of human innovation not the other
way round.
14

Perhaps paradoxically, the qualities
management will need in the age of technology
are less about technological expertise than
about the wisdom to use it wisely. Its “positive
contribution to society” is first of all to unify our
organisations around authentic purpose that
enlists all employees in the common endeavour.
For that they need to be as adept at reading
the human condition as at reading spreadsheets
or technical specifications. They need to be able
to ride the waves of technology, using their
sense of true north to steer in the right direction.
This is the defining test of management as a
“liberal art”, as Peter Drucker famously defined
it. If we can do it in the living lab of the company
we can surely also do it in society as a whole.

About the Author
Simon Caulkin is Senior Editor for the Global Peter Drucker Forum.
For many years he contributed a column on managment to
The Observer newspaper and is a past editor of Management Today
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Mark Smith describes the opening salvoes of a new competitive
skirmish -- recruiting, managing and developing the best doctoral
students in business and management

The battle for
doctoral talent

T

he business world has long been familiar
with the “war for talent”, a term coined at
the turn of the century by consultancy McKinsey
& Co to capture the rising competition for talented
employees. Indeed, business schools are familiar
with the on-going series of battles for top talent
among both emerging and experienced academics
as they seek to develop and reinforce their faculty.
There is, however, another series of minor
battles also occurring – the annual battles for
the best potential doctoral students in business
and management.
While not (yet) a war, this competitive market
is key as schools seek to fill programmes that
serve a variety of purposes for themselves and
their missions.

16

In May 2017 EFMD and Grenoble Ecole de
Management, a French business school, organised
and hosted a conference for programme directors,
heads of doctoral schools and other professionals
working in doctoral education in order to consider
the challenges business schools face in recruiting,
managing and developing doctoral talent. This
short article was inspired by the speakers and
participants who came to Grenoble.

The battle for doctoral talent | Mark Smith

The best doctoral students can provide
a boost for publications, data collection
and increased capacity in pedagogic
and research activities. Through engaged
research projects among stakeholders,
doctoral students can also open up
new networks, creating innovative
connections for business schools

Why compete for doctoral talent?
Doctoral programmes are resource-intensive
activities that are unlikely to become a source
of revenue; in fact they demand considerable
investment and commitment from schools.
As such, it is a major commitment to open
and maintain doctoral activities.
Yet, at another level, such programmes are
a key activity for developing and sustaining
the reputation of business schools among both
stakeholders and, increasingly, for rankings.
Further, among academics, doctoral work
is intrinsically rewarding and a rich doctoral
programme can be considered an additional
lever for recruiting and retaining experienced
academics.

Doctoral researchers themselves may also
be a means for business school development.
The best doctoral students can provide a boost
for publications, data collection and increased
capacity in pedagogic and research activities.
Through engaged research projects among
stakeholders, doctoral students can also open
up new networks, creating innovative connections
for business schools.
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Attracting doctoral talent
However, attracting talent in this competitive,
hi-tech age is not easy. In addition to direct
competitors, business schools are also competing
for the brightest minds against other large
organisations with attractive graduate programmes
and generous terms and conditions in a diminishing
pool of traditional talent.
Janine Leschke, Head of the Doctoral School
on Organisation and Management Studies,
Copenhagen Business School (CBS), Denmark,
emphasises the benefits of attractive programmes
and school reputation to address this competition:
“At CBS we exploit our national and international
networks to recruit doctoral students. When the
research institutes or individuals have a good
reputation that brings good-quality applicants. We
also have the advantage of offering programmes
in English and a good selection of PhD courses on
relevant theories and methods”.
Nevertheless, schools not only need to go
beyond their borders but also expand their
networks to meet the challenges of generational
and technological gaps. A co-ordinated social
media strategy can offer new opportunities to
connect with potential talent but it requires
engagement from faculty who may sometimes
be reluctant to contribute.
It is important that schools use their faculty
in order to exploit their networks and provide
content – for example, media-friendly research
results – to attract talent who tend to rely on
new forms of media for information and to form
their opinions on schools.
In this way, social media may allow schools
to develop and expand their communities of
stakeholders from which doctoral students may
emerge while exposing potential talent to the
richness of their academic environments.
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Managing doctoral talent
The development of talent is an inherent part
of any good doctoral programme and something
potential students will assess. The combination
of courses, opportunities to work with experienced
researchers and possibilities to develop individual
research project can increase the attraction.
However, talent development is much more
than the relatively narrow range of research
skills required to become future faculty.
Future employers seek graduates with a range
of skills including the potential to demonstrate
impact and leadership. Doctoral programmes thus
need to integrate training plans that go beyond
research methods.
Emma Parry, Director of Doctoral programmes
at Cranfield School of Management, UK, underlines
the importance of expanding this offer:
“Over the last few years Cranfield has taken a
longer-term perceptive in terms of thinking about
attracting the best students but also thinking about
the longer-term impact of the research through the
development of Impact and Dissemination Plans.
Then students leave not only with a doctorate but
also a plan of how to use the research findings to
create real impact on practice”.

The battle for doctoral talent | Mark Smith

The development of talent is an inherent
part of any good doctoral programme and
something potential students will assess.
The combination of courses, opportunities
to work with experienced researchers and
possibilities to develop individual research
project can increase the attraction

Programme directors are key drivers for
developing doctoral talent. This may include
offering flexible start dates and pathways for their
doctoral students while still trying to keep them
on track with their studies. Such policies include
respect and understanding for the diversity
of doctoral students by gender, ethnicity and
nationality as talent increasingly comes from
a wide range of backgrounds.
It is at the level of the supervisor where
real action may be required. Just as human
resource managers rely on line managers to put
organisational policies into place, programme
directors need to rely on supervisors in the
development of their doctoral talent.
At Grenoble Ecole de Management Valerie
Sabatier, Director of Doctoral Programs, has
co-developed a prize-winning serious game
to train supervisors.
“We created the online serious game –
superwisor.com– in order to help supervisors.
Using in-house expertise in doctoral programmes
and gamification we have developed a tool to aide
supervisors nurture doctoral talent on their way to
completion and navigate what can sometime be a
lonely activity”.
The training and development of supervisors
offers a lever to increase the quality of the
supervision experience and aide academics
manage the doctoral journey of their students.

Developing doctoral talent
A revised perspective on talent at the doctoral
level also opens up opportunities beyond those
traditionally provided by the academic career
track. Business school networks should be able to
provide more possibilities for doctoral graduates
in a variety of sectors and therefore expand their
own impact – addressing that perennial problem
of business school relevance and impact.
Indeed, doctoral students could be
reconceptualised as a means to promote relevance
through networks and projects engaging with
a full range of stakeholders and also providing
opportunities for future graduates. Here co-funded
academic-industrial doctoral programmes
provide a framework for engagement at both
the institutional and individual level, although they
are underdeveloped in business and management
compared to engineering and the hard sciences.
Business schools may also need to accept that
doctoral graduates are not necessarily destined
for the academic career track and their futures as
business leaders, entrepreneurs or policy experts
require schools to equip them with the relevant
skills, career pathways and networks.
Indeed, academics who can integrate their
experiences from other sectors with academic
rigour could have an important impact inside
and outside the business school sector.
Business school academics seek to engage with
the “real world” but do not necessarily value the
skills required to do so – doctoral students need
these skills, need to appreciate their value and
may welcome the opportunities.
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The community of professionals working with
doctoral programmes should be rightly proud
that their graduates learn perhaps the most valuable
of all skills – they learn how to think. The next stage
of development is that graduates leave equipped
and inspired to enter all sectors and organisations
in order to demonstrate the potential value and
impact for society of a doctorate in business
and management

Innovation and the future of doctoral talent
In order to respond to these shifting demands
for talent, doctoral programmes need to innovate
and adapt. Yet doctoral studies have not
necessarily been at the forefront of innovations
– resistance to new forms of doctorates remains.
In order to develop their relevance and retain their
standards, developments in doctoral qualifications
require the confidence of communities both inside
and outside academia.
There is a tension between demands for
fit-for-purpose doctoral programmes and
legitimate concerns that innovations may lead
to lower standards or a lack of recognition. Thus
it is up to accrediting organisations, business
schools and programme directors to provide
relevant programmes that develop the required
competences for doctoral graduates without
diminishing the elite position of the doctorate
in the educational hierarchy.
The community of professionals working with
doctoral programmes should be rightly proud that
their graduates learn perhaps the most valuable of
all skills – they learn how to think. The next stage
of development is that graduates leave equipped
and inspired to enter all sectors and organisations
in order to demonstrate the potential value and
impact for society of a doctorate in business and
management.
A graduate holding a doctoral degree has a
passport to do anything they wish. The role of
business schools and their doctoral programmes
should be to open the eyes of their graduates to the
potential opportunities and provide the skills and
competencies for their talent to have an impact.

About the Author
Professor Mark Smith is Dean of Faculty, Grenoble Ecole de Management,
France
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Businesses face an increasing range of human rights issues
that can directly impact their core business strategies.
But, argue Dorothée Baumann-Pauly and Michael Posner,
business education needs to catch up with this emerging field

Building a Human
Rights Framework
for Business Education

22

Building a Human Rights Framework for Business Education | Dorothée Baumann-Pauly and Michael Posner

A

t last year’s EFMD annual conference in
Berlin, Germany, Paolo Boccardelli, dean
of LUISS Business School and the conference
co-chair, outlined 10 global trends that will
have an impact on management education
in the future:
globalisation, immigration, income inequality
and diversity, climate change, digital disruption
as opposed to digital learning, the future of jobs
and work, uncertainty in predictions, responsible
leadership creativity, and innovation and
entrepreneurship.
While Professor Bocardelli’s list does not
include human rights explicitly, many of these
trends have built-in human rights dimensions.
Unlike most other topics, human rights are rooted
in a firm and widely accepted foundation, the
Universal Declaration of Human Rights. There is also
growing consensus that any corporate involvement
in abuse of human rights is unacceptable and
that corporations have a proactive role to play in
ensuring respect for human rights, particularly in
business environments in which governments are
unable or unwilling to protect their own people.
The Universal Declaration of Human Rights
states that “all organs of society”, including
corporations, have to promote respect and

adherence to these rights. The UN Guiding
Principles for Business and Human Rights,
adopted by the UN Human Rights Council in June
2011, reaffirms this expectation. In the last six
years, the Guiding Principles have become an
initial reference point for a number of companies.
Yet to date business education has been lagging
behind in this emerging field, both in terms of
teaching and research. As a result, tomorrow’s
business leaders are not getting the preparation
they need to manage the human rights issues they
will face in their careers.
How should business schools prepare future
managers for these human rights challenges? And
how can business schools create a curriculum and
teaching methods that will help corporate decision
makers deal effectively and well in response to
these challenges?
Adopting a human rights framework for
business education can help future managers
navigate societal trends in a way that is principled
and coherent. By developing and committing to
industry-specific human rights standards, metrics
and accountability mechanisms, corporations
can foster greater public trust and create a
more stable business environment in which
their businesses can flourish.
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Human rights are business relevant
Businesses in every industry today face a
range of human rights issues that are tied to
their core business strategies. These issues are
among the most urgent and most complicated
for businesses operating in a global economy.
Whether addressing labour practices in global
manufacturing or agriculture, security in mining
operations, principles of non-discrimination and
equal pay for equal work, or issues of privacy and
political disinformation online, solutions are not
easy to devise and must address the special
circumstances of each industry.
Consider the challenges now facing major
technology companies such as Facebook,
Twitter and Google. These companies are under
immense pressure from governments, media
and civil society to take meaningful action to
stem the flow of extremist content, hate speech
and state-sponsored propaganda on the internet.
In these debates, internet service companies
can neither claim that they are neutral platforms
that merely provide the infrastructure for global
communication nor that they should be viewed
as full-content editors, equivalent to those who
produce daily newspapers.
The business model of these companies largely
depends on online advertising. One challenge they
face is how to remain highly profitable while both
enabling the right of freedom of expression and
at the same time preventing harmful content,
including political disinformation, that undermines
our democratic values. Defining the proper roles for
companies and governments on these questions
is essential.
Questions such as these pose difficult
choices for companies. Some business leaders
understand that engaging in these questions is
not just a burden but an opportunity for securing
long-term business profitability. Paul Polman,
the CEO of Unilever, a Dutch consumer products
giant, for example, argues that “next to our
moral obligations to address global challenges,
it’s also an enormous business opportunity”.
All too often, however, business leaders do not
have the background or human rights framework
to make informed decisions. Many lack the
tools to enable them to engage in dialogue with
governments and other critical stakeholders that
are essential to help craft solutions.
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They also lack familiarity with new governance
models involving public and private actors that
can serve as platforms for addressing these
challenges.
However, in recent years a set of industryspecific multi-stakeholder initiatives have helped
to define common human rights standards and
accountability mechanisms within a number of
industries.
An example is the 18-year-old Fair Labor
Association (FLA) whose participating companies
include more than 60 major clothing brands and
agricultural companies, NGOs and university
representatives. Together they have developed
a set of standards and metrics that apply to
the global supply chains of the clothing industry
(and now extended to agriculture).
Through industry-wide human rights initiatives
such as the FLA, companies can create a levelplaying field ensuring that respect for human rights
does not result in competitive disadvantage. The
FLA’s transparency requirements provide evidence
that corporations are following through with their
commitment to uphold workers’ rights.
Critical stakeholders can see for themselves
how companies have performed in unannounced
third-party audits. The FLA also verifies that each
brand addresses any violations that these audits
reveal. Through such accountability mechanisms,
brands can foster trust that their commitments
are being honoured and enforced.
Human rights framework for business
education
By adopting a human rights framework,
business schools acknowledge that publically
traded corporations have both an obligation to their
shareholders to achieve stellar economic returns
and at the same time a responsibility to other
stakeholders in society to address the human
rights challenges that stem from their core
business operations.
As Peter Henry, former dean of New York
University’s Stern school in the US, has emphasised:
“At NYU Stern, we develop people and ideas that
transform the challenges of the 21st century into
opportunities to create value for business and
society. Our Center for Business and Human
Rights is the embodiment of that mission and
demonstrates that profit and principle can co-exist”.
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In recent years a set of
industry-specific multistakeholder initiatives have
helped to define common
human rights standards. An
example is the 18-year-old
Fair Labor Association
(FLA) whose participating
companies include more
than 60 major clothing
brands and agricultural
companies, NGOs and
university representatives
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Developing teaching material and tackling
research questions that examine the business
models of corporations in different industry
settings will help to understand how business
can be a positive force for human rights

Professor Henry’s leadership on these issues
has enabled the Stern Center for Business
and Human Rights to develop a human rights
programme at the school that includes several
stand-alone courses and increasingly integrates
human rights issues into the school’s core courses
and executive programmes.
It is this full integration into mainstream
business school teaching and research that creates
an overarching human rights frame. It offers future
managers a compass that will guide them in their
careers as they navigate evolving trends and central
business challenges related to human rights.

70th
This year marks the
70th anniversary of the
Universal Declaration
of Human Right

Business schools’ response
Last November the NYU Stern Center, the
Alliance Manchester Business School in the
UK and the Geneva School of Economics and
Management at the University of Geneva in
Switzerland co-hosted an inaugural group of
over 20 business schools to discuss current
efforts to promote human rights in business
schools and explore future opportunities.
The group agreed to share teaching material
and research and explore how their institutions
could collaborate to advance human rights issues
on the business education agenda. Accreditation
organisations such as the AACSB and EFMD can
play an important role in supporting this objective.
The inaugural group will reconvene this year in
Geneva in November. We aim to grow the number
of schools participating and create an active
network of schools that promotes human rights
as an overarching frame for business education.

The way forward
As the field of human rights in business is
taking shape, teaching and research in leading
business schools is an important element of this
process. Developing teaching material and
tackling research questions that examine the
business models of corporations in different
industry settings will help to understand how
business can be a positive force for human rights.
This year marks the 70th anniversary of the
Universal Declaration of Human Rights. The
involvement of business in defending these
fundamental rights and freedoms is essential
for the future of our economies and our society.
As Zeid Ra’ad al Hussein, the UN High
Commissioner for Human Rights, put it recently:
“it is the accumulating human rights violations…
and not a lack of GDP growth, which will spark
conflicts that can break the world”.
Business educators need to adapt and be
responsive to this changing global environment.

About the Authors
Dr. Dorothée Baumann-Pauly is research director NYU Stern Center for
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A new book looks at some of the key findings from a study of
the evolution of management education in Latin America and
highlights current issues facing the region. By Gabriela Alvarado,
Howard Thomas, Lynne Thomas and Alexander Wilson

Latin America:

Management
education’s growth
and future pathways
T

he book Latin America: Management
Education’s Growth and Future Pathways
[Emerald, UK] follows a past, present and future
perspective on the growth of management
education in the region. In this article for Global
Focus we highlight some of the key findings from
our study of its evolution and look at current
issues facing the continent.
Our study zooms in on these issues via a series
of face-to-face interviews with rectors, deans and
influential educators from leading business schools
in Latin America. Our respondents were drawn from
leading, largely university-based, business schools,
which covers 77% of EQUIS-accredited schools,
82% of AACSB-accredited and 55% of schools
accredited by AMBA in the region.
This book continues the authors’ efforts to build
a global perspective on management education
and follows on from our studies in Asia, North
America, Europe and Africa.
Latin America provides a rapidly changing
context for providers of management education.
For example, the population of Latin America has
median age of 28 – a rather young population
compared with many developed countries such
as Germany and Japan whose populations have
a median age of 47 years.
Compared with other parts of the world, the
region has a high proportion of people within prime
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working age (25-54 years), the usual age profile of
the target market for graduate programmes and
executive education. At the same time, economic
and political change has opened-up the economies
of many countries in the region.
In March 2013, Bloomberg Markets magazine
published a ranking of the most promising
emerging markets that rated five Latin American
countries (Brazil, Mexico, Colombia, Chile and Peru)
among the top 20 emerging markets in the world.
Indeed, there is both the demographic profile,
political and economic context and appetite
for management education.
This research covers the 20 countries that
make-up the region. Each offers different
demographic characteristics, levels of technological
development, regulatory frameworks, economic
growth and degrees of openness, which have
impacted and influenced how management
education has developed and the growth
opportunities that have occurred. With a vibrant
mix of culture, history, and economic liberalisation,
Latin America presents a range of opportunities
and challenges for management education.
How has Latin American management
education evolved over the last 10 years?
As part of the research interview, respondents
were asked about the most important events in

77%

Our study respondents were
drawn from leading business
schools, which covers 77%
of EQUIS-accredited schools,
82% of AACSB-accredited and
55% of schools accredited
by AMBA in the region

28

The population of Latin
America has median age
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developed countries such as
Germany and Japan whose
populations have a median
age of 47 years
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Latin American management education over the
last 10 years in terms of the impact they have had.
Their responses coalesced around three broad
topics: the growth of management education;
globalisation; and changes in the regulation of
higher education.
Growth of management education
The demographic characteristics of Latin
America – a typically young and substantial
working-age population - have boosted the recent
growth of management education due to the need
to train large numbers of new executives and
entrepreneurs.
Accordingly, there has been an impressive
growth in the number of institutions providing
business education at all levels, both private and
public, but especially in the MBA and executive
education sectors. Currently, the estimated
number of schools offering business degrees in
Latin America is above 2,000, which represents
more than 12% of business schools worldwide.
In many countries, the competitive landscape
has changed and experienced high levels of
growth, which have contributed to enhancing
the quality of existing business schools but also
attracted new, low-price, for-profit universities.
Globalisation and open economy
Many Latin American countries opened their
economies in the 1990s, bringing about an increase
in multinational companies on the continent along
with more regional firms becoming global, causing
management education to become more relevant.
Globalisation and an open economy fostered
the internationalisation of Latin American business
schools in terms of international partnerships,
attracting foreign faculty and access to new
knowledge.
In addition, schools started to seek international
accreditations as a way to enhance their standing
within the international academic community. At
the end of 2016, there were 36 Latin American
schools from 11 different countries with at least
one international accreditation.
“The role that [our school] decided to take at the
beginning of this century, to go for international
accreditations, certainly became a main building
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No. of schools
World
Latin America

2015
16,484
2,041

Argentina

77

Belize

2

Bolivia

30

Brazil

376

Chile

38

Colombia

175

Costa Rica

45

Ecuador

54

El Salvador

24

Guatemala

11

Honduras

8

Mexico

1,000

Nicaragua

42

Panama

25

Paraguay

21

Peru

80

Uruguay

7

Venezuela

26

Table 1: Schools offering business degrees-any level
Source: AACSB International (2015)

block for management education within the
country. If I go back to the 1980s, [our school]
was almost unknown. Now [it] certainly has an
international recognition and other schools in
the country are following the steps that [we]
took a decade ago. So now there are other
schools getting international accreditation.”
However, globalisation also widened the
number of foreign competitors that arrived in
the region. Over time, foreign players have
typically been seen to operate through a rapid
entry and exit due to the cost structure. Despite
favourable demographics and an appetite for
management education, foreign entrants have
seldom found a financially viable business
model for operating in the region.
Regulation of higher education
The regulation of higher education was also
identified as an influential factor in shaping the
evolution of management education. In some
countries, the market for education was openedup to the private sector, while some governments
developed new quality control mechanisms, like
national accreditation processes, and new
regulations for masters degrees.
“During the last 10 years…the government
had decided to regain, in a sense, the control of
28

ensuring quality in higher education. Therefore,
a whole structure was established … asking
universities to go through quality accreditation
processes ... That has helped the country in
identifying those institutions that offer quality
education from those that are just businesses
for profit...”
However, these events triggered some
important issues in Latin American management
education. One is the heterogeneous level of
schools’ quality that stemmed from the rapid and
substantial expansion of business education in the
region and changes in regulation. This gave rise
to a very stratified educational system with only a
few schools and programmes at international level.
“Management education became much more
available to companies and managers. In the past …
it was only offered to an elite of the managers. Now
it became the norm ... So it grew considerably and
became very popular ... To reach all this population,
numerous alternatives appeared and not all of them
with the same quality level.”
Further challenges are posed by globalisation
along with the need to build up local relevance. In
particular, globalisation has made Latin American
business schools reflect on how to develop an
international mindset in their students and better
prepare them to succeed in a global environment.
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The predominance of US and European
theories has brought about a present need
to develop content that takes into account
the specifics and nuances of the Latin
American business environment

Further, it has led them to identify the importance
of offering courses in English to attract international
students and faculty in attempts to boost the
internationalisation of schools in the region.
“The introduction of English courses in many
of the programmes was a big issue. It’s part
of the opening of the country to free trade…”
Yet, some argue that this has come at the
expense of local relevance. The predominance of
US and European theories has brought about a
present need to develop content that takes into
account the specifics and nuances of the Latin
American business environment.
“In the past we copied a lot from the States. Most
of the schools have the models of the paradigm of
universities in the US, perhaps some in Europe.
Now I think we are trying to develop programmes
and activities that are applied to Latin America.”
In addition, having a young population with a
high proportion of people within the prime working
age range implies the need for more jobs, which
cannot be created solely by the big multinational
companies. Hence, there has been a growing
interest in entrepreneurship among young Latin
Americans, who require the knowledge and skills
to foster the growth of their SMEs and family
businesses, which play a fundamental role in
business and society.

“I do believe that one of the challenges that
management education has been facing during
the last 10 years is to learn how to train
entrepreneurs who can really create value and
not just survive.”
Finally, the influence of globalisation and the
dominance of the US model on Latin American
management education has prompted the shift
of schools from being mostly teaching-oriented
to becoming increasingly more research-oriented,
which creates the difficulty of recruiting researchtrained faculty.
“There has been a big change in the last 10
years in education. Basically, the most significant
one is related to the fact that schools are moving
from being teaching institutions to be researchinformed, at least…”
Concluding thoughts on the region
Together, these events and resulting issues
have created a number of challenges (and no
doubt some opportunities) for Latin American
business schools. Among the most significant
ones are
• faculty recruitment and development
• the need to diversify the schools’ sources
of funding
• how business schools in Latin America can
become more international
• the importance of adopting new learning
and teaching methodologies.
Although these challenges are not unique to
schools in the region, some of them are more
difficult to face for Latin American business schools
(such as faculty recruitment and development).
These topics and many other relevant ones
are addressed in-depth within the different sections
of the book.
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Stacking
the odds

Stackable programmes and courses deliver flexibility and options
to the market and allow universities to unlock their breadth
of knowledge. Paul Kofman describes a quiet revolution
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Stacking the odds | Paul Kofman

T

echnological disruption affects every sector
of the economy including education. From
TEDx talks on YouTube to edX MOOCs and Udacity
nanodegrees, the mode of delivery is increasingly
online.
Just as FinTech lowered the bar on entry to the
banking sector through mobile banking devices and
robot advice, EdTech allows entrepreneurial online
education providers to make a similar low-cost,
high-volume entry. Universities were ill-prepared for
this challenge. Until fairly recently their attitude was
to wait and see. They are now finally getting in on
the act, and doing so on their terms.
As degree-granting accredited and qualityassured institutions, universities have a significant
advantage over private providers. They are now
using that advantage while adopting the same
disruptive delivery model. By deconstructing
traditional degree programmes into “stackable”
learning modules, universities can maintain and
exploit their credibility and reputation while catering
for significant unmet demand.
Listen to the market
Change comes slowly at universities. The
principal method of transferring knowledge is
much the same as it was a hundred years ago:
face-to-face delivery on campus of semesterlength subjects. Part-time study is possible but
is often actively discouraged. After all, it takes
commitment to complete a multi-year programme.
Also, subjects are strictly sequenced to
complete the programme and the degree is only
awarded after the most advanced subjects have
been completed. Dropping out, and then opting
back in, is really not an option. When a student
changes his or her mind about their chosen
degree programme, they had better consider
whether credit for subjects already completed
can be transferred towards a more desirable
degree. Discontinuation of studies all too often
leaves the unfortunate student empty handed.
While degree students “slug it out”, many
post-professional students are overwhelmed by
the prospect of starting a degree programme with
the potential not to complete it. The investment in
time and finance simply does not stack up against
those risks.

What do these post-professionals want?
Answer: Flexible stand-alone learning modules
designed as stackable building blocks into various
degree programmes; where sequencing of subjects
is not fixed but flexible and multi-dimensional;
where the knowledge acquired can stand alone in
delivering on a single module’s learning objectives;
and the level of time/financial investment can be
tailored to individual circumstances.
The success and uptake of short, specialised
online courses illustrates the heterogeneity of a
global audience including, but not restricted to,
post-professional learners.
First, there are the professionals who want to
upskill or acquire new skills based on the latest
knowledge advances. They do this to enhance
or change careers. They might lack access to
traditional providers or simply cannot afford to
commit the time to complete comprehensive
degrees.
Second, there are the prospective degree
students who do not qualify for direct entry
into degree programmes and seek alternative
pathways. They pursue short intensive-mode
bridging courses that can prove their academic
ability.
Third, there are the existing degree students
who want co-curricular flexibility and “add-on”
credentials (like a language diploma) beyond their
chosen degree programme.
And lastly, there is the general public who seek
knowledge for its own sake or to better understand
the world they live in. They learn in an unstructured
way and have little desire to commit to lengthy
sequential degree programes.
Self-contained but stackable “bite-size” learning
modules offer an alternative to standard degree
programmes for all these prospective users.

What do post-professionals want?
Answer: Flexible stand-alone learning
modules designed as stackable building
blocks into various degree programme
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Needs of a new workforce
Employer-employee loyalty is not what it once
was. The millennial employees – keen to explore
their talents and broaden their horizons – are
seemingly reluctant to commit to a single employer
beyond a few years. They want multiple careers
throughout their working lives. Meanwhile,
employers – still reeling from the global financial
crisis of 2008 – prefer a more “casualised” work
force to scale their employment needs to economic
conditions.
While those two ambitions may seem to
complement each other, it is nevertheless a clash of
generations that has the potential to undermine the
stability of workforce roles. And it has implications
for employee training and graduate recruitment
skill sets.
In response, employees want to regularly update
their professional knowledge and skills either
for career advancement or for career change.
Employers want ready-to-deploy work skills and
they want to regularly upskill their staff to better
adapt to changing roles, tasks and technology.
The immediate benefit from supporting staff
to pursue lengthy (part-time) masters degree
programmes is considered increasingly limited in
achieving those goals. At worst, those programmes
encourage staff to seek new opportunities, change
careers and leave.
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Professional and industry bodies, employee
and employer groups, as well as large corporations
demand (or even offer their own) bespoke
programmes addressing these changing
educational needs. And private education providers
and consultants jumped into this void. Both
employees and employers want programmes
that signal verified, educational attainment.
This is where universities stand to gain much.
A reputable tertiary education institution
significantly reduces information asymmetry in
staff recruitment. Universities are quality accredited
to determine what level of depth in learning needs
to be achieved before a degree can be meaningfully
awarded. That quality assurance extends to the
accreditation of stackable learning modules
by awarding a badge, a certificate or a (micro)
credential.
Mosaic programmes – realising the
comprehensive university
From shared roots in medieval times and the
Renaissance, our university disciplines have over the
last century or so increasingly separated through
specialisation – in research as much as in their
teaching programmes. That’s about to change.
The identification of grand challenges and
wicked problems have forced university research
programmes to reconsider the wisdom of pursuing

Stacking the odds | Paul Kofman

For a stackable programme to have real
value, there needs to be a coherence that
equips the student with identifiable skills
and attributes. Working in partnership with
employers will allow universities to better
define the value in stackable credentials

isolated, ever-more specialised discipline
knowledge. Research centres and research grant
funding schemes now prioritise and reward
interdisciplinarity.
Teaching programmes are not far behind. In
a technologically disrupted world where many
traditional (and highly specialised) occupations are
under threat, different interdisciplinary skill sets
are required to best prepare students for the jobs
of the future. Stackable degree programmes allow
this transition to happen organically.
Through cross-referencing of graduate skills
and attributes in different disciplines, students
build a portfolio of credentials valued by employers
who expect their staff to be adaptable to change.
Rather than a disruptive necessity to change,
universities should grasp the opportunity of
interdisciplinarity.
After all, which private provider can afford
to offer the full range of disciplines offered by
a university? Consider bringing together finance,
programming and computer science with ethics
and mathematics (and carve out a career in
FinTech); or combine molecular biology with
computer science and design thinking (for a
career developing smart pharmaceuticals).
Exploring the cutting edge of knowledge in such
a broad portfolio of disciplines is only possible at
a university.
Stackable programmes and the university
Stackable modular education has been (and
is) considered by some a threat to deep learning.
There may be an element of truth in that but for
those academics who embrace it, it has opened
a much deeper understanding of the educational
building blocks and the assurance of learning.
Modularising curriculum is both a necessity and
a unique opportunity arising from online delivery
of curricula.

Just as online programmes, stackable learning
modules need to be purpose-designed. They need
to be stand-alone, contain a learning objective and
an assurance of learning assessment. It cannot
simply be a three-hour lecture slide pack divided
into 12 equal parts with a single comprehensive
final exam.
However, the biggest design challenge is for
the modules to be multi-dimensional, that is,
stackable in multiple disciplinary directions. A
set of leadership and strategy modules should
be stackable with a set of chemical engineering
modules just as easily as with criminology
modules.
That flexibility will require university-wide clarity
and consistency in the quality assurance of
stackable programmes. And while giving students
the flexibility to compose their own certificate/
diploma/masters, it should not be a free for all.
For a stackable programme to have real value,
there needs to be a coherence that equips the
student with identifiable skills and attributes.
Working in partnership with employers will allow
universities to better define the value in stackable
credentials.
There are a few other things that need to
come together for the successful delivery of
stackable learning modules. Academic workload
models will need to recognise modular teaching
activity. Particularly so when flexible teaching
periods are increasingly common to enable
regular delivery of stackable modules.
Discipline-based institutions will need to let go
of their exclusive disciplinary ownership of degree
programmes and co-ordinate the marketing of
interdisciplinary stackable programmes. And
perhaps most disruptive of all will be the need for
efficient and integrated administrative systems
tailored to the delivery of stackable programmes.
Disruptive changes but necessary conditions.
Universities bring reputation, research-led
educational specialisation and interdisciplinary
breadth. It would be foolish to ignore the
opportunity to expand our educational portfolio
in new, flexible ways that ensure life-long learning.
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The world is not so much flat as ‘spiky’. Wolfgang Amann,
Laoucine Kerbache and Nadine Burquel argue that traversing the
rough terrain of the MENA region requires a lot of local knowledge

The rise of the MENA region

Succeeding in
a ‘spiky’ world

34
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T

One of the drivers making the world
spiky” rather than “flat” is the rise of
the MENA (Middle East and North
Africa) region

here are many reasons for companies to
globalise and therefore as many reasons
for management development institutions
to prepare graduates of all programme types
for a globalising world. To name but a few
examples: globalisation allows companies to
gain access to new markets and customers,
or develop and/or use cheaper technologies,
more skilled or affordable HR, additional learning
opportunities or simply to gain scale effects
when venturing abroad.
However, a lack of deep insights into foreign
markets and how best to serve them prevents the
harvesting of these benefits. Furthermore, these
benefits change over time, rendering past insights
and solutions outdated, which does not make
harvesting them any easier. In line with New York
Times columnist Thomas Friedman, one could
argue that the world has become flat and that
distance and cultures matter far less nowadays.
Nevertheless, globalisation expert Pankaj
Ghemawat argues that globalisation is largely
misunderstood. First, there is no such thing as
full-blown globalisation. We live in a considerably
less globalised world than we might believe.
Second, what globalisation refers to depends
on its context. The globalisation of people, trade
and capital flows clearly lags behind the
developments in the field of information.
Third, the globalisation pendulum might
well swing the other way if the overall level of
enthusiasm for it weakens. Although there are
voices that see signs of a “de-globalisation” due
to spreading protectionism, statistics do not
fully support this supposition, as they too give
a mixed message.
In this context, two learning-related factors
emerge. One is that organisations and individuals
have to undertake their own analysis of what
changes really mean for them. The second refers
to organisations and individuals having to make
an effort to truly learn more about the rich diversity
of business environments that they face.
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One of the drivers making the world “spiky”
rather than “flat” is the rise of the MENA (Middle
East and North Africa) region. While Brazil, Russia,
India and China (BRIC) have received substantial
attention, as have subsequent acronyms, such as
the MINT (Mexico, Indonesia, Nigeria, and Turkey),
the Next Eleven (N-11) or CIVETS (Colombia,
Indonesia, Vietnam, Egypt, Turkey, and South
Africa), a case can also be made for the MENA
region to become better known.
Those venturing beyond traditional
eurocentricity or the west northern hemisphere in
general as a source of knowledge and wisdom can
learn about new opportunities and challenges.
The MENA – a region on the rise
The MENA countries are also, although less
commonly, referred to as WANA (West Asia and
North Africa), or NAWA (North Africa and West
Asia). This region usually includes the following
countries and areas: Algeria, Bahrain, Egypt,
Iran, Iraq, Israel, Jordan, Kuwait, Lebanon, Libya,
Morocco, Oman, Palestine, Qatar, Saudi Arabia,
Sudan, Syria, Tunisia, the United Arab Emirates
and Yemen.
The Middle East is also often referred to as
the “cradle of civilisation,” since three of the
world’s major religions originated there. The
region is highly diverse. This diversity needs
to be acknowledged in order to avoid a false
36

oversimplification or the illusion of a one-sizefits-all approach to doing business.
The region includes impressively dynamic
economies, such as Qatar, which has evolved
into the richest country on the planet in GDP
per capita. Hence, very poor and very rich areas
meet in the MENA region.
The region’s 380 million inhabitants are likely to
increase, with a GDP rapidly approaching $4 trillion.
The only deplorable exception should be the various
conflict-prone areas. Nevertheless, the MENA
region has roughly 60% of the world’s known oil and
45% of its gas reserves. MENA countries are rather
heterogeneous – with three groups emerging, each
requiring different recipes for success:
Group 1
Group 1 consist of resource-rich, labour-abundant
countries, such as Algeria, Iraq, Syria, and Yemen,
which produce and export successfully. These
countries have a largely native population.
Group 2
Group 2 has resource-rich, labour-importing
countries that produce and export energyrelated resources but rely heavily on foreign
or expatriate residents. This group comprises
the Gulf Co-operation Council (GCC) including
Bahrain, Kuwait, Oman, Qatar, Saudi Arabia
and the United Arab Emirates.

380m
The region’s 380 million
inhabitants are likely to
increase, with a GDP rapidly
approaching $4 trillion

60%

The MENA region has
roughly 60% of the world’s
known oil and 45% of its
gas reserves
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The Middle East is also often referred to
as the “cradle of civilisation,” since three
of the world’s major religions originated
there. The region is highly diverse. This
diversity needs to be acknowledged in
order to avoid a false oversimplification
or the illusion of a one-size-fits-all
approach to doing business

Group 3
Group 3 has resource-poor countries and areas that
are smaller producers, or even importers, of oil
and gas, such as Djibouti, Egypt, Jordan, Lebanon,
Mauritania, Morocco, Tunisia and Palestine.
Beware business idiosyncrasies
For decades, business knowledge published in
international bestsellers and discussed in business
schools around the world was primarily developed
in the west northern hemisphere, with a strong
focus on the Anglo-Saxon region. As other regions
in the world develop, catch up, and become richer,
the diverse, volatile nature of doing business
internationally becomes more important. China,
for example, has been transforming itself from
the workbench of the world only a few decades
ago to a broadly diversified innovation powerhouse.
With this accelerated progress comes a
rediscovery and refocusing of its value heritage
at the expense of Western business acumen. For
example, in 2005, Professor Neng Liang of CEIBS,
a Chinese business school and an increasingly
global powerhouse in management education,
received three prestigious awards at one of the
international management education community’s
most important conferences, the Academy of
Management. He argues that US case studies
simply do not work in mainland China and
that learning from the West might therefore
be erroneous.
37

EFMD Global Focus_Iss.2 Vol.12
www.globalfocusmagazine.com

If businesses and all other members
of a society were to work towards a
Falah economy, which fosters universal
happiness, well-being and self-created
success, a number of management
models and tools – which mostly have
a US origin – must be re-interpreted
in order to create a global patchwork
of managerial solutions
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The MENA region, in turn, has its largely shared
Islamic faith as a common denominator. The
more this region develops, the more prominent
it becomes. The core idea is to create a Falah
economy. If businesses and all other members of
a society were to work towards a Falah economy,
which fosters universal happiness, well-being and
self-created success, a number of management
models and tools – which mostly have a US origin
– must be re-interpreted in order to create a global
patchwork of managerial solutions.
Capitalism and Islam differ, for example,
regarding the views on human nature, the role
of materialism, ownership, the centralisation or
sharing of economic power, the role of money,
the types of preferred contracts and financial
services, priorities within economic development,
and the ways knowledge is viewed and utilised.
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Diversifying our sources of learning
Next to several regions rediscovering and
strengthening their own values, global signs
of unsustainability question past leadership
and management models. It motivates
executive education providers in general and
business school deans, programme directors,
and professors specifically to discuss the
extent to which management is culture-free,
or culture-bound, more intensely with their
programme participants.
Doing business in the MENA region is a
recently published book that supports such
discussions. It contains award-winning cases
on the MENA region from the EFMD Case
Writing Competition (http://www.efmd.org/
research/awards/case-writing-competition)
– a prestigious, annual global case writing
competition.
The cases focus on different industries
including transport, trading and retail, health
care, white goods and construction.
Key topics, such as perpetuating family
businesses, sustainability, crisis management,
market penetration and internationalisation,
online strategies and quality management can
be explored with such context-rich case studies,
thus allowing management educators and
learners to better understand the region, its
diversity, opportunities and challenges.
Such local case studies can improve the
learning journeys in management better than
cases on the “usual suspect”’ companies in
developed economies. If the world is not flat,
then the case studies used in management
education should reflect the spiky nature, the
volatility and the diversity of the markets in
which the management education programmes’
graduates have to succeed.
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David Pontoppidan and David Everhart say that a solid understanding
of the basics of learning is now in place and technological aids
are increasingly available. Now is the time to put them together
into blended learning journeys that deliver high and lasting impact

Digital learning

How to train for
long-term impact
G

lobally, the return on investment from
e-learning is fading. In 2016, global revenues
for self-paced e-learning reached $46.6 billion, a
stagnant development from $46.9 billion in 2015.
By 2021, worldwide revenues for e-learning are
expected to decrease to $33.4 billion with negative
growth especially present in countries that currently
have some of the highest spends on e-learning.
To enable long-lasting, high-impact behaviour
change digital learning must involve a process
over time that includes participation, interaction,
coaching, feedback, team-based problem
solving and other forms of human collaboration.
Scientific basis
More than 60 years ago, Benjamin Bloom
and a committee of educators devised what we
now know as Bloom’s taxonomy - a classification
of educational learning objectives into levels of
complexity and specificity that has since become
a foundation for educational communities around
the world.
According to this taxonomy, people’s cognitive
domain progresses from remembering, to
understanding, to applying knowledge, to analysing,
to evaluating and finally to creating new things and
concepts based on the knowledge.
The lowest level of Bloom’s taxonomy is reached
through passive learning assets – books, lectures,
videos and so on. Reaching higher levels of learning
requires collaboration and interaction, mentoring
and, most importantly, challenging assignments
and application opportunities. Traditional e-learning,
which rarely moves beyond one-way information
sharing, typically fails to incorporate what Bloom
40

and his colleagues wrote about
60 years ago and what sounds
like common sense to us today.
The 70:20:10 principle
The 70:20:10 principle applies
to all learning that creates a true
developmental effect and anchors
new behaviours.
According to this principle, first
proposed by McCall, Lombardo and
Eichinger 20 years ago, only about
10% of development comes from
formal learning programmes.
People gain about 20% of
development from key relationships:
studying and working with others who
can model effective behaviours and give feedback.
These mentoring and coaching interactions
are critical to one’s development. The lion’s share
of development, the remaining 70% of skill and
competence learning, comes from on-the-job
activities: having challenging assignments that
require new skills and behaviours.
In the midst of the discussions concerning
face-to-face vs digital learning, the key question in
our view is “What works best?” Although technology
is constantly evolving, the human brain has changed
very little in the past one hundred years. Although
technology-enabled learning methods add valuable
tools, people still learn in much the same way they
always have. The goal of corporate learning is to
combine all available methods, including traditional
and technology-enabled, to maximise cost and time
efficiency and effectiveness.
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77% 70%
By 2021, worldwide revenues
for e-learning are expected to
decrease to $33.4 billion from
high of $46.9 billion in 2015

According to McCall,
Lombardo and Eichinger,
only about 10% of
development is from formal
learning programmes, 20%
from key relationships, and
the remaining 70% comes
from on- the-job activities:
having challenging
assignments that require
new skills and behaviours
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What are the different types of technologyenabled learning approaches?
Although these terms tend to be used
interchangeably, we distinguish among four
different types of technology-enabled learning:
Traditional e-learning: This is built on the
assumption that individuals can acquire
knowledge by clicking their way through a fixed
one-way online programme. A large amount of
content is presented over the course of several
lessons, either in written or spoken monologue
form. Some limited engagement is mimicked
through simple comprehension tests. Learners
are expected to click through a fixed number of
modules. Typically success is measured by the
accuracy of one’s answers on the final multiplechoice test.
Digital learning: This is asynchronous,
self-paced online interactive learning, typically
conducted over several modules. The modules
are tailored to the participants' mastery level,
learning styles and motivations. Multiple
learning instruments are used, allowing
for instant interaction, questions and group
reflection. The modules are designed to
create engagement, interaction and a lasting
learning impact that can be transferred to
the participant’s everyday context. Analytics,
gamification, coaching and mentoring can
be included as elements.
Virtual learning: This is similar to digital
learning in terms of flexibility of location, but is
synchronous and not self-paced. Virtual learning
utilises online digital platforms (like Webex or
Adobe Connect) and involves a live facilitator
who interacts directly with participants. Virtual
learning often includes breakout rooms and other
elements that encourage peer-to-peer discussions
and other interactive learning methods.
Blended learning: This is learning that blends
together traditional in-person, virtual, and digital
learning. This approach takes advantage of
all methods to create high-impact, time and
budget efficient, programmatic interventions
that permanently anchors learning and
behaviour change.
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90%

Ebbinghaus’ Forgetting
Curve tells us that up to 90%
of everything we learn today
can be lost within a week.
We believe, and the 70:20:10
principle reinforces this
idea, that lasting impact
comes when digital learning
is anchored in people’s
daily activities

A vision of digital and virtual learning that
creates long-lasting impact
Learning is not a destination, it is a journey.
Our view is that future digital learning requires
a shift towards an employee-centric approach,
with Bloom’s taxonomy as its basis. We believe
that future sustainable digital learning should
focus on social, collaborative and interactive
elements. Learning as acquisition and learning as
participation are not mutually exclusive approaches.
Digital learning must provide opportunities for
applying newly-introduced skills and behaviours
to the learner’s actual work environment. In this
approach, individuals should be able to “pull”
online learning just-in-time. There need to be
built-in opportunities for learners to receive
real-time coaching and personalised advice on
how to use the knowledge in their own context
at the times when learners need it.
Ebbinghaus’ Forgetting Curve tells us that up
to 90% of everything we learn today can be lost
within a week. We believe, and the 70:20:10
principle reinforces this idea, that lasting impact
comes when digital learning is anchored in people’s
daily activities. Learning content should be available
in an interactive format that allows learners to
select what they need to learn and how they
collaborate with others on the development journey.
This learner-centred focus requires dynamic
and flexible approaches from learning providers,
both in terms of technology and in terms of design.
Technology can further be used to facilitate
learning by screening the learners’ level of
mastery and motivation before and after their
learning experiences.
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The importance of people analytics
Intelligent use of analytics allows preassessment of learners’ interest levels and
insights into how to build development journeys
that fit learning style, motivation and pace.
When used correctly, there is strong potential
for using analytics in digital learning processes.
Currently there is an increasing demand for linking
people analytics to organisational results. Learning
platforms must be able to collect and manage
relevant data on people’s learning and the data
should be available real time. Here are three ways
organisations can use data proactively:
1. To measure the competencies, behaviours,
motivation and skills important to the
organisation’s strategic direction.
2. To map employee consumption of internal
development programmes and from this create
suggestions for in-role application of new
learning. This enables the entire organisational
to support development.
3. To understand what the employee population
is seeking to learn by surveying what people are
searching for from work-based devices. This
can uncover new demand-generated areas for
development focus.
Flipping the classroom
Just-in-time approaches to learning and
analytics raise new expectations of instructors
and trainers. For a long time in professional
training and development there has been a
focus on the transition of the instructor’s role
from that of a teacher to that of a facilitator,
helping learners through their learning journeys.
Nowadays, organisations also expect the
facilitator to be a coach and potentially a mentor.
Digital learning methods greatly enable
the “flipped” classroom. Instead of passively
consuming learning through listening to lectures,
learners can access pre-screened (“curated”)
information through watching videos, reading
articles and so on. Following this, learners should
be given an opportunity to reflect collectively
and personalise and apply the new knowledge
together with a coach and other learners online.
The coach and other learners become the
participants’ developmental relationships. In the
interactive sessions, it is essential to focus on
applying the topics discussed and converting
them into on-the-job actions.

Digital learning methods greatly
enable the “flipped” classroom. Instead
of passively consuming learning
through listening to lectures, learners
can access pre-screened (“curated”)
information through watching videos,
reading articles and so on

Gamification and the Proteus effect
Gamification can help engage learners
further and make the successful transfer
from online environments to real life. Learning
journey designers should, however, handle the
gamification process intelligently and keep in
mind that behaviours seen in online simulations
are not always directly compatible with
people’s real life behaviours. This is known
as the Proteus effect, when people create
an altered “online” version of themselves.
Transfer of the newly learned behaviours should
be accompanied by professional guidance,
reflections and coaching along the learning path
to bring learning into the real business world.
Conclusion
All these individual factors are extremely
important for achieving long-term impact with
digital learning experiences. In traditional face-toface learning experiences, we consider and design
for individual differences, cultural aspects and
learning styles. This must also be done when
designing digital and virtual learning journeys.
We see the need for agility as a core requirement
in designing digital learning solutions that have a
lasting impact. A focus on learners’ motivations and
on supporting them throughout their journeys is
key. Technology only enables and facilitates the
process.
Solid understanding of the basics of learning
is in place. The pieces of the technological
puzzle are available. It is time to put them
together into learning journeys that deliver high
and lasting impact.
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Greater understanding of value, together with today’s big data
analytics, gives companies the potential to put value creation
at the core of their business. By Peter Stokes, Gautam Mahajan,
Gerardus JM Lucas and Paul Hughes

Creating value

Value co-creation
and value destruction
H

istorically, value has been understood largely
in economic terms centred on, for example,
notions of price, cost, profits and shareholder
wealth. However, contemporary understandings
of value also point at value being created through
and around products and, above all, services,
experiences and relationships involved in
creating good, or improving the well-being
of people and situations which are considered
valuable by various stakeholders. This means
that value is surrounded by subjectivities.
Furthermore, value is created by self-identity.
For example, some people may see great value in
saving the world’s rainforests but people who rely
on logging of those forests for their livelihood may
not place the same value on them. Thus, a “value”
is grounded in a particular belief that is related to
the worth of an idea, behaviour or mutual evaluation
of a relationship. Also, “price” is often perceived
by many people as a key marker of “value” but
curiously, all too often price is quickly forgotten
once a commitment to purchase is made and other
emotions and factors begin to be foremost in the
purchaser’s mind.
Considering value against this larger backdrop
extends the potential understandings of value to
that of “values” and issues of behaviours or
attitudes. Moreover, the advent of the internet
and social media has heightened the intensity
and speed of interaction by stakeholders
connected to value – allowing them to report
rapidly both satisfaction and dissatisfaction.
Given the emergent nature of the discussion
on value, scholars and practitioners use the
44

expressions “value” and “value creation” drawing
on varying and competing definitions. For
example, the processes and co-creation of value
considered in the field of Service-Dominant Logic
(SDL) has been an ongoing debate. A key tenet of
SDL is that value co-creation is a responsibility of
all stakeholders. In value co-creation, value grows
beyond its prima facie economic meanings to
encompass value-adding or value-(co)creating
outcomes such as “satisfaction”, “pleasure”,
“contentment”, “sense of security” and so forth. In
this regard, the word “adding” signals incremental
and innovation whereas “creating” underlines
original development or invention of value.
Of course, such outcomes are recognised
as reinforcing or feeding back into customer
satisfaction and loyalty as well as creating
company competitive advantage. Thus, SDL,
rather than viewing products as the basis for
exchange, views service as the essential object
with goods and products functioning merely as
a vessel of such processes rather than the key
focal point.
In SDL, everyone (including organisations and
institutions) is involved in value co-creation and
hence it is a highly relational process.
Value creation thus becomes a collaborative,
contextual, experiential and cyclical process
in which various stakeholder interactions
and dynamics are imperative. If the customer
senses that he or she has derived more benefit
then the combined price and non-price (ie
service) then value is deemed to be created
for the customer.
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“Price” is often
perceived by many
people as a key
marker of “value”
but curiously, all
too often price
is quickly forgotten
once a commitment
to purchase is
made and other
emotions and
factors begin to
be foremost in the
purchaser’s mind
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Equally, it is important to state that, within
such cycles, value can also be destroyed and
on occasion this may imply the co-destruction
of value. Value is generally destroyed by allowing
unfair or one-sided creation and wasteful or
useless activities and behaviours to prevail. Simple
examples can be found here – reading unimportant
emails, behaving illegally or immorally, cheating or
being unfair, misuse of resources, over-staffing,
unnecessary travel and many such examples found
in contemporary organisations. All such events
represent value-destroying activities and it requires
discipline to ensure that they do not permeate
an organisation. Gautam Mahajan’s 2016 model
(Figure 1) summarises the dimensions and
stakeholders of value creation and their likely
impacts in various regards.
Furthermore, some commentators have
argued that in spite of an espousal of SDL by
many organisations, value creation essentially
remains a company-centric affair rather than
involving wider stakeholders. Professor Christian
Grönroos, in an article in European Business Review,
provides examples of companies all too readily
talking about “value propositions” linked to solution
and service offerings as if it were they controlling
or overseeing the value-creation process. Therefore,
it is important to rather see value as something
that the customer creates through his or her choices
and experiences.
Importantly, value creation has now moved on
well beyond academic debate and is increasingly
being embedded in the wider business and
institutional world. The BS 76000:2015 Human
Resource – Valuing People – Management System –
Requirements and Guidance standard produced by
the British Standards Institution is a prime example.
The Standard states:
This British Standard provides a framework for
an organization to create an individually-tailored
management system, or to align existing systems,
to realize the full value (actual or potential)
that people provide to the organization through
their capabilities, knowledge, skills, networks,
experience, behaviours and attitudes (British
Standards Institution, 2015).’
In addition to the above-discussed “what” and
“why” debates and their complexities, discussions
have also evolved regarding at what specific point
value might be created. Mahajan proposes that
value exists around us and represents potential
waiting to be realised; it comes into the transaction
sphere once it is perceived. A classic example is
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Value Creation Framework
Employees

becoming educated on the latest management ideas of value creation leading to
self-improvement and to superior performance and value creation for other employees,
the department and the company and avoiding value destruction

Customers

increase value to customers, increasing loyalty, market share and the customer asset.
Create value for the customer before you extract value

Partners

creating value for your partners (supply and delivery chain and unions) will increase
value for you as they become more loyal to you and go the extra mile to benefit you

CEO

value creation is a strategic and practical guide for CEO success and leadership style:
refocuses on important work and not just on urgent work. Shows the ceo how focusing
on value creation is a natural business practice, does not add to costs but to success
and profits. Decision making can be made by understanding what creates more value,
and helps in managing dilemmas

Society

creating value for society and having values that resonate with the customer will
make you a preferred employer and company of choice for the customer and they
will reward you with more business and/or higher prices. Values create value

Company

value will be created for the company, it will get longevity and long-term success, and
increased ROI. Value-creating companies will get a higher customer value index and
become more desirable to your customers and non-customers

Shareholder

shareholder wealth will increase in the short and long term. Their company will be
more respected and profits and share price will go up. A 1% increase in customer
value will increase share price 4.6%

Figure 1:
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Embedded in value-creation processes,
be they SDL or others, are surely important
notions of empathy, compassion,
authenticity, enjoyment, credibility,
honesty, empowerment and accountability
to mention but a few

the driverless car: the value it offers existed
but was not noticed or taken seriously for a
long time.
Thus, intermediaries and parties in parallel
complex distribution channels are also likely
to play a role. Thus, overall, relationships and
relational dynamics within firms and networks
plus inter-dynamics between firms, customers
and other stakeholders emerge as paramount
in notions of value co-creation.
Implicit in these dynamics, and perhaps less
explored, are the individually held beliefs and
attitudes which must accompany any creation
or perception relating to value creation.
Embedded in value-creation processes, be
they SDL or others, are surely important
notions of empathy, compassion, authenticity,
enjoyment, credibility, honesty, empowerment
and accountability to mention but a few.
At a more abstract level, these developments
in our thinking on value, and the creation
thereof, may help us deal with the utility
measurement problem economics has
contended with for a long time. Because
observed prices (willingness to pay) are not an
exhaustive measure of utility externalities occur.

On the one hand, a good example would be
situations where natural resources such as water
and air are used with detrimental consequences
for society yet no means is available to have
individual economic agents take into consideration
the destruction they cause. On the other hand,
unintended consequences of economic activity
can generate value over and above what is
factored into the prices charged for realising
that economic activity. A good example is that
innovative industrial and architectural design
creates aesthetic value enjoyed by third parties.
Greater understanding of value and its creation,
allows us to address negative externalities and
harness positive ones. In this age of big data
analytics offering detailed insight into all aspects
of corporate activity, the potential for companies
to put value creation at the core of their business
has been unleashed.
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Julie Davies, Pamela Decker, and Diane-Gabrielle Tremblay
discuss how the world comes to iaelyon School of Management
for an international week every January

An ‘at home’
study abroad
experience
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An ‘at home’ study abroad experience | Julie Davies, Pamela Decker, and Diane-Gabrielle Tremblay

A

s Edeltraud Hanappi-Egger noted in January’s
Global Focus, internationalisation and the
mindset of internationality are key for business
school accreditations and rankings and valuable
for individual students.
Yet the pendulum has swung towards
anti-globalisation in a Trump era. In this article,
we reflect on the multiple benefits of organising
an annual international week on campus as a
solution to reaching students for whom a study
abroad experience is not an option.
Recreating studying abroad while staying put
Nitin Nohria, Dean at Harvard Business School,
has invested significantly this decade in requiring
MBA students at the end of the spring term
to participate in its FIELD (Field Immersion
Experiences for Leadership Development) Global
Immersion Programme (FGI). Student teams are
sent into global markets for a week to develop a
new product or service concept for global partner
organisations. The FGI method is intended to
complement Harvard’s signature case method.
Clearly, though, few business schools can afford
this level of investment. Indeed, not all business
school students have the financial wherewithal,
inclination, or personal circumstances to enable
them to study abroad.

23%

While 23% of students
at iaelyon School of
Management study abroad
(10% higher than the
average in similar business
schools), the challenge
was the other 77%

So, while some students relish study abroad
opportunities and add multiple international
internships to their CVs, others have little or
nothing to illustrate the international mindset
that business school accreditations and many
employers require.
Beyond evidence amassed in business schools
to showcase international orientations such
as overseas faculty members, visiting faculty,
international partnerships and cross-country
research projects, how can business school
leaders address the blind spots of those students
at risk of graduating without exposure to any
international study / work experience?
This was the challenge facing Jérôme Rive
at iaelyon School of Management in France over
a decade ago before he became Dean of the
school. Although 23% of students did study
abroad (10% higher than the average in similar
business schools), he was concerned about
the other 77%.
Thinking large in Lyon
The motto of iaelyon School of Management
is “think large”. This reflects adaptable and open
mindsets. Its mission is to be a “socially sensitive”
enterprise as one of the largest full-service
university-based business schools in the French
public sector. The international week exemplifies
“thinking large” in practice.
Background and purpose
IAE’s international week was created by
Jérôme Rive in 2006 to address his ongoing
concern regarding the vast majority of students
who did not benefit from an international study
abroad experience. How would these individuals
face the multiple facets of globalisation after
they graduate and enter the workplace?
Dean Rive felt strongly that some of
IAE’s students needed a different type of
internationalisation programme to replace the
lack of a study abroad experience on their CV.
In line with the School’s values, such a
programme would also be centred around its
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Professors and students learn the
importance of cross-cultural experiences.
People from all over the world overcome
their language barriers, share stories, and
enjoy the 'bonhomie' of this programme

ethos of social responsibility and sharing worldly
knowledge. The answer was to bring the world
to Lyon—a whole group of workshop facilitators
from all corners of the world—and to require all
master’s students to participate.
The programme consists of intimate classroom
settings of 25-30 students per seminar, who
typically work in small groups. In January 2018,
the international week comprised 68 academics
from 29 countries facilitating 91 seminars covering
10 themes in the areas of business, leadership,
and management.
In the beginning, 12 years ago, the international
week included fewer than 10 academics and
there was a strong focus on improving students’
standard of English.
Over the years, there has been greater emphasis
on international perspectives, diversity, and thinking
from non-Anglo-Saxon regions. Many of the
seminars stress the importance of corporate social
responsibility in organisations. Another aspect of
the evolution of the international week has been
the inclusion of local businesses and an invitation
for them to send their employees to participate.
The international week also includes research
seminar presentations from international doctoral
students, sessions on pedagogical innovation,
a CSR Network and TEL (Technology Enhanced
Learning) workshops.
Students say they appreciate the diversity of
pedagogical perspectives, including role plays, oral
presentations, case studies, and active discussions
in class. One Mexican professor brings a huge case
of Lego Serious Play for a strategy workshop. The
students ask many questions beyond the course
content about how we see things in different parts
of the world.
Another important aspect of international week
is the fact that classes are taught in different
50
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of intimate classroom
settings of 25-30 students
per seminar, who typically
work in small groups

68

In January 2018, the
international week comprised
68 academics from 29
countries facilitating 91
seminars covering 10 themes
in the areas of business,
leadership, and management
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In the beginning, 12 years
ago the international week
included fewer than 10
academics and there was
a strong focus on improving
students’ standard of English

languages other than French, with most taught
in English. While this creates some angst among
students who do not feel they can speak or
understand the language well enough to
converse properly, their confidence increases
over the 18 hours for each series of seminars.
Many students are well aware that English
is the language of business and they appreciate
this aspect of the programme in preparing for
the business environment. Students say they
would like to spend more time with foreign
professors and to get to know their new team
members a little better.
It is not only professors and students who
benefit from programmes such as this, but
also the university’s administrative staff. During
iaelyon’s international week, there are a number
of individuals who play instrumental roles in
the selection of courses, logistics, the social
programme, as well as the day-to-day running
of the schedule.
Like the professors and students, these
individuals have learned the importance of
cross-cultural experiences. People from all
over the world overcome their language barriers,
share stories, and enjoy the bonhomie of this
programme. Some participants even say that
when faculty start arriving for international week
each January, it’s like a family home coming.
As Jérôme Rive steps down after his decade
as Dean of iaelyon in 2018, after a maximum of
two terms, academics as well as students, hope
the international week initiative will continue
to flourish. We are also keen to re-create this
programme in other parts of the world to
encourage multiculturalism and intercultural
communications especially for the hard-toreach students who do not study abroad.
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THE

DIGITAL
REVOLUTION

IN MANAGEMENT EDUCATION


Nowhere is the impact of digital technology more apparent – and important
– than executive education custom programmes. Olga Alonso Pelegrín
and Sergio Vasquez Bronfman investigate the implications,
particularly the use of ‘blended’ teaching
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O

ne area undergoing a true digital revolution
in Executive Education is custom/bespoke
programmes, since this is where technology is
making a very deep impact in response to the
highly dynamic environment in which companies
and organisations are operating. This revolution
applies to both training concept and training
approach, since it affects management content,
leadership models for training and the importance
of the "learning experience" concept. Furthermore,
digitisation increases the cost efficiency and
return on investment of these programmes.
Custom programmes are the tool that has
been used by companies for years to develop
their executives’ and managers’ talent, and they
are always aligned with strategic objectives.
Precisely because they work with strategic
resources, such as key professionals, custom
programmes are reinventing themselves to
adapt to the digital contexts in which executives
and managers carry out their everyday work and
in which the internet, apps and social networking
are an integral part of their daily activities.
We must go beyond the face-to-face/online
dichotomy and look deeper into the changes
that the digital age is imprinting on content,
methodologies, channels and even the role of
the teacher/trainer in custom programmes.
The first change affects management content.
The content of any custom programme must now
incorporate information about the ways in which
digitisation is transforming business processes. In
this area, most interest is focused upon the digital
client’s experience.
The second change affects the leadership
models which are part of training in many
custom programmes: the ability to "embrace"
digitisation and disruptive technologies and
the influence to make the organisation absorb
this change are the new challenges that digital
transformation now requires from leaders.
The third change refers to the importance
of the "learning experience" concept. Custom
programmes, in which executives and managers
participate, require stimuli which provide them

We must go beyond the face-to-face/
online dichotomy and look deeper into
the changes that the digital age is
imprinting on content, methodologies,
channels and even the role of the
teacher/trainer in custom programmes

with a true experience during the training
process. ‘Learning technologies’, with their
variety of resources and channels (synchronous/
asynchronous, collaborative, ‘anytime/anywhere’,
Internet-based) allow for an attractive, flexible and
stimulating environment to be created, which
makes the experience much more enriching.
This experience is also enriched by the fact
that technology opens up the possibility for the
custom programme to reach global, culturallydiverse groups, greatly enhancing the participants’
communication and interaction processes.
Furthermore, digitisation increases the ability
of custom programmes to "personalise" learning,
which also increases the participants’ perception
of having a ‘positive experience’.
The fourth change relates to cost efficiency.
The possibility of designing custom programmes
based on the combination of digital and non-digital
resources significantly improve cost efficiency,
because it requires fewer hours in person from
the expert teacher and reduced use of physical
spaces. Likewise, it greatly reduces the demand for
executives and managers to be present in person,
outside of their ‘working habitat’.
The fifth change is concerned with return on
investment and the possibility of bringing down
barriers between learning and application to
daily work of what has been learned or acquired.
The disappearance of the space/time concept
from traditional training programmes with the
introduction of "learning technologies" allows
professionals to see, in real time, the way in which
their learning impacts on their job; this is because
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the learning-application-feedback process runs
continuously, thanks to technological resources.
Finally, since all changes have their challenges,
we custom programme providers must also
transform our mindset and include digitisation
as an integral part of our working methods.
The system of working in open environments,
facilitated by digitisation, also has a direct impact
on the companies that take part in these new
custom programmes, contributing to development
of innovation.
This is why the introduction of "blended"
methodology is essential in Executive Education
programmes, where executives and managers
participate in environments which match the
digital context in which they carry out their normal
duties, allowing them to adapt the learning
process to their own pace. This learning is,
therefore, a continuous process that runs parallel
to their daily work and always links to issues
directly related to the carrying out of their duties.
For example, in ESCP Europe Business
School’s design of Executive Education Custom
Programmes we have created the “Blended
Learning Solutions” methodology, where we
use technology to integrate formal and informal
learning contexts, therefore successfully
adapting to the new digital age.
This “Blended Learning Solutions” methodology
is based on four pillars:
1. Teaching: active learning methods.
One of the main reasons for Executive
Education’s low ROI is the knowing-doing gap, i.e.
the gap between what is learned in class and what
is done every day in the workplace. Active learning
methods (learning by doing, reflective learning,
action learning, gamification techniques, etc.)
allow for bridging of the knowing-doing
gap. These methods have been known by
educational innovators for decades and have
been implemented in face-to-face education;
the challenge is now to apply them to digital
learning, especially distance education.
This is precisely what we have achieved
at ESCP Europe by designing digital courses
entirely rooted in professional practice, using
it as a starting point, illustrating it with theories,
concepts and methods, helping students to
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learn to do a job rather than simply talk about
a job and, last but not least, applying everything
to their own professional practice. In Executive
Education, especially in custom programmes,
this is the best way to bridge the gap between
knowing and doing and, consequently, to radically
increase ROI.
2. Agile development techniques.
The traditional method of developing material
in digital learning is called ADDIE (Analysis, Design,
Development, Implementation and Evaluation).
An important point here is the linear nature of this
methodology: when you are at the Development
stage, the Design stage has been and gone.
One main problem of ADDIE methods is the gap
between expectations of how a digitalised course
will be and how it really is. This problem derives
from the fact that the early steps centre around
abstract notions. For instance, during the Analysis
and Design stages, weeks can be spent discussing
the objectives of a course with professors.
Instead of becoming bogged down in abstract
notions, we have implemented agile development
methods and, more specifically, evolutionary
prototyping. As soon as possible, with the material
at hand, we build a course prototype on the
digital learning platform, evolving it until its
result is deemed satisfactory by the teacher, the
instructional designers and even some students.
With this method, not only is there no gap between
what is designed and what is ultimately produced
("what you see is what you get"), but we also reduce
delivery time.
3. Re-usage of content.
The "atoms" of our digital learning courses are
not courses themselves, nor their learning units.
"Atoms" are assignments, interactive reading set
by a lecturer, videos, etc. By storing and classifying
all this material in a Digital Learning Library, we can
reuse it when developing new Executive Education
programmes. Additionally, content curation of
digital learning material created by others enriches
this Digital Learning Library and saves us from
having to reinvent the wheel (so to speak).
This gives ESCP Europe's Executive Education
increased flexibility and responsiveness when
it comes to developing new programmes.
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Digital technology should be interpreted
as a "possibilities opener". This is the role
that techniques – and, nowadays,
technology – have played in history from
the point of view of entrepreneurship and
innovation. Technology opens up new
possibilities: doing things differently and
doing things that were not possible before

4. Technology as a "possibilities opener".
There is nothing like “digital pedagogy”. Passive
learning methods can be implemented in face-toface learning (this is usually the case for lecturing)
and in digital learning. Active learning methods are
not unique to online education; in fact, most online
programmes are based on passive learning
methods and this is the main reason for their high
drop-out rate. We have proven that active learning
methods can be implemented in digital education;
however, of course, these methods can be (and are)
also implemented in face-to-face education.
Digital technology should be interpreted
as a "possibilities opener". This is the role that
techniques – and, nowadays, technology –
have played in history from the point of view of
entrepreneurship and innovation. Technology
opens up new possibilities: doing things differently
and doing things that were not possible before.
For instance, allowing people to access education
regardless of their physical proximity to the place
where this education is delivered. Or providing
access to learning material and professors
regardless of being online at the same time.
Or creating learning environments where students
can experiment risk-free, etc.
Together, these four pillars facilitate a
differentiated learner experience and a powerful
business model.
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approach to using artificial intelligence to enhance
the student experience at a business school in Peru
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World-Class
Students
in Peru

56

Developing World-Class Students in Peru | Percy Marquina Feldman

P

eru is one of Latin America’s top economic
performers, classified as an upper-middle
economy with a per capita of $US6,150 according
to the World Bank Its capital, Lima, is a city where
internal and external (such as Venezuelan)
migrants look for business opportunities.
Understanding this business context requires
a scientific approach and La Pontificia Universidad
Católica del Perú (founded in 1917) decided to
take up the challenge in 2000 with the opening
of CENTRUM Católica Graduate Business School.
By the 2017 CENTRUM’s online MBA was ranked
at an impressive 17th position worldwide.

1551 17th
The oldest continuous
education in the
Western Hemisphere was
established in Lima in 1551

By 2017 CENTRUM
online MBA was ranked
at an impressive 17th
position worldwide

Higher education is not a new phenomenon
in Peru; the oldest continuous education in the
western hemisphere was established in Lima in
1551. And although years of economic crisis have
left their mark on the quality of its institutions, they
are rising again.
Today, new technologies increasingly question
how we perceive and process information -and not just in academia. Renowned technology
and banking corporations such as Amazon and
Citigroup are embracing artificial intelligence (AI)
to match their needs and stay ahead in their fields.
The internet era has brought us all together and
knowledge is now easily accessible. A researcher
no longer has to travel hundreds (or even
thousands) of kilometers to visit key archives;
most are available at the click of a mouse button.
CENTRUM seeks to adapt and capitalise on the
latest advances in technology in order to continue
positioning itself as one of the top institutions
locally and globally.
Our institution opened the Neuromanager Lab
and its leading programme “Personality Insights for
Education (PIE)” in July 2017, in order to understand
and apply AI for the benefit of our students.
PIE revolves around the idea that AI has the
ability to equip us with a “third eye”, taking patterns
and trends from a subject´s writing in order to
analyse it by extracting the user´s cognitive and
social characteristics. PIE uses data analysis
algorithms following three models: Big Five, Needs
and Values. The objective is to have a final product
where the study participant can observe previously
unknown traces of his or her personality.
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The Big Five model includes five categories:
a) Extraversion refers to the interaction of
individuals in their interpersonal relationships
such characteristics as assertiveness,
enthusiasm and outgoingness
b) Agreeableness addresses the tendency to
be co-operative and compassionate with other
people
c) Conscientiousness relates to the
predisposition to be organised; for example
people who are efficient and structured
d) Neuroticism refers to emotions; sensitivity
to the surroundings, anxiousness, mental
instability
e) Openness relates to people who are
predisposed to experience diversity within
their choice of activities; such as artistic
curiosity and creativity.
CENTRUM is a regional pioneer in using AI to
serve its students. Within the educational field,
one of the main uses of this technology is to
scientifically analyse the students´ personality
beyond traditional methods.
Personality tests are commonly used in many
areas, such as executive training courses, career
counselling, conflict resolution, team management,
organisation development, negotiation and so on.
CENTRUM believes that this tool will enhance our
students’ awareness, translating into personal and
professional development.
The students have acknowledged the initiative
positively. Initially its use was optional for students,
professors and the administrative body but starting
in November 2017 PIE was incorporated into the
curricula of two of our MBAs programmes. Eighty
per cent of the students who took the PIE test
requested an appointment to discuss the results
with a staff member. The results obtained by each
student are used to work on a personality
improvement plan.
In a period of six months, students’
satisfaction with the programme was boosted by
100%, from a total of 243 participating students.
Students have the freedom to come back to take
the test more than once; each time they will
receive feedback from our professional experts.
Throughout the implementation of PIE our
experts identify the following aspects as key
in the students’ responses and attention is
focused on them:
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a) Knowing yourself:
Self-concept encompasses a diverse set of
believes and ideas about the self that influences
people´s action either in a positive or negative way.
It includes self-esteem, self-control and self-efficacy
among others. When students know more about
themselves in regard to their interests, cognitive
and socio-emotional competences, social skills,
emotions, attitudes, values and beliefs, he or she
can start the improvement process of personality
development. Why? Because they learn how to
manage conflicts, to take into consideration the
consequences of their actions, to consider their
personal needs and to strive to listen to what other
people really mean. Furthermore, they are able to
improve their learning skills.
b) Understanding own strengths
and weaknesses:
With a clearer vision of their personality
students can determine their best and worst
traits in both personal and professional life. Since
every personality has strong and weak points,
through the test insights the students will be able
to address their weaknesses and reinforce their
strong points in order to achieve a successful life.
c) Making career decisions:
Individuals value certain aspects of their jobs.
They are divided between extrinsic and intrinsic
preferences. Extrinsic preferences are valued
according to potential material rewards whereas
intrinsic ones are valued according to a person´s
opportunity to use his or her potential. People with
high intrinsic orientation see their jobs as an
opportunity to experience a sense of achievement
and to be fulfilled; people with extrinsic tendencies
see their jobs as tools to obtain material gains and
social status.
There are students with well-paid jobs who
would prefer to be doing something else more in
line with their personality and/or preferences. PIE
tests provides them with a clearer map to show
them how to make more informed decisions.
People whose work preferences are in line with
their personal traits tend to be more satisfied with
their lives and are more productive.
The implementation of PIE at our institution
brings benefits, as described above, to the student
body and to the school. Based on the results,
students are able to be more focused and to

80%

In November 2017 Personality
Insights for Education was
incorporated into two MBA
programmes – 80 percent of
the students who took the test
requested an appointment
to discuss the results with
a staff member
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In a period of six months,
students’ satisfaction with
the program was boasted
by 100%, from a total of
243 participating students

CENTRUM is very proud to be
at the forefront in applying artificial
intelligence in the academic world, and
with the same enthusiasm we are open
to share our experience, and learn from
colleagues around the world
make smarter decisions based on logical and
environmental analysis. Having cutting-edge tools
to generate successful students provides the
school with an intrinsic added value.
We at CENTRUM understand that students
are aware that the world presents an increasingly
challenging environment and we are looking to
make the educational experience as constructive
as possible. For example, PIE can cope with the
stress developed whenever students have the
feeling of needing more knowledge and not having
enough time to obtain it (educational stress); if the
student is aware of experiencing this type of stress
he or she will be more capable of addressing it
successfully.
Even though CENTRUM prides itself of having
reached high marks with its world-class business
masters’ programmes we are also very honoured
to be part of a 100-year humanistic tradition via
our institution La Pontificia Universidad Católica
del Perú.
It is in that spirit that we seek to enhance, and
blend, not only business-related capabilities, but the
human component of our masters and doctorate
students with the help of AI. With PIE we expect the
students to learn more about their academic and
personal profile and how data can interact with the
ever-changing requirements of the labour market.
The data produced by PIE can have many
applications such as tailored syllabus and
academic literary production, which can benefit
the students and the institution. CENTRUM is very
proud to be at the forefront in applying AI in the
academic world, and with the same enthusiasm
I am open to share our experience and learn from
colleagues around the world.
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Facilitating
responsible research
Michael Bisaccio explains how a new blacklist is making it harder
for ‘predatory journals’ to hoax academics and others
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I

The rise of
predatory journals
—fraudulent
operations designed
to look like
legitimate scholarly
publications—
has been rapid
and has flourished
in the digital age

8.3k

The Blacklist, a counterpart to
the Whitelist, has over 8,300
journals listed,and counting...

n June 2017, Cabells (see box page 55)
launched the Journal Blacklist—a subscriptionbased searchable database of “predatory
journals”, with detailed reports listing specific
violations for each journal—as a counterpart
to the Whitelist, a database containing critical
information on verified and reputable academic
journals. While the Blacklist, currently listing over
8,300 (and counting) journals, continues to grow
and evolve to meet the needs of the scholarly
community, the core goal has remained the same:
to provide an objective and transparent tool for
identifying the threats in academic publishing.
The rise of predatory journals—fraudulent
operations designed to look like legitimate
scholarly publications—has been rapid and has
flourished in the digital age. These journals offer
eager (and sometimes unaware) authors the
chance to publish in a “scholarly journal,” usually
in exchange for an article-processing charge.
Essentially, these “journals” will publish
anything for a price. In some cases, the author
is an unsuspecting victim whose work may now
be published alongside bad science or otherwise
nonsensical work. They have paid a fee to have
their work possibly damage their reputation and
have also likely surrendered the right to have it
published elsewhere.
However, not everyone who publishes in a
predatory journal does so unwittingly. In some
instances authors are complicit in the deception
and knowingly seek publication in fraudulent
journals for the purpose of padding their publication
statistics for any number of reasons including
career advancement or to secure funding.
Having faculty members publish in predatory
journals tarnishes a university’s reputation
for research and can create a major public
relations problem. This can result in the denial
of a programme’s accreditation or the loss or
squandering of research grants and funding,
not to mention the attrition of the best and
brightest students.
And it isn’t only authors who find themselves
susceptible to the ploys of predatory operations,
others are acting as peer-reviewers or editors or
even serving on editorial boards, often without
any knowledge of doing so (and in some cases
while no longer being alive).

Predatory journals undermine scholarly
communication and hinder progress and
innovation by publishing anything – nonsense,
legitimate research and everything in between,
weakening the overall body of knowledge in any
given field. A perfect storm has been created with
researchers caught up in the “publish or perish”
cycle of academia and an increasing number
of predatory operations in play, all facilitated by
the globalisation of scholarly communication.
The proliferation of digital publishing in
academia has made launching academic journals
easier than ever and has done much to advance
the democratisation of research. It is also now
easier than ever to create fake or deceptive journals
for the sole purpose of defrauding researchers or
to help unscrupulous researchers defraud
academic institutions or other organisations.
Building the 'Blacklist'
Journals are chosen for evaluation for the
Blacklist based on inclusion in Jeffrey Beall’s widely
accepted list of predatory publishers, exclusion
from the Directory of Open access Journals
(DOAJ) and/or the Open Access Scholarly
Publishers Association (OASPA), suggestions
from the community, and information found during
other evaluations and investigations conducted
by Cabells.
The now-defunct Beall’s List, produced by
Jeffrey Beall, the Scholarly Communications
Librarian at the University of Colorado, Denver,
US, was an invaluable resource though not without
its detractors. Amid pressure from his university,
Beall scrubbed his list clean and shut it down.
The end of Beall’s list of predatory publishers
made it clear how important a role it had played
in the academic universe. There remained
a pressing need for information on predatory
publishers but the process of building and
effectively managing and maintaining such
a list – and seeing to the side issues it produces
– requires a great deal of time and resources.
Cabells realises the importance of making
the information contained in the Blacklist (and
Whitelist) accessible to as many research entities
as possible and strives to structure subscriptions
accordingly, while also remaining sustainable
from a production standpoint.
61

EFMD Global Focus_Iss.2 Vol.12
www.globalfocusmagazine.com

The key ingredients to the Blacklist are
accountability, objectivity and transparency. Only
a rigorously managed transparent and unbiased
process can produce an effective and lasting tool
for analysing and identifying deceptive journals.
The Blacklist was built using a soon to be patented
methodology predicated on defining and
recognising specific behavioural characteristics
common to fraudulent journals. The first step in
the process was to research standard practices of
reputable journals by examining the top journals in
the Whitelist along with other criteria and standards.
Journals included on Beall’s list were then
analysed, in particular those with specific findings
communicated by Beall. Each journal was reviewed
as if they were applying for the Whitelist, prompting
a close examination of all policies, practices and
published articles as well as reviews and feedback
from the community posted online about the
journal or publisher. This process produced a list
of recurring practices that were directly against
the acceptable standards confirmed by research
as well as certain criteria used by Beall and trends
that were consistently present in dishonest journals
that were reviewed.
After close examination by the Blacklist team, all
subjective items on the list were removed, resulting
in a list of 65 behavioural indicators. Violations were
then placed in four categories based on level of
severity and how directly they related to deceptive
62

behaviour. After the violations were categorised
each category was given a range of scores.
The violations in each category were then
analysed against other violations in that same
category and each was given a score based on how
serious it was compared to the other violations in
the category. This scoring system was designed
specifically to ensure that legitimate journals that
are new, from developing countries or are simply
low quality are not classified as “predatory” and
included in the Blacklist.
The first category includes behaviours that
directly indicate deception and are weighted
heavily as a result. A few examples of these severe
violations our investigations have turned up are:
• The same articles appear in more than
one journal
• Journal/publisher claims to be non-profit
when it is for-profit
• Owner/editor of the journal falsely claims
academic positions or qualifications
• No editor or editorial board listed on the
journal’s website
• Editorial board members included without
their permission or knowledge, do not exist
or are deceased
• Falsely claims indexing in databases
(especially DOAJ, JCR and Cabells)
The second category includes those
behaviours that tend to coincide with deception

Facilitating responsible research | Michael Bisaccio

About Cabells
Since its founding almost 40 years ago,
Cabells services have grown to include both
the Journal Whitelist and Blacklist, manuscript
preparation tools and a suite of powerful
metrics designed to help its users find the
right journals, no matter the stage of their
career. The searchable Whitelist database
includes 18 academic disciplines from
more than 11,000 international scholarly
publications and the Blacklist currently
lists over 8,400 predatory journals.
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and are, overall, weighted less heavily than those
in the first category. A few examples of this type
of violation are:
• Copied journal titles
• Founder of the publishing company is
the editor for all journals
• No clearly stated peer review policy or
inadequate peer review (ie a single reader
reviews submissions, peer reviewers read
papers outside their field of study)
• The publisher displays prominent statements
that promise rapid publication and/or unusually
quick peer review (less than four weeks)
• Authors publishing several times in the
same journal and/or issue
Through careful analysis of these and
similar behaviours, a guideline was created and
applied in the investigation of each journal. This
produced a weighted score whose magnitude
increased with the probability that a journal was
engaging in deceptive behaviours. A total score
over 100 is the threshold for including a journal
in the Blacklist.
Know the threats
Just as important as knowing whether or not a
journal has been identified as predatory is being
aware of the reasons for the classification. The
Blacklist sheds light on fraudulent operations and
each entry provides information on how to identify
the journal as well as a comprehensive report of
each behavioural indicator that was uncovered
in the journal’s evaluation.

An entry in the Journal Blacklist serves as a
way for users to identify predatory journals with
information such as its title, claimed ISSNs,
country of origin, claimed discipline and website;
a misconduct report categorises and details each
violation to provide a transparent view of the
investigated journal. Using this data, researchers
can know if an invitation to publish is legitimate, if
research has been peer-reviewed or if a potential
research outlet is reliable and reputable.
Approximately 800 – 1,000 journals are added
to the Blacklist each month through investigations
and constant monitoring of the academic
landscape and through tips and suggestions from
members of the community. Blacklisted journals
are permitted to appeal inclusion one time per
calendar year per journal, at which time the
journal’s policies and procedures will be reviewed
for evidence of corrective actions to comply with
industry standards.
Conclusion
Of course not all scholarly journals fall into
either the “good” or “bad” category—many land
somewhere in between. It should not be assumed
that a journal absent from the Journal Blacklist is on
the Journal Whitelist, and vice versa. As mentioned
above, the Journal Blacklist is structured specifically
to flag only those journals that have been identified
as predatory operations meant to deceive and
exploit, not low-quality or new journals. The process
of categorising and weighting offenses and
carefully investigating each publication is crucial
to this important distinction.
By hand-sourcing and investigating each journal
in the Cabells database and providing actionable
intelligence and metrics, the Blacklist and Whitelist
serve academia by providing an unbiased and
comprehensive picture of legitimacy and quality,
allowing the community to not only know better
journals but to also know the threats. When used
together, the Whitelist and Blacklist encourage
authors seeking publication to publish in credible
journals and lessens the chance that university
administrators or funding agencies will reward
researchers for publishing in predatory journals.

About the Author
Michael Bisaccio is Communications Manager at Cabells.
michael.bisaccio@cabells.com
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Emerson de Almeida and co-authors report on a four-year research
study in how to plan and execute a sucessful successions policy

Seven things to learn
about succession in
organisations
64

Seven things to learn about succession in organisations | Emerson de Almeida

S

uccession as it really is: from feelings to
political games in organisations is the title of
a book prepared by the co-founder, professors
and managers of Fundação Dom Cabral (FDC),
a world-class Brazilian business school.
The book is the product of a four-year research
project that analysed succession experiences and
practices in several organisations both in Brazil
and abroad. The study included succession cases
both in companies and in FDC itself. These
organisations are at different levels of succession
development and represent unique experiences.
Why do founders and executives not promote
awareness about succession? What challenges
are specific to this process? How can you conduct
a peaceful and harmonious succession?
This article presents seven important things
to learn about succession in organisations that
may help answer these questions.

Some organisations handle succession
as an event where a decision is made
at some point in time concerning the
transition from a predecessor to a
successor. Other organisations address
succession as a precisely scheduled project

1. The continued development of managers
is a fundamental factor for good succession
Three stages have been detected in the
development of succession processes within
organisations. Some organisations handle
succession as an event where a decision is
made at some point in time concerning the
transition from a predecessor to a successor.
Other organisations address succession as
a precisely scheduled project.
In other words, a task force is created to conduct
a process that includes the long-term plans for
the organisation, the construction of the profile
of leaders, the assessment of candidates’ skills
and competences, the choice of the successor(s),
the internal and external communication, up to
the management of the transition itself. But really
advanced organisations conduct succession
as a process directly linked to the continued
development of their managers at all hierarchic
levels.
These organisations are aware that any
succession, be that of its highest executive or of the
youngest trainee, involving either internal or external
candidates, will impact the functions carried out
by people at different areas and hierarchic levels.
Knowing that, these organisations make the
continued education of their leadership group
the foundation for their succession processes.
These organisations are continuously pursuing
or reviewing their long-term goals, the
competences required from human resources and
individual performance assessments. This results
in a smoother, quasi-spontaneous, succession
processes, free from traumas and expectations.
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2. A planned succession tends to preserve
the organisation’s stability. Abrupt successions
tend to foster instability
In 2015, the world’s 100 best-performing
presidents occupied their positions for 16 years on
average. This fact contradicts other evidence that
between the years 2000 and 2010, the average
time CEOs remained as head of the 500 largest
companies listed by Fortune Magazine fell from 9.5
to 3.5 years.
Each succession process shows its own
dynamics and is associated, among other things,
with the character of each individual organisation,
its origins, history and segment of operation
as well as with the economic scenario and the
current stage the organisation is going through.
It is also recommendable that organisations
prepare themselves for “emergency successions”.
Top executives may quickly and unexpectedly
quit an organisation in search of career
opportunities or for family reasons. Examples
of serious illnesses or even deaths that had
great impact on the succession processes of
organisations are not rare, especially involving CEOs.
Studies have shown that abrupt successions
are associated with an 18% drop in the operating
profits of organisations in the year subsequent to
succession. The drop in performance may be even
greater, depending on the time it takes to definitely
replace the CEO.
All this evidence demonstrates that the lack of
preparation for succession, especially emergency
successions, is harmful to the performance and
the survival of organisations.
3.The design of a future profile for the
organisation favours the definition of
the ideal profiles of successors
Substitution should not be mistaken for
succession. It is wrong to believe that the
successor must be akin to or assume a “position”
occupied by his or her predecessor. Circumstances
change as the environment is constantly changing.
New technologies, regulations and competitors
compel companies to design their futures and
reflect on their own identities, asking themselves
“what do we want to be in the future?”
Such considerations may suggest a different
future profile for an organisation, recommending
the selection of successors that fit this new profile.
Therefore, strategic reflection on the evolution of
the organisation may be a very useful practice
when choosing a successor.
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4. Good candidates emerge naturally
Executives should prepare their successors
through a series of increasingly difficult challenges;
in other words, at each stage, the potential
successor is challenged to take new responsibilities,
always supported by his or her leader.
Visualise a whale challenged to cross an
increasingly thicker ice barrier to reach the
surface of the water. When it becomes capable
of breaking the thickest layer, then it is ready
for leading in the ocean. New leaders are not
chosen or elected. Just like whales, they should
emerge.
5. Replacing a founder-president is more
complex than replacing an executive president
It is evident that founders of organisations
tend to regard their enterprises as the work of
their lives, representing a desire for immortality.
This quasi-fusion of creator and creature leads
to a succession process that differs from that
of replacing an executive who has been in office
for some time alongside existing an enterprise.
Even if the executive is committed to the
dream of perpetuity, his or her main focus will
be on the results of his or her term. This means
that the relationship of this executive with the
enterprise tends not to be that of families in the
case of founders, thus rendering the succession
process more rational.
6. The leader triggers succession at the
peak of the career
A founder creates an organisation but
may, under certain circumstances, lead it to
destruction. Some pioneers seem worried about
how frequently this deviation – characterised by
a creator’s strong attachment to leadership and
consequent reluctance in relinquishing control
– occurs.
An extended term ahead of operations when
physical and intellectual vigour is lacking
causes deterioration – sometimes irreversible
– of an organisation’s rhythm. The conscious
leader, on the other hand, triggers his or her
substitution when at the peak of their career,
assuming a more strategic role that interferes
less with the operation, even, when possible,
quitting the organisation. For a substantial
fraction of the researched organisations, the
establishment of an age limit for presidents,
be they founders or executives, has made
succession processes easier.
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In the case of top executives, succession
represents a fundamental event for
the survival of an organisation. It is
a time when everybody’s sensibilities
are at their highest levels...

7. The development of new interests
makes detachment easier
The more one is attached to a dream, the more
difficult it is to accept succession: this seems
to be a rule. Hence the importance of examining
how to detach from the work at the organisation;
in the case of founders, from their creature.
Many people are afraid of being forgotten after
resigning as president of an organisation. The
amount of fear depends on each person: some
are routine addicts and tend to fill their agendas
with innumerable suffocating activities. For some,
especially founders of enterprises that enjoy a
certain notability, detachment tends to be even
more afflictive.
It seems to be easier to create and lead an
enterprise to success than to detach from it. It is
worth mentioning that, despite the fact that the
development of new interests is a useful help, each
case requires its own remedy.
Interests may be professional but it is advisable
to go beyond that. Many successful top executives
of large organisations decided to dedicate more
time to family, to sports, to reading and to other
hobbies.
Succession as it really is
In such an attempt to describe the reality of
the succession process in organisations one
frequently faces several political “games”. This
is natural. Aristotle once said that the “human
being is a political animal by nature”.

Especially in the case of top executives,
succession represents a fundamental event for
the survival of an organisation. It is a time when
everybody’s sensibilities are at their highest levels,
and this includes predecessors, successors and
potential candidates, not to mention supporters
and opponents.
Finally, a succession process always involves
both objective and subjective factors. The present
study is intended to help readers broaden their
understanding of the complexities of succession
processes within organisations.
This article was originally published in Portuguese: ALMEIDA,
Emerson de et al. Sete aprendizados sobre sucessão nas
organizações. DOM: Fundação Dom Cabral’s Magazine,
Nova Lima, v.10, n.30, p.14-19, Aug/Dec 2016.
Translation by: Francisco de Souza Barros
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